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A sensation in test 
markets...now ready 
for you to sell! 


Famous 
APEX SPIRAL DASHER 
with Jet Washing Action! 


THE APEX ELECTRICAL MFG. CO., CLEVELAND 10, OHIO LOTHES WASHERS CLOTHES ORYERS WRINGER WASHERS { SIN STRATO-CLEANER 
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styled by MELANIE KAHANE 


.. brilliant trend-setter in 
interior design 






TOMORROW'S KITCHENS—TODAY —These four 


advance-design Confection Color kitchens are 
not merely a dream for the future: they are 
a reality that can help you cash in on the 
1956 appliance market. They show how 
Westinghouse appliances in the new Confection 
Colors widen the horizon of kitchen planning 
and make possible an infinite variety of dramatic 


color schemes. 


BUILT-IN FREEDOM—For 1956, Westinghouse 
offers a greatly expanded line of built-in appli- 
ances. This wide choice of models and the plan- 
ning freedom they afford is evident in these 
Confection Color kitchens. Among the features 
of the 1956 built-ins will be both vertical and 
horizontal refrigerator-freezers; a choice of 
range oven sizes; a variety of range platforms 
with integral or remote controls; a wide selec- 
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tion of dishwasher fronts to match custom 
kitchens; the new 25” built-in Laundromat and 
Clothes Dryer. 


LAUNDRY AREAS WITH A NEW LOOK—Shown 
with each kitchen is a laundry area. The ideas 
developed here can be used in the bedroom 
wing, in the utility room or in any other con- 
venience area in the home. 


NEW, DECORATOR-SELECTED CONFECTION COLORS 
Westinghouse has developed a complete new 
line of major appliances in color. In addition, 
Westinghouse free-standing refrigerators are 
available with a selection of ten interchangeable 
“Choose-N-Change” vinyl color panels. With 
Westinghouse Confection Color appliances, 
these kitchens keynote your new selling oppor- 
tunity with Westinghouse for 1956! Let your 
Westinghouse Distributor tell you the full story. 
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DESIGNED TO CREATE EXCITING NEW OPPORTUNITIES 





IN 1956 FOR WESTINGHOUSE RETAILERS TO SELL 





BOTH FREE-STANDING AND BUILT-IN MAJOR APPLIANCES 





YOU CAN PUT THESE “KITCHEN IDEAS” TO WORK RIGHT AWAY 


You can tie in locally with the nationwide exposure and publicity 
these kitchens are receiving by using the new Westinghouse 
Confection Color Kitchen Idea Book which your Westinghouse 
Distributor can supply. 

Here for the first time is a smart new selling tool, to make pros- 
pects dissatisfied with their old appliances—and stimulate their 
desire to own the new exciting 1956 Westinghouse majors—both 
free-standing and built-ins. 
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you CAN BE SURE...1F iTS 


Westi nghouse 


THE SMARTEST LINE IN THE BUSINESS 
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‘CORY SOLVES 
AEPLAGEMENT 
GLASS PROBLEM! 


Brand new Cory “Perc” plan gives dealer ‘2% replacement bowl 
plus TWO 25¢ safety grids free with every 3 “Percs” purchased! 


= =. iW | . 

" - Now—every time you buy 3 fast-selling Cory Glass “Percs” 

— Wo (Model DGP) you automatically get one replacement bowl and 

two safety grids free! You can sell the extra bowl and grids to 

make your plus profits! You can give the bowl away as an im- 

mediate replacement and solve questionable breakage com- 

plaints and gain good will and future sales! And, you can give 

the grids away, too, as a good will gesture! Any way you handle 
it, you profit! 



















This new Cory selling program is tailor-made to every dealer's 
need. It gives you the finest glass percolator on the market, plus 
the replacement bowls you need and other bonus goods FREE! oe " 


Never before have you had an opportunity like this to benefit 
on any coffee maker! 


COME SEE CORY at National Housewares Show 
South Pier, 624-632-634, Navy Pier 


ORDER CORY'S DEALER BONUS “PERC” PACK NOW 


CORY CORPORATION, 221 WN. LaSalle Street, Chicago 1, !Ilinois 
PLEASE SHIP ME quantity of Cory No. 1921 Perce Deals (Each Deal Includes 
3 Percs ot regulor dealer cost plus 1 PREE $2.95 Replacement Bow! and 2 FREE 25¢ 
Safety Grids 





DEALER —_ 

ADDRESS oh 
(please print) 

city ZONE STATE 


SHIP THROUGH my regulor distributor 
(distributor name 


TWO 25¢ VALUE 
SAFETY GRIDS FREE 


CORY CORPORATION ti stat ema 
221 N. La Salle St., Chicago 1, Illinois AN LTT a2 te tse EONS rs 


Distributor address 


City ons State = — 
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TRENDS 


Business Quick-Check 


DEBT consumers owe to appl.-radio-TV dirs. ($millions) 


FAILURES of appl.-radio-TV dealers 

RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
DISPOSABLE INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 
SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) 

AUTO output (thousands) 

UNEMPLOYMENT (thousands) 


What's going to happen to color 'T’'V this fall? 





There’s plenty of optimistic talk being offered but so far there’: 
little concrete information on which to base such optimism 


It's true that RCA has some ambitious plans for color in the 


SALES, factory, appl.-radio-TV index (1947-'49 = 100) 


Latest Preceding THE YEAR 
Month Month SO FAR 


196 193 187 24.9% UP 
297 284 293 1.2% BIGGER 
30 21 31 3.2% FEWER 
158 15.8 15.1 8.7% UP 
125 122 119 5.0% UP 
271.7 267.1 += «254.5 5.0% UP 
114.7 1150 1143 0.3% DOWN 
19.4 16.0 16.8 8.1% DOWN 
750 90.0 906 7.0% UP 

611.2 682.7 6585 7.2% DOWN 
2,885 2,427 3,347 13.8% BETTER 


wety i a cet to» Pia 


(Sources, in order: FRB, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com- 
merce, Bur, Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
Bureau) 


las been a severe shortage of such sets. You might keep this in 
mind in ordering color yourself 


‘here will definitely be lower prices on color by the end of the 





year — probably by mid-summer when new lines are announced by 





months ahead. But few other manufacturers have made any very 





definite announcements about their color plans. Some are planning 





to market color sets—but are unwilling to hazard any guess as to 
the number to be produced. Others will probably not even be in 
production this year. 

'hat’s why it’s difficult to pin-down prospects for color this fall 

RCA remains bullish on color. The firm says it will sell 200,000 
this year and two-thirds of these will be moved in the final six 
months of the year. If these figures hold up it’s obvious that by next 
September sets will be selling at 8 to 10 times the rate they're selling 
right now 

The chances are even good that there will be a shortage of colos 
ets by this fall. 


I'hat's because color tube production puts a definite ceiling on 








et production 


Right now only a handful of companies are turning out tubes 





and RCA itself is producing the lion’s share of the total. Even so 
RCA output isn’t scheduled to reach 30,000 per month before next 
fall. The firm is running ahead of that schedule right now but even 
0 RCA officials look for a terrific shortage of tubes. To encourags 
other manufacturers to get into quantity production of color tube: 
RCA has placed orders with at least two outside firms, (For a more 
detailed picture of RCA’s production plans on both sets and tube: 
ee the story in this month's news section 


So far RCA has learned one important lesson in marketing color 





hey underestimated the popularity of blond cabinets. The result 
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several manufacturers. (The new RCA line, incidentally, will be 
considerably broader than its current line. ) 

Even so, some sets will continue to sell in the $500 to $1,000 
price range. According to some industry experts, such price levels 
will remain for the next 12 to 24 months even though lower priced 


sets make their appearance during that period, ' 


Meanwhile, things are happening in black and white ‘T'V, too. 





Work seems to be temporarily stymied on the shallower, 110 





degree deflection tubes. Chances are that some sets incorporating 





this development will appear before the end of the year, That's 
somewhat later than first predicted 
Much closer at hand is the appearance of small sets with &inch 





tubes. RCA is sampling such a tube and a number of manufacturers 
have shown interest, Just how much prices can be reduced even 
with a smaller picture tube is something of a question. Price and 
portability are the primary reasons for interest in the smaller tube 
which, mathematically at least, takes the industry almost back to 
where it started. 


House to house merchants expect to chalk up record-breaking 
sales in 1956, 


The National Assn. of House to House Installment Companies 





surveyed its members recently, found that 87 percent think busines: 
(Continued on page 5) 
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Not only is there a KitchenAid Dishwasher to exactly fit 

- any type of kitchen, but the beautiful new decorator 

& styled KitchenAid dishwashers blend right in with any 
kitchen decorating theme. 

The KD-11 undercounter model is available in glisten- 


ing Stainless Steel, glowing Antique Copper, gleaming 


ec...) 


All-White Enamel finish or, by making special arrange- 
ments, any color the lady of the house desires. The 
free-standing Model KD-21 and the combination sink- 
dishwasher Model KD-31 are available in the sparkling 
All-White Enamel finish that fits like a jewel in any set- 
ting...the built-in counter-height Model 41 in White, 
Stainless or Copper. 

There are eight models in the complete Kitchen Aid 
line, including the gravity drain, pump-out, counter- 
height with base cabinet and portable models—one that 
is just right for any kitchen. All have the exclusive Hobart 
revolving wash system that power washes and rinses far 
better than splasher or deflector type sprays. A complete 


dinner service, including pots and pans, soup ladles, 











salad servers and silverware, can be handled in one 


wash. No need to pre-rinse! A separate electric hot air 





blower fan dries every piece to sparkling perfection, 

The new, exclusive Hobart dual-strainer system abso- 
lutely prevents food particles from spraying back on the 
dishes, and the sanitary, circular sump is entirely self- 
cleaning. 

The KitchenAid line is a profit line for you, built and 
backed by Hobart, one of the most respected names in 
the appliance business. For information, write Kitchen Aid, 
Dept. KEM, The Hobart Manufacturing Co., Troy, Ohio. 


In Canada: 175 George St., Toronto 2. 
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KitchenAid .. 








the “buy word” in quality, 
styling and performance 


KitchenAid has been the finest made for as long as the 
KitchenAid line has been manufactured. And now you 
can add a terrific plus to your own sales picture, for the 
KitchenAid Food Preparer now comes in beautiful deco- 
rator style pastel shades that match or blend with any 
kitchen decor. 

Beautiful soft shades—Sunny Yellow, Island Green 
and Petal Pink—offer a choice of colors that can’t help 
but please the tastes of the most exacting housewife. And 
for real richness to complement the growing trend to 
“different” kitchen color schemes, Kitchen Aid offers glow- 
ing Antique Copper and gleaming Satin Chrome finishes 
in addition to the sparkling All-White Food Preparer. 

And beneath those beautiful new and exciting exteriors 
lie the powerful mechanism and design that have earned 
for the KitchenAid Food Preparer over the years the 
reputation of ... the finest made. Only KitchenAid has 
all these sales-making features—time-proved Hobart 
Planetary Action, exclusive with KitchenAid Food Pre- 


parers... built-in power to operate all attachments with- 


Action photo made with 


Deardorff View camera 
equipped with 9'/,-inch 
Goert Dager lens. 3 
flashlight bulbs attached 
to various levels of 
beater, Exposure: 3 sec 
onds ot F4-5 





out adapter...convenient “up-front” mixing guide... 
Pyrex bowl standard, aluminum slight extra cost. 
Demonstrate KitchenAid. When your customers see 
the completely different, so much more thorough mixing 
action...when they see the wonderful attachments in 


action... you can’t miss getting more sales! 


hitchenAid. 


The Finest Made... by (ata 





a 


The World’s Largest Manufacturer of 
Food, Kitchen and Dishwashing Machines 
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And the KitchenAid Coffee Mill has gone color, too. 
Available in shades to match the Food Preparer, the 
A-9 Coffee Mill assures freshly ground coffee at the 
touch of the switch. Coffee stays fresh in the whole bean 
until it is needed; then you grind only as much as you 
need, And because it is strictly fresh always, not as 
much coffee is needed to make a better tasting cup. 
Grind,and even brew, some coffee for your customers 
in the store...let that delicious aroma help you sell! 












































































Large Appliance Dealer 
Saves with 


KLIXON Motor Protectors 


UTICA, N. Y.: Mr. Leslie H. Morehouse, of H. D. Morehouse & 
Son, large appliance dealers, knows how Klixon Protected Motors 
in appliances save on service calls and help build customer good- 


will, Here's what they say: 


“Klixon Overload Motor Protectors have been valuable in reduc- 
ing service calls on refrigerators and other motor driven appliances. 
This tends toward greater customer satisfaction and considerable 


savings in dollars of service costs to us."’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with KLIXON 
Protectors. 


WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 
“THE STORY OF THE SPENCER DISC.” 


METALS & CONTROLS CORPORATION 


SPENCER THERMOSTAT DIVISION 
2503 FOREST STREET, ATTLEBORO, MASS. 















TR EN DS continued 


will be better in 1956 than in 1955. Forty-two percent expect to 
increase their sales of hard goods, 61 percent predict increases in 








soft goods and 67 percent in special items. 


Many of these fellows are handling electric housewares. During 





the group's annual trade show in New York last month a number 
of appliance manufacturers exhibited their products. Some were 
offering their regular branded merchandise; others had special lines 
for the door to door trade. 


It’s too early to tell whether G-E’s price and margin cuts on 





electric housewares have been successful. 





You hear conflicting stories. Manufacturers who didn’t go along 
with G-E report a tremendously encouraging response from the 
trade. 

On the other hand, G-E is most encouraged over sales reports 
from a number of markets. 

It’s still too early for a decision, pro or con. But note carefully 
the number of companies who, while maintaining prices, warn 
dealers that they may have to follow G-E’s example if sales don’t 
come up to expectations. That’s why you can look for some sort of 





answer to this whole problem within six months. 





The government isn’t likely to interfere with your business this 





ycar 


t's an election vear and business so far has been good. ‘That's 
why Washington sources look for little action on proposals such 
as extension of minimum wage laws to retailers, imposition of credit 
controls even on a standy basis, or action to strengthen or repeal 
Fair ‘I'rade. In a word, as the story on page 277 of this issue makes 


clear, the politicians don’t want to rock the boat in an election year. 





There's one particularly encouraging note in the Washington 
round-up. FHA ‘Title I loans are to be upped from $2500 to $3500 
That means the ceiling has been lifted on home modernization 
projects. This liberalizing of terms and the tremendous promo 
tional push being put behind home modernizing this year should 


combine to produce a record-breaking volume of business in home 





improvements. 





Appliance manufacturers are showing more and more interest in 





complete kitchens 





With few exceptions, cabinet manufacturers have so far been 
responsible for merchandising the “kitchen concept.” 

Now, appliance manufacturers are beginning to climb on the 
band wagon. National advertising will emphasize the “kitchen,” 
not just the appliances which go into it. One major manufacturer 
will shortly begin franchising kitchen dealers. Details of the plan 
are still being worked out but it’s a move to give greater emphasis 








to kitchen sales 





Che Deepfreeze trade name may yet be saved. 





Originally, the Deepfreeze appliance division was slated for 
liquidation by Motor Products Corp., the parent firm. Now, Motor 
Products has been acquired by Chicagoan Arnold Maremont who 
says that he is attempting to dispose of the Deepfreeze division to 
an unnamed appliance manufacturer who will market under the 
Deepfreeze name. 

In a parallel development recently, Magnavox acquired the 
Sparton trade name from Sparks-Withington which had shut down 
TV manufacturing operations. Now the Sparton trade name will 





survive on a line of sets to be manufactured by Magnavox End 
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Three Gibson built-in range units give you ony desired counter top 
arrangement! All have 7-speed ‘Color Keyed” Push Button Controls, 
and pilot lights. Gibson even hos o Thermatic surface unit that gives 
thermostatically controlled heat to keep food from burning or sticking! 


Get all the facts on Gibson built-ins! 


See Gibson on NBC’s-TV “Home Show” 
with Arlene Francis every Thursday. 
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Stunning new Coppertan porcelain finish, set off 
with gleaming stainless steel and chrome— neu 
beauty for built-ins! New performance, too-—for 
this 30-inch Gibson will bake 4 cookie sheets at 
once! Naturally it has all the famous Gibson 
cooking luxuries: Automatic Timer and Minute 
Timer, interior light, automatic preheat in oven, 
electric clock. Gibson also makes beautiful 20-inch 
built-in ovens, in Coppertan porcelain finish o1 
satin chrome, Plan your next kitchen around a 
beautiful Gibson built-in electric oven and versa- 
tile Gibson built-in surface units! 


Gibson Refrigerator Company, Dept. EM 
Greenville, Michigan 


Please send complete data on the great new line of Gibson built-in 
electric ranges 


Name 
Firm Name 


Address ce 


Se TT 


Ge = Slate 
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ONLY PHILCO 


Has an all-automatic with 
not one but 4 automatic 
self-regulating surface units! 


Why try to sell a range with only one automatic unit when Philco 





provides four? And Philco’s automatic units are Self Regulating, 
truly automatic in every sense of the word, not just ‘halfway’ 
automatic. This range is all-automatic in the oven, too with 





Philco’s amazing Roastmeter that lets the customer "DIAL" a 
perfect roast every time, and Philco’s automatic Quickset Timer, the 





easiest Timer to understand and use. With these wonderful 
features and Philco’s exclusive smokeless “Broil-Under-Glass’’, 


you can ‘go to town” with Philco’s ALL-AUTOMATIC Range 














ROD-TYPE BAKING UNIT 
hinged for easy cleaning 







SELF-REGULATING Automatic Sur 


face Units 


AUTOMATIC ROASTMETER for 


perfect roasts every time 

















PHILCO will tell this story 
to millions of housewives 
through national adver- QUICKSET TIMER—casiest (0 —"“"BROM-UNDER-GLASS” for the on/y “L” UNIT ARRANGEMENT doubles 


nderstand and us« true smokeless broiling useful top space 








tising in women's maga- 
zines throughout 1956... 


~~" PHILCO means business 


PAGE 10 MARCH, 1956—ELECTRICAL MERCHANDISING 















) 








7 
[hae Ye0 PV a 
I UIGd> WHC F ACIMICIS OTP oo! 


a =——S = gag? ee 















in the range industry for "56 r 





f “ONLY PHILCO 1.; 30’ ranges 


with STARFLIGHT STYLING! 


















the most advanced styling in the industry ! Here's the most beautiful range any woman ever looked at. With 
this range she'll be the envy of the neighborhood and she knows it 
That means easier sales, more sales for you with these new 40” Phileas 
And Philco has, not one, but THREE models to give you a good 


trading spread 





















































. . —__ 
SUPER-WIDE OVEN—big enough to 
hold BOTH a ham and turkey 


DEEP WELL COOKER |ilts co 


become 4th surface unit 









COOK -BY-COLOR CONTROLS can 


be seen from across the room 







ELECTRIC INTERVAL TIMER — times 
anything from 40 sec, to 60 min 


HIGH SPEED UNITS tilt up for easy ABUNDANT STORAGE SPACE—<draw- JIFFY GRIDDLE—the perfect ‘short TIMED APPLIANCE OUTLETS— DELUXE BROILER PAN wirl 


cleaning ers glide on silent Nylon rollers order’ cook ideal for ‘plug-ins Chrome Reversible Rach 


in electric ranges! 
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Thece... and [4 Other 
Q4lee Winning Features! 


6.9% MOREHOT WATER =~ 
than most utility require = 


ments, in electric models 


because of White exclusive f 

an | 

=m Water-Hotter baffle oe | 

Lr FI 
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FILM OF FLAME 
Single port burner in gas 
Water-Hotter means NO 
clogging ever. Amazingly fast 
pick-up” for PLENTY of 


hot water always 
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...in the 
EAST 


By Robert W. Armstrong 





February appliance sales dip, but TV 
holds up .. . Cash sales increase and 
consumers become more and more 


brand conscious 


+ ASTERN ppliance ales took a toboggan 

4 ride last month. 

According to reports from dealers all over 
the East, sales in the first two weeks of Feb- 
ruary were off materially from January peaks, 
ilthough many merchants softened their com 


ments with the admission that they were a 
good as in February of 1955. The biggest single 


exception to the decline was television, which 
for most dealers performed well in contrast to 
the slow months that marked the end of ’55 


lypic il of mments from retailers was this 
one from western New York: “February has 
been slow in white goods, but TV business ha 
been ver d. About two-thirds of our cur 
rent volum nsists of ‘I'V sales . Range: 
ind_srefri itors are selling best now, with 
laundry equipment falling off. January figures 
were pretty good, about even with 1955. Feb 
ruary may not equal last year, however, unless 


there is a sharp spurt near the end.” 
Another merchant in the same area agreed in 
ubstance, but said that laundry equipment was 


“still acti \ third dealer made this com 
ment February has slowed up a bit. But 
January was good, with appliance and ‘I'V 
volume 10 percent over a year ago.” 

The decline was epidemic. A Philadelphia 
dealer said inctly, “February got off to a 
lousy start. January was good, up 25 percent 
over 1955, but sales slowed down all of a 


sudden at the beginning of February 

In Washington dealers agreed that February 
was setting no records. One retailer there re 
ported ranges, refrigerators and dishwashers “‘way 
off’, but said laundry equipment was moving 
well and ‘TV was “pretty good.” 

In contrast, another Washingtonian found 
TV “off as much as 50 percent from last Feb 
ruary,” reported good volume in paired washers 
ind dryers and an increase in kitchen sales. 

Boston area dealers apparently weren’t hit as 
hard by the Ferbruary slide. At any rate, their 
comments were less condemnatory. For ex- 
ample, one said sales had held up well in the first 
two months; TV and washers were holding up 
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to 1955; hi-fi was “picking up constantly’; 
dryers were “more promising’. Refrigerators 
alone were criticized as slow movers. 

Another Boston merchant reported that TV 
sales were good but that a post-Christmas slow- 
down was still in effect. A distributor said 1956 
sales in both I'V and appliances were running 
10 percent ahead of 1955. 


More and more dealers are reporting an in- 
crease in cash sales. Says one, explaining his 
optimism despite a February slide, “We are con 
vinced that people still have money because 60 
percent of our business now is on a cash basis, 
whereas formerly 60 percent of it was on time. 
People seem to be more cautious in taking on 
new debts and want to work off old debts on 
cars and homes.” A Philadelphia merchant 
notes that for the first time in a year he doesn’t 
have any bad debts to write off and that there 
is a “distinct trend for consumers to pay cash.” 
His ratio between cash and time sales has 
increased in favor of cash since last fall. Another 
Philadelphian notes a trend to cash sales, too, 
but thinks people are borrowing from banks 
before making a purchase 


An increase in consumer brand consciousness 
is another trend worth watching. Several Wash- 
ington dealers and distributors claim that the 
consumer is swinging more and more to brand 
names and will seldom consider anything else 


even for a big difference to price. A Boston 
merchant says, “The first thing people look for 
today is the brand name. ‘Then they look at 


price. Quality buying may be coming into its 
own. 

Other trends noted by eastern dealers in 
clude: booming sales of 14-inch portable ‘TV 
sets; slow sales refrigerator-freezer combinations 
because “they're so darned big most people don’t 
have room for them in their kitchens’; mer 
chants equipped to service and install color ‘T'V 
are doing better saleswise than others (one sold 
15 out of 19 during Color Week in Philadel 
phia); more and more retailers are giving serious 
consideration to entering or expanding kitchen 
sales; small appliances have held up surprisingly 
well in some areas since Christmas 


Dealers are already talking—and even fussing 
—about air conditioners. Down in Washington, 
for example, several retailers expressed delighted 
surprise with the results of a G-E promotion 
(Washington, incidentally, one of the best air 
conditioner markets in the East, enjoyed a 140 
percent increase in sales in 1955.) Even New 
England dealers are bullish about the coming 
season. One Boston retailer says, “New Eng 
land is finally sold on air conditioners. We'll 
take a chance and stock up on them—last sum 
mer we got caught short. We're planning plenty 
of advertising in newspapers and radio and will 
probably send out some direct mail.” 

However, a Boston distributor is a little more 
cautious. Says he: “A good hot spell in May 
may be worth five in August. New England is 
still a weather proposition for air conditioners 
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even though the public is scld on their value.” 

Strong interest was reported by a Philadel 
phia dealer who ran his usual Vacation Club 
promotion on air conditioners. One ad early in 
February brought 125 replies and he was selling 
then for May installations, 


The fussing dealers were doing about air con 
ditioners concerned the future. A few of them 
were worried about the effect of the sudden blos 
soming of multitudinous deals. While they 
admitted that the special prices distributors wer 
offering were attractive, they were afraid that 
these would tend to establish a consumer price 
ceiling that would be difficult to raise even duri 
ing a hot summet 


...in the 
MID- 
WEST 


By Jack Lane 





Utilities lead way in planning promo- 
tions . . . Kitchens and color TV pose 
problems . . . Price cuts move house- 
wares 


REEZING weather and heavy winter snows 

haven't slowed down promotions for winter 
and spring which have been breaking out all 
over the Midwest. Utilities seem to take the 
spotlight in many areas as they back dealer 
activities 

Power and light companies have always had 
plenty of interest in por Tees sales but a change 
in the time of peak loads lately has aroused them 
more than usual, 

According to M, R. Rogers, senior consultant 
Midwest Service, Chicago, a management and 
marketing consultant firm, the traditional 6 pm 
peak has moved up three hours to 3 pm. All 
of a sudden appliances are operating at off-peak 
hours. Rogers says a survey of 300 utilities 
shows that by 1960, 90 percent of the nation 
will be on a day time peak and all appliances 
(except for air conditioners) will operate at off 
peak loads. He expects all utilities to put more 
effort into promoting applianc cs 

One in which Rogers’ firm took a part was 
the recent change of policy of the Central 
Illinois Public Service Company. Headquartered 
in Springfield, the state capitol, the company 
serves 250,000 customers in more than half 
the counties in the state. CIPSCO discon 
tinued merchandising during the World War 
II and has no intention of renewing this activity 
However, to bolster dealer sales, CIPSCO 1 


(Continued on page 16 
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You'll say “Marvelous!” Masterpiece Double Oven proves 
Thermador again first with the finest. Wins enthusiastic 
customer-acceptance. Builds your profit and prestige! 


The greatest advance that’s happened since Thermador 
originated the Bilt-in idea! Two mammoth, fully-auto- 
matic ovens are combined into a single unit to take care 
of all oven requirements simultaneously. While one oven 
broils, roasts, or barbecues meat or a 24-pound turkey 
for an entire “banquet” setting; at the same time, the 
other oven bakes cakes, pies, or breads to perfection. 
Each fully-automatic oven has more usable space than 
any other oven made—yet, together they require less 
than 45” of wall width and only one electrical circuit. 
Overall dimensions: 444" wide, 28'\," high, 232” deep. 

The removable, 3-spit rotisserie rack will broil up to 
9 chickens at a time and barbecue many other foods. Use 
one, two, or three spits as desired. Fabulous Vari-Speed 
switch gives thousands of instant heat selections. Other 
Thermador features include air-cooled oven doors... 
easy-to-grip plastic handles ...twin electric clocks and 
automatic timers...dual-range electric Teleminute 
Timer... full-length protective hood . 





With Thermador Cooking Tops, 
Top-of-the-Range Cooking is Fast and Perfect 














Companions of the great new Double Oven are twelve Bilt-in Electric Cooking Tops 
... the widest selection available. Any combination available — two to six fast 
heating elements. Models with giant middle griddle with Vari-Speed switch that 
provides a “thousand and one” heat selections, Duo-Cook deep well cooker that 
converts into an extra heating element. All cooking units tilt up for 

easy cleaning; drip pans are removable. 





The Thermador Double Oven and 

Cooking Tops will be featured in full-page, 
full-color magazine advertisements : 
Saturday Evening Post, McCall’s, House 
Beautiful, and Living for Young Homemakers. 
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“THE ORIGINAL AND THE FINE 
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MASTERPIEC 
Bilt-in electric Double Oven 
by THERMADOR 


Two huge ovens, one with three-spit rotisserie, 
provide the ultimate in cooking convenience 


be A 
ye 





Se ie nab alcmmncigs oF 
cigar 

get ed Sk eta: 
it ali ek NAA 











In gleaming, lifetime stainless steel 


, 
* THERMADOR ELECTRICAL MANUFACTURING CO Dept. EmM-356 
* A Division of Norris-Thermador Corporation 

* 5119 District Boulevard, Los Angeles 22, California 

dl 


» Please send me information on the New *'Masterpiece’’ Double 
» Oven and Cooking Tops 


MANUFACTURING COMPANY : 


A DIVISION OF NORRIS-THERMADOR CORPORATION ee 
S119 DISTRICT BOULEVARD, LOS ANGELES 22, CALIF, 4 
9.1009 4 City State 
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cently announced a pian to conduct pecial p! } 


motions throughout the vear in its farflung 
territoi 
First of thes vill be the 


April-May sromotion 


: 


Blossom-time 


oncentrated on electri 


range and ter heater Under the plan 
CIPSCO will underwrite cost of installation of 


these two api 60-das 


rr 
Vice president J. ¢ 
of a sere Hi 
$1,000,000 for ne business 


sbout two percent of ales 


during a 


Hapenny says thi 


pe riod 
just one 
ompany has budgeted over 
expenses this year 


volume 


Down in Kansas City, Kansas City Power & 
Light Company is behind a dryer campaign that 
started January 30 and will run to April 1, Once 


again, highlight of the program is complete 
wirng allowance offered by the utility I p 
in Minnesota, the North Central Electrical 
League held a “Weather Prophet’ contest on 
automatic dr Nearly 15,000 contestants 


pred ted the high and low 
Christmas Day and the snowfall in tenths of an 


tK mper iture on 


inch. During the 45-day contest, sales in th 
power compan territory were 2,04 twice as 
many as during the same contest period held 
the previou eal 


Everybody thought they pulled all the stops 
last year but the Nebraska-lowa Electrical Coun 
cil says its adequate wiring program for 1956 
will be “biggest and best’, ‘he Chicago Ele 
tric Association “live 
Star better 


msociation 


continuc this year it 
program Last vear, the 
about $23,000 for the five 
idequate 


Vviring 
pent 
segments of its program wiring for 


new homes, home wiring modernization, apart 


ment hous viring planned educational pro 
grams and commercial-industrial 
The touchy problem of dealers handling kit 


chen remodeling jobs seems to be getting more 


attention. Some of the dealers who got into 
this operation a year or two ago feel they ar 
just beginning to get organized on a paying 
basi General opinion is that if a dealer's 
going to do it at all, he must set up a separate 
department, One dealer in Jackson, Michigan 
is well satisfied with results so far. He used to 
be a big housewar merchandiser, now soft 


vedals the 
hind kitchen busine 


mall appliances to put more steam 
\ Minneapoli dealer 
yavs he'd be all right if only manufacturers would 
decide what the 


In Chicago, a 


re going to do and then do it 
major retailer says lh in the 
s right now but “lots of peopl 
Reason, he says, is that hi 


hasn't vet 


kitchen busin 
don't know it 
ictual selling and 
Until manufacturers and dis 
und better sales and sal 


merchandising 
found a pattern 
tributors ofter 
training help, he’s not sure what he’s going to 
do. “But it’s in the “for the 
appliance dealer to be in or awful close to the 
We're going to be pre 


pared for it when it come 


mor 
cards”, he says 


remodeling busine 


Slowly, oh, so slowly, color TV is gaining a 
foothold in Chicago. The day for NBC's Chi 
cago outlet to be all-color is close ( April 15) and 
the station is busily setting up more equipment 
switchover. But at the retail 


littl No one ad 
rv except in rare cases where a 


to care for the 
level there's very going on 
vertises color 

black and white 


color Ihe manufacturers, distributors and tele 


id may carry a line or two about 


casters have done nothing worth mentioning 


to promote color, The television programming 
pages of Chicago newspapers still don’t give 
identification to color programs and there are 


no ads of the “look what you have now, Chi 
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cagoans variety that might stimulate the public 


Sol Polk says he has sold about 180 color sets 
since the first of the year but that he’s “dis 


ippointed” in the way sales have gone. Store 
traffic is interested in color and people come in 
droves to see color shows at retail stores. Polk 


thinks of color sales, at the 
is an “investment in the 
money It 
imong the manufacturers, 
they make 
bach 
From several parts of the Midwest, reports 
come in of increased sales of small appliances 
since the price cuts initiated by several manu- 
facturers in January and since. Dealers, mostly 
term the price cuts, “realistic”, and are satisfied 
to build volume to offset lower profits in case 


says he moment 
future’, not as a way 
to make a period of indecision 
says Polk, and until 


up their minds, color will be held 


where this is true 
The Wisconsin Power & Light Company 
mnounced it recently connected its 50,000th 


Harry Rellahan, dealer 
ales promotion manager, says electric heater 
ire connected at a rate of ten per day. Rellahan 
reports that his introduced a 
electri called “night valley 
which ipplies to 100 gallon or more heater 

In Chicago an enterprising dealer posted a big 
ign “PLEASE DO TOUCH THE MER 
CHANDISE”, in his window two large 
bath towel One had been line dried, the 
other was dried in the electric dryer in the 
Passersby invited to 
and touch for yourself’ 

Researcher Victor Hawkins, Capper Publica 
tions, ‘Topeka, Kansas, just released a new study 
on electric heating pad Savs he, farm 
proven to be better-than-average 
In a recent 12-month period, 32,500 
subscribers (to Capper’ 


electric water heater 


company lowe! 


water heater rate 


ab ve 


window wert “come in 


families have 
customers 
Farmer) bought new 


heating pads” 


Electric Living Institute in Chicago will eet 


a facelifting. Instead of displaying appliances 


in row-upon-Trow order as in the past, natural 
settings will be used wherever possible. Mock 
ups of kitchens, laundry rooms and installed 


room air conditioners are currently planned 
Washington’s Birthday was celebrated by Chi 

Polk Brothers by giving free cherry trees 

to each customer 


CALO 
> 


Promotion 


tarted the week 


prior to Februar 


a 
SOUTH- 
WEST 


By Fred A. Greene 





Weather but 


drought relief increases optimism . . . 


stalls overall sales 


Washers, dryers, pace sales . . . De- 
partment stores go into kitchens. 


AD weather brought February business in 

the Southwest to a standstill 

But nobody's complaining. 
and rain brought welcome 


Ihe snow, sleet 


moisture, and for 


“¢" 





“ 
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most sections it was the kind they need—little 
runoff, with snow melting slowly and soaking 
deep into the soil. 

hus, though businessmen got off to a slow 
February start, they're highly optimistic about 
the months ahead, especially if even more mois- 
ture Much still is needed, since the 
subsoil hardly has been touched and must get 
considerable water if crops are to survive the 
hot, scorching months ahead 


comes 


January business generally was better, reflect- 
ing the optimum many dealers and distributors 
held prior to the start of the year. 

One Dallas distributor called his start the best 
he’s had in four years. Sales at the distributor 
level were fairly good, in most cases because 
dealers wanted to get the new models on the 
floor. A Dallas dealer observed that his air con- 
ditioner business dropped 30 percent, simply 
because he did not have 1956 models on hand 
as he had the previous year 

In Houston, a distributor said he was doing 
an increased business, but added a note that his 
dealers From Lubbock came one 
of the larger boosts in distributor sales, an in- 
crease of 35 percent from the preceding January 
Could have been th inasmuch as this 
distributor covers one of the hardest hit of the 
drought areas 


were slow. 


rain, 


Laundry equipment and refrigerators paced 
major appliance sales. [Electric ranges, wash 
ers and dryers also were reported as moving well 
in most sections of ‘Texas 

lelevision sales are going well and, surpris 
ingly, a few Texas dealers have at last shown 
some interest in Answering the ques 
tion: “Is color TV a factor in your 1956 pro 
gram?” we received these replies: “Yes,” “We 
hope so,” “Very much,” “Color seems to be 
taking hold.” 

Many firms are planning to merchandise their 
1955 carryover of air conditioners, though not 
too much has Special sales 
are either planned or just getting underway in 
One San Antonio dealer, who got 
caught in a price war, said he sold all but one 
unit and didn’t make a penny. 


color 


been done vet 


most cases 


Oklahoma reports business pretty much the 
same as in Texas. One Tulsa distributor, an 
exception, loudly remarked his business wa 
much better. In fact, he said, the firm was 70 


percent ahead of the same month of 1955. 
But, at the same time, he observed that his 
redit situation with dealers was “bad.” Still, 


he sounded 
worried. 

rom Oklahoma City came a note that credit 
extension to dealers is high, but in orderly 
fashion and the distributor remarked he’s not 
ifraid of high credit extension 


quite optimisti and not at all 


Freezers, washers, dryers and_ refrigerators 
paced the Oklahoma market in sales, though a 
distributor moved his merchandise as “specials.” 
to clear his carryover—particularly in air con- 
ditioners 

Because Oklahomans got caught in the middle 
with a heavy load of air conditioners after 1955’s 
cool spell, many plan pre-season sales. One 
ilready has had the biggest pre-season sale in 
history. 


The New Mexico story generally is one of 
normal business, with laundry equipment lead- 
ing the way. Television had a bad month with 
sales “slow” and “not good,” according to 
most reports 

Air conditioning business was off in the 

Continued on page 24) 
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Here’s Why 
More Families are Buying 











Completely Automatic Home Laundries 
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FIRST WITH THE FINEST FOR 56 









Only trotpoint offers 


- ~— completely automatic 


a 


Sy NEW Hotpoint SUPER SELLING FEATURES FOR 1956 


World's First And Only Pushbutton 2-Cycle World's First And Finest Sealed Chamber 
Automatic Washer—Uses 33% Less Hot Dryer...No Heat, No Lint, No Moisture — 
Water Than Any Other Leading Automatic! NO VENTING—can be installed anywhere! 








New PUSHBUTTON TEMPERATURE 
CONTROL — provides full-range tem- 
selection or tumbling without 


New COLOR-LIGHTED PUSHBUT- 
TONS—-cvtomatically pre-select both 
wath and rinse woter temperatures. 
Only Hotpoint has @ selection of both! 













pushbutton washing and di 











SALES-MAKING EXCLUSIVES ON ALL MODELS 





PLUS ALL-STEEL ONE-PIECE 


s 


WRAP-AROUND CONSTRUCTION 


 ALL-PORCELAIN FINISH...INSIDE AND our ‘| 






j offers \ 
| ALL-PORCELAIN CHASSIS AND DRUM... | 
s PLUS HERMETICALLY SEALED i 
), CALROD® UNITS IN ALL AUTOMATIC 
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TOP SALES VOLUME AND PROFIT IN 1956 


See the Complete, ALL New Hotpoint Home Laundry Line 
for ’56...including three new Automatic Washers, two 
new Sealed Chamber Dryers and two new Air Blower Dryers 


Available in 5 Hotpoint Colortones and White 
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will be pre-sold to your at 
prospects with a hard-hitting 
Merchandising Program 





SPEARHEADED BY 


ABC's TOP-TEN-RATED TV SHOW @ S 
ccemivion. vempnpmarel 


.. with Harriet doing the selling for you : > 





+ >. >. >. a >. 
@ Consistent National Magazine Advertising 
' 
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eee @ Liberal Co-op Advertising 
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\ ie L U $ } @ Tested, Timely Promotions 
: / 
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@ Comprehensive Sales Training Programs 
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GO WITH HOTPOINT FOR A MORE 
PROFITABLE 1956 AND GROW WITH 
HOTPOINT IN THE YEARS AHEAD! 


lol B poaiT 


RANGES + REFRIGERATORS * DISHWASHERS 
DISPOSALLS” * WATER HEATERS * FOOD FREEZERS 
AUTOMATIC WASHERS * CLOTHES DRYERS 
AIR CONDITIONERS * CUSTOMLINE 













Your Hotpoint Distributor is ready to help you— 
CALL HIM TODAY! 
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Keep an eye on this couple in your neighborhood! 


v 


my 


"?) 


They're planning a new kitchen...just like 


22,827 couples out of 48,902 entrants’ 


in our BH&2G 1956 Home Improvement Contest! 


And they may buy their “needfuls'’ from 
you—that is, if you’re one of the 7,124 
dealers who've already arranged to become 
Contest Headquarters in this exciting 
BH&G event! Or if, in the 10 months before 
the contest closes, you do decide to tie-in 
with it and cash in on these ready-made sales. 
Naturally, before the contest ends, there’ll 
be thousands more couples like this one— 
many of them centering their new kitchen plans 
around appliances and equipment that may be 


on your sales floor right now! Let them know 
you're aware of their problems and plans! 
Tell ’em you’ve got the entry blanks. Invite 
"em in to see your stock so that some of your 
merchandise will appear in the “‘before and 
after’’ photographs they must submit as 
part of their contest entry. 

Write, wire or phone us today for free mer- 
chandising kit (including Headquarters 
identification and entry blanks) to help you 
garner your share of this business! 


*(As of Feb. 15, 1956) 
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THE KITCHEN'S 
THE THING! 


More than half of all the 
entrants so far in the 
giant BH&G 1956 Home 
Improvement Contest are concerned with an 
improvement or remodeling of the kitchea- 
utility area of the home. Need we say more 
about your opportunity? 


ra 
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Better Homes & Gardens 


Meredith Publishing Company - 1716 Locust Street, Des Moines 3, lowa - PHONE: 6-851! 
America’s No. 1 home magazine —4,250,000 reader-families —your best customers 
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ell The Heater Line That Gives 






Babies are safe with 
Coleman “Safe-Cool” 
GAS HEATER CABINET 


Use the touch test to prove 
the cabinet stays comfortably 
cool. Then you can sell the 
reason why it stays cool: 

Coleman’s “Super - Circula- 
tion” puts more heat into the 
home instead of losing it up 
the chimney! 





ETT 


“World’s most famous Heater” 


EXCLUSIVE features and 
POWERFUL promotions... 
help you make EXTRA 
Sales and PROFITS 


The 1955 line of Coleman space heaters 
gives you new “comfort” to sell! New 
fuel savings! New console styling! But 
that’s not all! — 


Coleman HELPS ye vu sell with big, 
mows WN and Saturday 
Evening Post...backed by the most 
aggressive “dealer sales neos” you’ve 
ever seen. Get on the Coleman band- 
wagon— make more profits in '55! 


Here’s Proof from dealers that the 
Coleman space heater line is the hottest 
seller praia wy 














Vit-Rock lining sets the stage for the most 
powerful, easiest-understood selling story in the 
field. Coleman backs this appeal with a 10-year 
warranty and $500 Bond—the strongest guaran- 
As a customer-getter, this 
water heater is “hotter than its own flame.” Let 
it increase sales for you! For any type gas. 


tee in the industry. 


another RED HOT SELLER 


Vit-Rock 


With 10-Year Warranty Backed By Exclusive $500 Sond! 
“Rock can’t rust!”"—and Coleman’s exclusive ayy 





MARCH, 








1956 


ELECTRICAL MERCHANDISING 





ou Plus Features For Plus Sales 













as advertised in big FULL PAGE ads in... /; 


Life and Saturday Evening Post will tell your 
customers the feature-packed Coleman story! 


Coleman’s exclusive 
et atheroma 
It’s the “extra” that 

your customers a “w L-to- 
wall carpet” of warmth . 
keeps warm air cireulating 
like central heati 
spreads comfort to ard- 
to-heat corners. Use the 
Super-Circulation demon- 
strator to prove no other 
heater is so effective! 


BIGGEST EXTRA! 
AUTOMATIC OIL SAVER that can give 
a “WEEK’S FREE HEAT EACH MONTH!” 


Only with Coleman can you show how the heater 
automatically controls the draft, to balance the 
air-fuel mixture at every fuel setting. Ends need- 
less fuel waste—saves up to 25% on oil! Use this 
demonstration to PROVE how a Coleman oil 
heater saves enough on fuel to make the buyer’s 
payments. You'll close MORE sales faster! 


10 OIL MODELS 11 GAS MODELS 


bang Ain 


Bat hte ou Bane” lO 















FULL BURNER 
EFFICIENCY AT ANY 
SETTING . With 
Finger-tip Control 











in your 
home 











“Wall-to-wall” comfort for 
1 room or entire home: 


. a Models at left are only a few of the Coleman 
in handsome “CONSOLE” cabinets models—grille front or “visible flame” circula- 


choice of finishes—new ‘‘Golden tors. Oil models available from 35,000 to 55,000 


Glow” or shadowed mahogany fin- BTU. Gas models from 30,000 to 70,000 BTU. 
ishes blend with any color scheme, 


any style furnishings. 





The Coleman Company, Dept. EM 351-1 
| Wichita 1, Kansas 
Let Coleman 0i|—Gas—Propane Gas Heaters make [| | want to know more about how your heater line can j 


EXTRA profits for you...MAIL THIS COUPON TODA y! : beg Lapa goer y for me. Send your distributor's f 


/ i 
/ Dealer’s Name j 
The Coleman Company, Inc. : 
/ Address / 
Wichita 1, Kansas; / 
Since 1900—makers of the famous Coleman lamps, lanterns, { Town Zone Stote } 


onlay itevan, Ramee Renting GRE GOREN, Cie ce ca em cctv caw ai iemetptidimneeeisin att 
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TRENDS recion sy 


Suresiainn Stat ist ca mad nan acaict are 
loaded th » model Con in fact j 

Me till has OF percent #t the old model An 
others \ibuquerque room air condition 
busine cr’ poo! 


suit ti read the paper mad hear busin 


men talk whods orried 1 hie rain it 
now helped If it continue it may mean 
n even bigger year than 1955 


Department stores are going into the kitchen 
business in a big way. 

One Dalla department tore recently carn 
out with i full-page id announcing ther entr 
offering complete service from planning to im 
tallation and financing ree plans and esti 
offered in the ad 

lL here little doubt that department tor 
ire aiming to meet competition. Already, several 


pate vor 


Lallas dealers have set up kitchen department 
omplete with full di play A Dallas dealer 
ho previously sold only free standing appliance 

has also added a full-time designe: 

It's a way to make a profit We have to 
ompete with the discounters on single item 
nd we can't do it However, by offering built 
in equipment, designing and installation, we find 


ve can make our money on the combination 


of service he remarked 

The department stores, apparently, are taking 
thi ow too 

Ihe dealer added 

Tiursirne ly more competitive With price 
cutting, it is sometimes hard to compet \ 
nn merchandiser will ell not oni thre prod 
uct, but the accompanying service md assist 
nee a consumer needs to plan her kitchen 


The built-in business in Dallas may not reach 
1955 proportions, however, Over 14,000 new 
home were built last vear, many with built-in 
equipment. Only 9,000 are planned this year 
\ similar situation appears in the offing over 
most of the Southwest 

It may well be, as a result, that these kitchen 
departments will find their business in remodel 
ing job lime well tell 


By N. Bleecker Green 


January lull is 10 to 60 percent 


ahead of last year The pace 


quickens in the kitchen business 


DOWNWARD trend of retail sales for 
i appliance radio and TV is indicated 
throughout the great lakes region for the last 
half of January and the first part of February 
Comparison with the previous 30-day period 
puts sales volume from 10 to 50 percent below 

But the yearago comparisons show another 
story. Dealers throughout the area indicate that 
business for this same period, as compared with 
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last year, is up from 10 to 60 percent over 1955 
trace 
\\ it rp ie dow 


n for the month Rea 
on ry but many dealers put the blame on the 
ibundance of snow and the dismal wetn 
that has blanketed the region for the past month 
or so. Others say that the previous months, a 
December, were the best on record and thu 
make January and Kebruary look poor 

In Ohio, leaders in volume movement var 
Columbus shows some activity in freezers, auto 


mati washers and dryer But, avs one 
ource IV is still the belleweather And 
thi mec firm report that although they wer 


down one third on units, dollars remained th 


inne \ muid-state dealer in Springfield, Ohio 
reports that dryers kept his white goods moving 
while 1 inch consolette topped the I'V division 
Other Olno retailers indicate television moving 
well in table models ranging from $150 to $25 
rate 

Kentucky dealer how that laundry equip 
ment is still the savior in a month of slow move 
Both Lexington and Ash 


land dealer report active movement in auto 


ment in white good 


mati \ Covington dealer reports that built 
in equipment helped pull up his sales volum« 
during the wet and cold weather lable mode! 


1'V was the leader in the electronic field in 
Kentuck 

Detroit, which shows a reversal of the down 
vard trend (up 40 percent in white goods; about 
15 percent in ‘T'S shows that refrigerators, 
ranges and washers moved best in the appliance 
field. Portable TV is still proving popular with 
the Motor City trade and dealers indicate that 
movement should spill over into the spring sell 
ing season West Virginia dealers re port that 


laundry equipment is going well. ‘Thi l-inch 
consok ire moving best in ‘TV “But watch 
for the 24-inch,” they warn, “it’s coming up 


Ihe kitchen business is beginning to pick up 
throughout the Great Lakes Region. But many 
dealers are still standing on the sidelines and 
watching what is happening. Many indicate 
that they are interested, but too few know how 
to get into the field and make a profit. It is a 
busmess that troubles both dealers and distrib 
utors 

Asked if they were selling kitchens, dealers 
reported many reasons for dragging of feet 
Some replied they simply did not know how 
to handle kitchens. Others labeled it a special 
ized field and not for them. One Kentucky 
dealer remarked that “too much supervision is 
required.” And a Detroit dealer comments that 
he cannot make any money when the distributor 
1S selling close to cost 

But the brave few who are reallv in the busi 
ness now seem satisfied that it can be a profitabl 
busines None report large volume and figure 
they are getting the necessary experience that 
will pay off in the coming months ahead 

Can the appliance dealer make a profit in 

kitchens? Again the comments vary A mid 
tate Ohio dealer frankly says “we are experi 
menting Another says he can make a profit 
but that a “fair or worthwhile profit is almost im 
possible to attain.”” Others back his reasoning 
Although going into the kitchen business, the 
question of a profitable return seems dubious 
to many 


Most of the dealers working with kitchens are 
subcontracting the installation work. And feel 
that this is the best way “to feel your way into 
the business.’ 

Builder sales trouble the dealer 


Most feel 
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they cannot compete with distributors who sell 
direct to the building trade Some dealer 
when backed by their distributor, are becoming 
builder-dealer But thev are still leary of the 
business and cannot see a profit at the low mat 
gins oftered 

Admittedly the kitchen busine is a tough 


om Dealers may trv it if shown they can mak« 
a “fair profit.” But some turn the other wa\ 
md sav “not at this time Cr “not for u 


we don t want it 

But those with their feet already wet report 
that kitchen sales, especially when wrapped up 
in a package sale of combined appliances, can 
be a good thing. One Kentucky dealer com 
ments that kitchen business has ‘more potential 
than anv other line.” An Ohio dealer think 
it will continue to grow and intends to “tripk 
our newspaper advertising” on his line. And 
one distributor from Central Ohio comments 
that kitchen business activity will pick up dur 
ing the coming year “due to continual heay 
building, the advent of color and special kitchen 
ile 5 prog! im 





By Amasa B. Windham 


Air-conditioning gets off to flying 
start in all areas of Southeast . 
Osborne foresees 40 percent gain in 


nation’s appliance sales . . . Optimism 
high 


A IR-conditioning got off to a flying start in 


February and it looks like Southeastern 
dealers really mean to cash in on it this year 
Nowhere was the fact more evident than in 
Georgia. 

Davison’s, one of Atlanta’s biggest department 
stores sct off its selling season with a double page 
ad on room unit conditioners early in February, 
even though it was three degrees below freezing 
outside. ‘This means that all the other big guns 
are not going to be caught with their plans 
down. And distributor reports were that deal 
crs in the south Georgia cities of Waycross, 
Valdosta and Thomasville sold almost as many 
room air conditioning units in December and 
January as they did during June and July of 
1955. 


Other states were not far behind. In Ala- 
bama, orders for carloads of room air-condition- 
ing units were being placed from the ‘Tennesssee 
border to Mobile and the activity was just about 
as frenzied in Mississippi, Louisiana and Florida. 
Plans for the air-conditioning season were not 
as far advanced in Memphis, Charlotte or mid 
lennessee but you can look for an immediate 
piling on to the bandwagon in all these areas 
At the seventh annual air-conditioning confer 
ence held at the University of Florida in Gaines 
ville on Feb. 2, predictions were free that room 

(Continued on page 28 
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This ONE Sales Kit puts you 
in business for Only *85°° 


(You make $51.30!) 








o™ 
POWER TOOLS 


elt Ad a) 
——— em é s #4 . Pewete. Pp 
OF —_— cates i \ 
ble P Tool Market! 
Hits 95% of Portable Power lool Market‘ 
It comes to you all assembled . . . all ready for your counter. investment in power tool business . . . start this easy way 
This effective merchandiser tells a complete sales story to with the new full-color Dormeyer Promotional Sales Kit! 


your customers. And remember—these are the portable : n 
ee ee Contains No, 200 Dormeyer 4" Wrench-Lok Drill « No. 220 4" 
power tools most wanted by hobbyists, homeowners. In 


fact, 95% of all portable power tool business comes from Drill with famous Geared Chuck + No. 700 Big Capacity Port- 
tools of this kind! able Power Saw «+ No. 330 Dormeyer De Luxe Wall Cabinet 
For fastest turnovers . . . fastest profits . . . on smallest Type 4" Drill Kit « Consumer Literature + Special Sales Manual. 


Dorme . er DORMEYER CORPORATION + POWER TOOL DIVISION + CHICAGO 10, ILL. 
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| DORMEYER MAKES 
SELLS MORE 


6 HOT SELLERS FROM.‘17.95 TO *55.95 





a+ 





THE MIX-MAID 9-speed mixer ALL CHROME SILVER-CHEF. POWER-CHEF in white enamel 
with all juicing attachments, First all chrome mixer, Food grinder with food grinder and juicer. 
Model 7700 $29.95 included. Model 4300 $55.95 Model 4201 $47.50 


Cash in on this FASTEST SELLING LINE! 


It’s safe to say that you can sell a Dormeyer Mixer to any customer who 
wants real mixer value. Whatever the popular price range 
... Dormeyer has just the Mixer for the pocketbook! 


And when you remember that all the Dormeyer Mixers are quality-built .. . 





guaranteed for finest performance... you can easily understand why Dormeyer 
MARVIN ALLESEE sells more Mixers than any other manufacturer! 
Vice President and 
Director of Sales Call your Dormeyer man today. Cash in on faster turnovers. . . easier selling 


. and bigger profits with the biggest mixer line on the market! 


All Dormeyer oppliances are factory guaranteed 


DORMEYER 
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DORMEYER CORPORATION 
CHICAGO 10, ILLINOIS 













MORE MIXERS... 
MIXERS ,.. than any other maker! 








NEW MIX-WELL with food grinder, NEW SILVER “DORMEY”. Ail THE “DORMEY”. White enamel! 
all juicing attachments at a new low chrome portable mixer. 5 full-pow- portable mixer. 5 full-powered 
price. Model 5100 $38.50 ered speeds. Model 7600 $21.95 speeds. Model 7500 $17.95 
ationally Televise | 
—_ 













The Perry Como 


Mothers Day Special! 


| Here's selling right on 


y you like it 


’ tion the w4 over 4 
Here 8 promo : Show . . 
nat level! the Perry Como trates and sells 
‘ Saturday nights oe _Dormeyet ong 900,000 homes: 
vast NBC-TV racer ence _,w more i nmdvertising. See pee! 
pases hen app ™ hard-sell 4 w abou 
all its kiten : owerful, —- » Ask him ne ’ 
Tie-in with — ‘is lays and literature. er appliances the 
Dormeyer ~ yr 4 ° and all the Dormey 
 @ILVER-CHEEF .- «eas! 
the SII ling line the busine 
fastest . ee 4 





<i sealeian aena 


ELECTRICAL MERCHANDISING—MARCH, 1956 PAGE 27 











TRENDS REGION BY 


unit ile vould be omething out of thi 


vorid im 1956 onsiderably better than in 1955 


New Orleans, a special problem in air-condi 
tioning in itself, is optimistic again this year. 
Last June, this reporter predicted that about 
14,000 air-conditioning units would be sold in 
the Crescent City for 1955. We hit that figure 
iimost on the head de pite rosier prediction 
by other observer Sut the prospect is better 
this vear—New Orleans dealers might well count 
on elling 16,000 to 15,000 room air-condition 
mg units in 1956. One other significant fact 
that should not be overlooked is that the in 
tense ‘adequate wiring’ campaigns now being 
taged by so many Southern utilities also are 
hound to result in a heavy increase in room ai 
onditioner sal So the prospect for air-con 
litioning sales looks better than it has in vear 


Kor that matter, prospects look good for al 
most everything. In Birmingham, one veteran 


observer pointed to the high sales increase in 
ranges, water heaters and automatic washer 

Dealers here sold ipproximate| O00 ranges in 
january 1955 Ihev'll beat that figure bv a 


hundred easily for January of this year. Water 
heater sales up to the middle of Pebruary ar 
ilmost phenome ital, while automatic washer 
iles are up about 10 percent 

Atlanta dealers were doing a fine busine in 
dishwashers, washing machin md electric 
ranges Re ports on the sale of refrigerator: 
were somewhat below last January and lebruary 
however, as were home freezers and clectric 
housewares Atlanta expects excellent spring 
business however, and both dealers and dis 
tributors there are optimist 

In the ‘Tennessee citic Memphis estimates 
of January and February sales were a little below 
those of 1955, with Nashville, Knoxville and 
Chatttanooga holding their own in the sale of 
ilmost everything Nashville dealer moved 
more than 2,000 clothes driers last vear, and 
iles of this item were re ported continuing good 
in January and February In Chattanooga Bert 
Osborne, of the Electric Power Board, who cer 
tainly is one of the South's most dependable 
observers of appliance sales, flatly predicts that 
proht PAT MINS will decre i and volun It} 
rease, that discount houses will find the going 
tougher and that appliance sales in the nation 
will increase 40 per cent over 1955 And Bert 
believes that Chattanooga dealers will get thei 
fair share of the increase 


The Carolina Power and Light Company's 
sales department finished interviewing 77 Caro 
lina appliance men in the past six weeks and 
came up with the prediction that 1956 will be 
the best year in the industry, ‘This caused the 
company to set the highest quotas in its history 
Up to mid-February business in Raleigh, Ash 
ville and Wilmington justified the quotas with 


continued better-than-normal business mn 
laundry equipment, home freezers, clectri 
ranges and water heaters. In Charlotte the busi 


ness story was about the same as last Januar 
nd February with good sales in washing ma 
chines, ranges, home freezers, dish washers 
ind only a slight decrease in refrigerators 


In Florida, sales across the board were good 
as usual, One Miami dealer pointed to the con 
tinued high sale of water heaters, dishwashers 
md dryers and predicted that sales im thes 
items would set a three-month’'s record during 
the first quarter of 1956. ‘Tampa, St. Peters 
burg and Jacksonville also reported continued 
high appliance sales up to mid-February 


PAGE 28 


REGION 


...in the 
FAR 
WEST 


By Howard J. Emerson 





Dealers place heavy orders during 
Western Market Week .. . Greatest 
interest shown in color and in built-ins 


.. . Refrigerator volume picks up 


y! old barometer of Far West busine 
the winter market weck in San Franc 
indicated “no change in the high level of ap 
pliance-T'V_ busine that the-area has enjoyed 
for more than a yea 

Actually, orders placed by dealers from the 
cleven western states averages about 25 percent 
above the level of those placed during the 1955 
winter market. Yet a closer look at two factors 
makes an observer unable to draw the obvious 
conclusion that retail business will be up 25 
percent during the coming spring and summer. 

In the first place, the attendance reported br 
the Western Merchandise Mart was up 30 per 
cent over 1955, presumably counting for some 
of the additional business written Of more 
import, however, is the rememberance of buy 
ing habits during 1955. In spite of good busi 
re dealers were cautious and the outlook wa 
for a slump during the summer and fall of '55 
As a result, the record volume sold at retail by 
dealers here last year was carried on with hand 
to mouth buying from distributors. ‘This vear 
that caution seems to have gone, and much of 
the carload buying by dealers was an expression 
of their confidence that business will continu 
rood but not necessarily merease 


Visiting dealers showed their greatest inter 
est in built-ins and color—and did their biggest 
buying in laundry equipment and refrigeration. 

Apparently the dealers in the Far West do not 
nticipate thi pring the same slump that hit 
the laundry market last vear after a health 


vinter Buying was good, with dryers showing 
the increase in unit sales, washers the increase 
in dollar volume Interest held strong in de 


luxe washers when and if they contained a 
pread for over-trading or a promotion allowance 
to finance some wheeling and dealing 

Drvers are not yet on a | for | basis with 
washers, but the gap is closing her Unfor 
tunately, it may close completely without the 
dealer making a dime on the dryer. A tendency 
it cost to get the profit on the 
washer is more evident. One reason, says an 


to vive the drve 


observer, is dealer's inability or unwillingness 
to sell up on dryers the way he does successfull 


on washers. Dealers have learned the “dryer 
story” but not the “product story.” When 
faced with a prospect who says “ so it dries 
clothes, so its $129, so I'll buy it .” too 


many dealers are stymied. Selling a “differenc 
in drving” is a tough job that needs more help 
from manufacturers who are featuring low 
priced models and expecting high end sales 
Dealers showed enthusiasm for copper and 
copper toned built-ins. However, their en- 
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thusiasm here is still tempered by problems— 
builder sales, installation arrangements. W hile 
a select group of dealers is going to town with 
built-ins and remodeling, the average dealer 1s 
‘till confused There is considerable evidenc« 
that more help is needed from distributors and 
manufacturers to get dealers set up to handle in 
tallation. One suggestion heard at market week 
that the distributor set up a “central installa 


tion’”’ modeled after entral servic« The 
dealer with a prospect for built-ins could call 
central installation” for an estimator The 


price would be given the dealer who could give 
prospects a contract price. The dealer provides 
the appliances, or they go directly from dis 
tributor stock; “‘central installation” takes over 
with designer, carpenter, electrician, plumber, 
painter, ete., under trained foreman Dealer 
vould bill customers for whole job, be respon 
ible for service of appliances. Obviously mam 
dealers now handling kitchens would call this 
galloping socialism,” or worse. Others would 
love it. What do you think of it? This writer 


would like your opinion—for or against, or with: 


i substitute plan Address: 68 Post St.. San 
Francisco 4, Calif 


Colored appliances were more than a novelty 
at this year’s market. It was obvious that :nost 
dealers are beginning to sell some color as well 
as using it as a traffic builder. ‘This year, dealer 
distributor discussions rélated to “how” not 

if” it can be sold, with these problems being 
aired, if not settled: “how much inventory in 
color?, what about display windows with the 
colored enamel fading and the color porcelain 
not, for a two-tone effect, and what will happen 
when customers find this happening in thei 
homes? difheulty of using samples of color?” 

It sounded like the “30s with refrigerator 
doors slamming. Dealers at the market bought 
more refrigeration than during any year sinc 
the Korean period. Medium and high priced 
boxes. particularly with freezer in the bottom 
got the attention 


Here’s a quick run-down on air conditioning 
prospects for 1956 in Far West: 

Los Angeles should make it in °56 is the con 
ensus thet Ihe killing hot spell last summer 
not only cleared out every room unit and all 
that could be shipped in, it changed the think 
ing of thousands of families who had felt that 

ur conditioning is strictly for the East.” If 
they don’t remember the 110 degree davs upon 
tifling days, dealers will remind them 

Equally important in Southern California 
market is noticeable changing in thinking of 
dealers toward pre-season buying of room cooler 
Distributors report favorable interest from mam 
dealers who learned last summer that they can’t 
buy when the heat’s on Another trend ther 
is toward interest in “through the wall’ cooler 
because of better terms and carrying charg 
And from Phoenix comes word that while r 
frigerative coolers increased by about 98 percent 
in ’55 over "54, sales of evaporative coolers con 
tinued to increase 

Encouraging word to all dealers came from 
the Far West in middle February when Wm. J. 
Cheyney, exec vice-president of the National 
Foundation for Consumer Credit, told Hard- 
ware Association that the leveling of consumer 
credit that will be seen in 1956 is only a 
breather. Credit will start up again in °57, he 
said, pointing out that there are 5 million 
families in $3,000 to $7,000 income bracket 
not using their credit. They will use it for 
household goods, Cheyney said 

(Continued on page 54 
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To spearhead the only 
complete line in the 
washer business... 


NS) 


—— vn 


dvertisement foldout indicating actual size of EASY combination 
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Big Ticket Item 


in the history of the Home Laundry Appliance Business ! 


The combination washer-dryer is one of the fastest 
growing appliances of all mes Now Easy dramatizes 
this great sales surge with the first and only practical 
approach to volume sales. The new Easy ts the “space- 
savingest’’ washer-dryer combination ever produced 
A full size washer and a full size dryer in one unit 
only 27 inches wide! It’s realistically priced and it 


gives you a solid profit, too! 


*& New “One-Minute Washday” Concept 


& Exclusive Tilt Tub gives all new Tumb-l-ator 
washing action 


New thorough Spinaway Rinsing 


Saves up to 10 Gallons of Water on small loads 


Tm ANITA) TTI Ym) 


FULL SIZE TUB 
IN SMALLEST CABINET 


Exclusive vibration-free construction gives you 
a big 4 cubic foot tub in the smallest cab 
inet ever. Only Easy uses a// the space in 
side. No bulky springs or shock absorbers 


cS 
— 


PUSH BUTTON WASHDAYS 
Full Size Washer and a Full Size Dryer — 


just push a button and washday’s done. Dirty clothes 
all in one 27 inch unit! 


come out clean and dry. Completely flexible. Can be 
used as a separate washer or dryer W hat dramatic 
demonstration features! 


Faster, gentler “Safety Pre-Heat” Drying 
No Lint, No Steam, No Venting! 


Quiet! Vibration-Free! Trouble-Free! 
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‘rican 
SAVINGESTIA 








































ON NETWORK TV 
AND RADIO 


Now, America’s Nu. 1 salesman ts helping you sell the complete 





new Easy line. More and more women are asking about the new 
Easy products because most of them (almost 20,000,000 each week) 


listen to Arthur Godfrey Time. 


Easy offers you a wonderful opportunity to put Arthur Godfrey 
to work selling for you. Your prospects will be seeing dramatic TV 
demonstrations. They'll be coming in to see you because ‘Godfrey 
sent them”. Make Easy’s new television show pay off in sales for 
you. Tie-in now with window and floor Godfrey display kits, your 


own radio and TV spots and newspaper ads. 






















Magazine Advertising 
in Easy History—Big 4 Color Spreads 


7 Top Magazines 
















SPACE-SAVINGEST 
WASHER=DRYER 


ne A full-size washer and a full-size dryer—all in one 
vo 27 inch unit! Completely avtomatic! You put clothes 
in dirty —take them out dean and dry! 


a Uees tees wate lees cone . ee eo 





@ ben wes ayo Full size tub Baten come ox Gafty ..- ana ounalt He ox 


in smallest cabinet! 







use Vigraten tree 'rewtte tree! Swine) ame 
ame te get met at order (ime tend lower parte 
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NEW AUTOMATIC 


EASY 


COMBINATION 


WASHER DRrveR 














































































































BIGGEST 


KEY CITY = MGT 
DEALER LISTING 


NEWSPAPER CAMPAIGN 
in 354 top newspapers! 


Six page dominating promotion type newspaper ads! Every traffic- 





getting ad will feature dealer listings to identify your store as EASY 
headquarters. It’s your best buy for getting continuous Easy adver- 


tising support timed to big national selling events... 
& Sup] £ £ 














BIGGEST ADVERTISING AND 
PROMOTION CAMPAIGN 


. COMBINATION 

in Easy's history will back the industry's on/y true full line. Your 
WASHER - DRYER 

customers can't have a preference ‘ul you give them a choice 


Only Easy offers a complete choice. Wringers, Spindric rs, Auto 





matics, Dryers and now the new Easy Combination 





NEW “TRADE-UP” 
PROMOTIONAL MODELS 2 NEW MATCHED PAIRS —3 NEW AUTOMATICS 


events. You'll get more net per sale and more overall move 


—_— es 
| 
will give extra “trafhc-pulling power” to your own special [SS 
» 


ment Start now with bkasy Finish the year with more profits 


Your year is here if you're an EASY dealer! 








DOES IT 
EAS ‘BETTER 
AND HERE IT IS... 


ACTUAL SIZE! 


3 NEW SPINDRIERS® 3 NEW WRINGE'S 





EASY WASHING MACHINE obivision Of THE EEXXECECES corrorarion OF AMERICA 


e ae) eee oe ee, Bia) ie at Aah a at hy 























UTHO. IN U.S. A. 


To spearhead the only 
complete line in the 
washer business... 


EASY 


announces... 


Advertisement foldout indicating actual size of EASY combination 


washer-dryer not microfilmed. 
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"..see how 


it also figures 


our change!" 











Store nome 
art here) 


943 











way - 2 





901.00" 4 
4 902.00" A 
¢ 001.508 A 
¢ 000.2u= 4 


004. TuIL A 
$ 010.0081 A 












total owed 









amount 
given clerk 


Correct 
Change 













Up to now, National Cash Registers 
told the customer how much to pay. 
This new feature also tells the exact 
change due—giving complete protec 
tion to customer and salesperson. 





For every one dollar of sales, sev- 
eral dollars of customer money are 
handled 
portunities for mistakes in computing 
change. NCR Automatic Change 


thus inviting countless op- 


Computer removes all chance for 


such errors. 


You can now see, at the top of 
the register, and on the receipt, every 
step of the transaction — price charged 
for each item, total of purchase (in- 
cluding tax), money tendered to 
salesperson and amount of change to 
The 


be returned to the customer. 


THE NATIONAL CASH REGISTER COMPANY, vavron 9, onso 
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977 OFFICES IN 94 COUNTRIES 
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OSaliondl figures correct change! 


stops mistakes! saves time! 


printed, itemized receipt is a com 
‘take home” 


transaction. 


plete record of the 


You must see this new time-and 


money yreat 


saver to appreciate its 


advantages. Call your nearby 
National branch office for a demon 


stration today. 
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@ NEW LINES WILL JUMP 


EW! “eyace Savor” NEW! sr 
, nus! WALL OIL HEATERS : | 


50% of 


FLOOR 
SPACE 








“Air Stream Construction!” The most 
The greatest oil heater development in the last advanced construction If unvented 


40 years and onl) Quaker has it! These Quaker ¢ gas heaters and only Quaker ha it! 
“Space Savers” stand flush to the wall, save 1 | } This new design keeps cabinet “‘salety 


oon 


50% on floor space make all other heaters : Buk - cool’ — eliminates danger ol scorched 
old-fashioned |  seovene S i! furniture or draperies— insures longer 
heater life, greate! dependability, 
greater salety —produces more radi 
ant heat—delivers more circulation 


warmth! Luxuriously finished in beau 
a 3-Way Money Back Guarantee. Old Feshioned Hew Queker tiful “Sahara’ life time porcelain and 
Silicone “Gold. 


Heater Heater 


acre 


Finished in beautiful Hammertone Beige and 
Silicone “Gold.” Safety approved by Under 
writers Laboratories The only oil heaters w ith 


Quoker Exclusive 
4 New Models: 12,000—20,000— hit-Steam Construction 
3 New Models: 40,000—55,000—65,000 BTU output capacities. 30,000—40,000 BTU input capacities. 





MANUFACTURING CO. 


Heating Division of FI ee 
orence Stove Company 1147 
Merchandise Mart * Chi 
icago 54, Ill. 








ee 










DEALER SALES UP 
180% IN 1955! 


YOUR PROFITS EVEN HIGHER IN 56! 
N EW 90-YEAR VENTED NEW EW! an cane 


@ AUTOMATIC GAS HEATERS 


















HANGS 
ON WALL 


LIKE A 
PICTURE! 


s no floor space! As easy 
to install as free standing gas 
heaters. The greatest develop- 
ment in gas heaters in the last 
25 years ¢ and only Quaker r has u. 


Makes all other heaters old- 
ished in bez autiful 
































Requires 





} 
} 


fashioned. Fin 

Hammertone Beige and Silicone 
‘Gold.” Cabinet is extra-cool . . 
extra-safe...can be re painted | 





to blend with any room color 
motif. Available in vented or 


unvented models. \| 
\] 


GUARANTEED 20 YEARS - 


2-W ay- %)-Year Guarantee . 
burner and double porce- 








Only Quaker Gas Heaters carry 4 





3 both the at ivanced Quaket “Multi He at” 

1 lained combustion chamber are guar: anteed 20 years. .- - and only 

’ Quaker g! you a fully autom atic gas heater.. . Automatic 

‘ Forced-Air We srm Floor Blow¢ Automat Minne ~apolis- Hone »ywell = 

} Temperature Control sary tomatic 100% Safety Shut- Off... all | — 

1 factory in talled — 

ij Finished in beaut! | Hammertone Beigs and Silicone “Gold.” 
4 New ep ceaTw Models: 4 new “Blue Flame” Vented 

A 35,000— 50,000—65,000— 80,000 Models: 35,000—50,000—-65,000 ORDINARY 
BTU input capacities. _80,000 BTU in-put capacities. HEATERS 


QUAKER MANU 
FACTURING CO 
M 
1147 Merchandise Mart + Chicago 54 hte: 










The “Hottest”’ Line i 
st”’ Line in the Ind 
a a * ndustry, Backed 
$ y e Hottest Promotion for 1956 Please direct my nearest distribut 
“oremadomringgtin Ry weiat pth furnish me with full 
w lines and promotions 


TRADE-IN PROMOTION 
5S THA 
DON’T COST YOU A CENT 





When they're cool, 
they're HOT prospects! © 


Proved by two years of sales success, a. 
the General Electric portable demon- 











stration booth (a G-E idea) is available iy ROOM AIR CONDITIONER 
now. Be ready for your hot sales 
season—order your booth now from 
your General Electric distributor for 
more Room Air Conditioner sales. 


Set it up anywhere move it anywhere (it’s 
on casters!). Built of durable tubular steel, 





the cart lasts indefinitely. And the viny] 
plastic tent—just 3 feet by 4 feet —fits neat 
ly into both window and floor displays. O1 


use it as a terrific sidewalk stopper! 


Turn on the new Thinline and ask your 
prospect to step inside the tent. When they 
feel the cool difference, you're well on your 
way to a fast sale. 


Show off the Thinline features — and there 
are lots of ‘em. Sales features are spelled out 


in attractive signs that can be switched to 





meet your selling needs. f 


Ask for the order— and get set to write it 
up, because the new General Electric Thin 
line has everything people want. And it’s 





had a chance to prove itself! 





Order your G-E portable demonstration booth now. See your 
distributor about this display stand and demonstrator. Be prepared 
for your biggest year ever with General Electric Thinline Room Air 
Conditioners for 1956! You'll be way ahead in '56 with the new G-E 
Thinline! General Electric Co., Appliance Park, Louisville 1, Ky. 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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Consolidated Edison... 


of New York is the country’s largest electrical utility, with 
2,650,000 customers* at the year end of 1954... 7.3% ol 
the US total. But the number of its customers in no way 


suggests the extent of its services to our largest American city, 


Size, often, is not a good index of value. As one instance, 
take SuccessruL FARMING, with only 1,300,000 circulation 


but going to 42”, of all farms earning $10,000 or more a year 


These SF subscribers represent an $11 billion market... 
a big market because they are big producers—supply 53", of 
the corn harvested for grain, 57°, of the hogs, 38°, of the 
cattle and calves, 44%, of the eggs, and 44%, of the dairy 
products, They are also big earners, with an average cash 


income of around $10,000 for several years past. 


Because Successrut FARMING for more than fifty years has 
helped them earn more, live better, no other medium can 
match its influence. No national advertiser can afford to 
overlook this magazine ... to balance national schedules, to 
find high quality prospects! Ask any SF office. 


Source: Electrical Merchandi sing, January 1955 


Merepviru Pustisninc Company, Des Moines... with 
offices in New York, Chicago, Detroit, Philadelphia, 


Cleveland, Atlanta, San Francisco, and Los Angeles, 
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Custom Deluxe 
Matchmates 
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Keep your eye on ABC! 


We mean business! Your ABC distributor is 





ready to help you make money selling washers. 


Call him today! Or write direct to us. 
Clmerias Leading WMidshets. LQuyerd and Lemme * Products of ALTORFER BROS. COMPANY - PEORIA, ILL. 
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ANY MONEY 
SELLING WASHERS ? 








. BETTER SEE 





ots OEE GET Ace cck is, ot i ee WE PROTECT OUR DISTRIBUTORS AND DEALERS 


0 lined up with what you thought was “the world’s No other washer or dryer line can compare with AIK 
appliar lin only to wake up and find that for franchise protection and customer satisfaction 
out some semblance of franchise protection your What's more, nobody matches AK performance. Nor 

rofics were being dissipated? There's no money to be ABC styling. Yes, when you sell an ABC washer or 

uch a merchandising policy. You'll make dryer, you sell dependable, trouble-free performance 
money ling ABC Irs not too late. Line up now through the years. That's why more and more dealers 
We mal washers and dryers exclusively Quality are turning to AB selling the line that makes more 
product very single one of them. And there's abund money for them. How about it? Are you making any 

t profit for you to match the quality money selling washers? 


oarren ccs AG 


FOR SALES-MAKING, PROFIT-PRODUCING FEATURES 





® ABC gives you ‘shampoo’ washing .. . as gentle and ® ABC gives you a true overflow rinse... suds and scum 
thorough as hand washing. actually go out and over the top of the tub | 
® ABC gives you patented “Centric” agitation . . . dips, * Other ABC features: Two automatic washers in one 
flexes, gently rubs clothes true two-cycle washing; saves 50% of soap, water and 
operating time; exclusive ‘Jet-Aire’’ drying. Automatic 
@ ABC gives you gearless transmission . . . for quiet, de- washer and dryer available in beautiful decorator 
P pendable, trouble-free service. colors—Bermuda Pink, Buttercup Yellow, Spring Green | 








Master Deluxe Matchmates Special Deluxe Matchmates 3 Great Wringer Washers 
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TRENDS REGION BY REGION 


ELECTRICAL 
MERCHANDISING’S 
NEW MONTHLY COLUMN 





Legitimate specials in Janu- 


1\ f 
ary and February hurt dis : " ¢* _ 
iid a big « 
count houses . . . Prices may , on Se oe — 
i tT i min 
drop, not rise in spring > 
idian 
i yorte 
| y’ ff | | ‘ tient tor 
( f basa turn I 
| , f id ‘TN r { { 
| ' t | 
" ' Nleanwh t Ik | t 
Host OF | Manutact \ssn f 
! ! ( : n le ; me sist evealed 
Cy ( ptt " t the ave ( iT price ; ry 
f if lly @ Cas d lin | 
! ff | ‘ ' { 
ifs ' j Zz nol ; 
thin f f th i ' f " : , ' 
i \ Mont 
j » whit 
' ported \ rash of fatal fires, combined with 
W penienced i press blast against the dangers of 
ty during | using Outdated appliances and over 
' Ocak hose f loading of wires, is helping business 
i bi Val ! ik t 1 mo ica idicat 
t / il t t leal xpect March ile if 
mapped eyond our « pecta ments to be ternh udging 
t ! n | Its 1 an ' 
mshin it icast | 
cr lust lonl light ! »one kastern Canadian cit vil 
ther line ord number of fatal fi va 
W hiv i ipevinve i t ‘ tered in winter month deal 
large Ti to ti ( " heen vamped with inqui 
Vbotor t i Canada, Smee ne il ils maint replacement bu 
ul ile pped Canadian Tk , Such sales will soar in March 
MOTMCENDS on household ippl cdealet i\ And official wree, poimk 
in noth cason is that much i out that 70.36 percent of home 
mibhicnt i given m the Cana nal ,64 percent of other building 
Min pr to the possibility that fi Canada are inadequately wired, a 
Hance — COmpann md hanh vill ling to the latest statisti 
tighten credit later thi i Ta 
they re tryvmg to get ahead of thi lames H. Go president of Cana 
uUeeze Sti mother reason is that dian General electric Co L.td pr 
the battle between the discounters lets this vear’s output of ‘T'V sets will 
Tr pecial ter with unusuall drop to about 700,000 from last vear's 
hea pohame on ids im new pa pe 850.000 and blames market saturation 
dio, TV. handbills. et timulat for the downward trend. In addition 
ng busine tor all dealer th, RUMA of Canada reports more 
It's reached a point in Canada wher than 60 percent of families within 1 
tandard house ire now m tiv if ine range already have bought ‘TN 
tack and » Narch some ft the t 
fellow mn indersell the discounters Rut unhke the ituation im the 
n both ma ind small apphan | S the second set field in Canoda 
\t least the spread will narrow notic ket 1 just beme opened up 
hI on ‘ ly more than last vea (anada is almost five vears behind th 
{ S. in ‘TV ile is the first Can 
With costs of production, partic lian-made set was sold only in 194 
ularly metal and labor, moving up, though now ther ( firm 
dealers are worried about the effects wine T'V set 
ot any price boosts this spring. Com It looks like th cond set tr 
petition evere alread mcd it i vill boost Canada r\ iles this vea 
ut-throat sire ‘ that hiel ccounting for ) ibl ten per t 
vil cun | ! ! f total busine 
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MORE TO ENJOY... 
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Wifey gels te!) i. \ 
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WITH STATION-SEEKING 


ROTO-TENNA HANDLE! 

















Roto 















































SWITCH-FREE CHANGEOVER! 


Use any wall outlet (AC or DC or 
play these eaciting Motorola models 
on batteries. No switches to fret 
over! You merely pull the wall plug 
from its place in the battery circuit 
and you re all set to hook vp to 
house current! Remember, too, Roto 
tenna models warm up to play in a 
split-second whether on battery 
AC or DC When not in use the 
house cord conveniently stores in the 


set. UL-approved, of course! 


EXCITING MOTOROLA 


> Yr} a { J 


i gp ortables 
HAVE SPECTACULAR BEST-BUY’ FEATURES 


NEW STAcir COMPONENT 
REVOLUTIONIZES CHASSIS DESIGN! 


Once again, Motorola first in Porta 
ble Radios offers another wonder 
development of the electronic age! It's 
the exclusive new STAcir Component! 
This means the world's finest, most com 
pact 6-tube portable radio for you! Like 
Motorola's famed PlAcir Chassis, the 
new STAcir principle makes possible a 
radio chassis of simplicity and perform 
ance never before believed possible. In 
Motorola STAcir Component construction, 


coils, resistors and other parts of the 





EXCLUSIVE 
SHOCKPROOF INTERLOCK! 


You can't get shocked while chang 
ing from house current to batteries 
on the Motorola Roto-tenna portable 
Unlike many ordinary portables, Roto 
tenna models are specially designed 
to eliminate the danger of shock. An 
exclusive interlock automatically pops 
plug out when you open set AC 

DC cord plugs into outside of set 


like aon electric razor cord 





chassis are all compressed in size, 
stacked vertically, and sealed and im 
pregnated for life! This revolutionary 
innovation results in lifelong resistance to 
the effects of heat and moisture vir 
tually eliminates service problems! Pro 
vides extra-long battery life, too! Finally, 
unique, foolproof STAcir Component 
brings to reality a 6-tube hypersensitive 
radio the size of an ordinary 5-tube 


model! 


featured in model 66L 





PRECISION VERNIER TUNING 


Vernier Tuning the Motorola 
feature which insures the most accu 
rate tuning ever! Rolling smoothly on 
ball bearing drive, Vernier tuning 
actually stretches the broadcast 
band makes it possible to ‘zero 
in on the strongest, clearest, most 
precise signal without interference 


from other stations 











TROUBLE-FREE PLAcir CHASSIS! 


Noted PLAcir circuitry Motorola's 
copper-plated answer to old-fash 
ioned wire-and-solder circuits! PLlAcir 
circuits won't burn out or short out 
They take all sorts of hard knocks 
and continue to give superb perfor 
mance. Remember, too, well over | 
million Motorola PLAcir chassis radios 
are now in use 


AMERICA’S SMARTEST PORTABLE 
WITH ULTIMATE PROTECTION ... 
A LIGHTWEIGHT, UNBREAKABLE 


STEEL CASE! 


Slim and trim... practical 
yet incredibly stunning! 


Motorola features the startling new concept in 
portable radio styling! There’s the uniquely domi 
nant Roto-tenna handle exclusively Motorola! 
There’s the slim, trim look that creates the most 
distinctive portable radio silhouette ever! Steel 
case covered by lustrous durable “skin” of Motor 
ola miracle fabric! Precisely fitted moothly 
tailored, this high-fashion material, leather-like in 
ippearance, actually outwears leather. Rich cover 
ng uch as diamond-textured and ostrich-tex 
tured fabrics, are presented in newest, brightest 
fashion colors. Dazzling new front panels of mod 
ern, elegant design add yet further touches of 


mAamMor 


WON'T BREAK! 


WON'T SCRATCH! 


WON'T STAIN! 


SHATTERPROOF STEEL CASE HAS 
SCUFF-PROOF, STAIN-PROOF 
COVERING IN THE RICH 


leather-look 


INDESTRUCTIBLE STEEL CASE! 

Armored steel protection that’s what the 
unbreakable steel case of these astounding new 
Motorola portables represents! Surprisingly light 
in weight, yet with the strength that steel and 
only steel can offer! So sturdy, they won't 
break beneath a 200-lb. weight, Motorola’s steel 
cases are specially treated to resist rust both 
inside and outside! In keeping with the overall 
olidity of these fabulous models, three-inch 
piano-type hinges provide absolute security in 
joining the easy-to-open halves of the portable 
case. As an added quality touch, a vinyl-insulated 
teel chain is used as cover retainer 


SCRATCH-PROOF COVERING! 


Pyroxylin that’s the magic fabric that so 
handsomely covers Motorola’s wondrous portable 
radios! It’s a miracle material that retains its 
lustre and fine leathered texture for lifet No 
cratching! No scuffing! Merely wipe with a damp 
cloth and any stains disappear, too! And, natur 
ally, water can’t harm this new fabric. Perma 
nently thermo-sealed to the steel, this luxurious 
covering has edges high-lighted by gleaming brass 
border In a choice of dazzling new decorator 


color 


TUMBLE-TESTED FOR PROOF OF STRENGTH! 

All Motorola portables pass through a rugged 
process of tumble-testing Jecause of tumble 
testing, you know that your Motorola radio will 
take unbelievable punishment and play on, un 
iffected. With tumble-testing, vibration tests and 
other rigorous ordeals, you are assured beyond 
a doubt of your Motorola portable’s durability 


featured in models 56B, 56L, 56M, 66L 





MOTOROLA 


MODEL 661 RANGER 


PORTABLE RADIO 


WORLD’S MOST POWERFUL 6-TUBE 
PERSONAL PORTABLE! 


Coast-to-coast reception! Brings in stations from all over 
under most conditions 


Steel cabinet won't break or crack yet it's aluminum 
light! Covered with ostrich-grained fabric 


Vernier tuning for precise, accurate reception 
Overall, the most compact 6-tube radio ever! 


3-Gang Tuner and Tuned R. F. Stage for maximum sensi 
tivity, selectivity 


Balanced speaker, circuits, cabinet 
Voice Radio’ 


a true ‘Golden 


Exclusive Shockproof Interlock pops plug out when set is 
opened. No shock! 


Extra-long-life, super power “A” and ‘'B’ batteries! 


STAcir Component (Modular Construction) design gives simplest, most com 
pact chassis ever! With Motorola's revolutionary STAcir construction, 
coils and other components are all greatly compressed in size, stacked 
vertically, and sealed for life! Virtually eliminates service problems 
offers greater performance 


Covered with rich, ever-lustrous, ostrich-grained miracle fabric t ha t 
resists scuffing, staining, scratching, and weather! Waterproof miracle 
fabric stays bright even after years of punishing outdoor use. Rich 
modern front styling features gleaming heavy-chromed face plate and 
dominant, easy-to-read, tenite tuning knob! 


PLAcir chassis can’t jar loose, burn, short, or wear out ever! Circuits 
are plated in place for life. No wires, no trouble, no old-fashioned con 
nections 


Switch-free changeover and instant warm-up; improved automatic volume 
control. Other Roto-tenna model features include: vinyl-insulated steel 
chain cover retainer, piano-type brass hinges. With welded-steel strength 
throughout, the Ranger is the world's sturdiest portable! 














THE HANDLE IS A ROTATING ANTENNA! 


You turn the handle——not the radio. Speaker 
is always toward you, sound is never blocked 
Roto-tenna ferrite bar is 2 to 3 times larger 
than most others, sweeps in stations much 
too far away for most radios. AC, DC, or 
battery the Motorola Roto-tenna means 
tronger, clearer reception and much more 
ensitivity than any other comparable 


portable 


specifications 


Dimensions 


Weight: without batteries 


with botteries, 6' 
Tubes: 5, plus rectifier 
Chassis: Motorola PlAcir 
Power Supply: AC, DC, or batteries 
Battery Requirements 9 volts B’'.90 volt 
Cabinet: steel; rust-resistant. zinc-treated 


Covering: pyroxylin-impregnated fabri« 


with ostrich grair 
Colors: 664 Charcoa 6612. Suntar 
Safety: approved for safety by Underwriters 


Wast Weight 


nd Tumble-Tested in Motorola labora 


Laboratories Flame 


to sure highest standards 
nse Frequen s marked or yning dia 


biect ¢ hang th otice 
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new MOTOROLA 


\ 


RANGER 


MODEL 66L 
portable radio 





in Charcoal with Roto-tenna in Black 


It’s the brand new Motorola 6-tube Portable Radio 

the Ranger 600 the most powerful personal 

portable in the world! Husky, handsome in appearance 

but so compact it’s the mere size of a 5-tube portable 

Startling new features—such as the STAcir 

Component—are of exclusive Motorola quality! 

For perfect reception Maine to California it’s 
the RANGER 600! 


the 66172 n Suntan 


with Rote-tenna in Brown 





MOTOROLA 
MODEL 56M AIVIERA. 


PORTABLE RADIO 


FINEST MOTOROLA 5-TUBE 
ROTO-TENNA PORTABLE! 





Earphone receptacle permits listening to the new RIVIERA 
in complete privacy! 


Vernier Tuning moves slowly, precisely; ‘‘spreads’’ 
broadcast band 


Exclusive Shockproof Interlock—plug pops out when set 
is opened 


Perfectly balanced speaker, circuits, and cabinet 
a true “Golden Voice Radio’ 


Warms up in split-second on AC, DC, or batteries 
Case covered with ostrich-grained fabric 


exwotene-tife “A” end “8” batteries! THE HANDLE IS A ROTATING ANTENNA! 


You turn the handle —not the radio. Speaker 
is alwavs toward you, sound is never blocked 


Roto-tenna ferrite bar is 2 to 3 times larger 





than most other weeps in stations much 
too far away for most radios. Af DC, or 
vattery the Motorola Roto-tenna mean 
tronger, clearer reception and much more 

than any other comparable 


port 


f ’ 
Jimensions 4 x6 


Weight: without batter 


with batteries 


Stee! cabinet won't break or crack! It's shatterproof rust-resistant Tubes: 4, p rectifier 





trong as only steel can be strong, yet aluminum.-light! Covered with rich Chassia: Materala PLA ohaes 


‘ ustrous, oatrich-grained Two-toned miracle fabric that resists scuf 


' P Supply: AC, D¢ batter 
fing, staining, scratching, and weather! Waterproof miracle fabric stays wer ey ae a eee 


y 


bright even after years of punishing outdoor exposure Battery Requirements A , 
PY ts 
Dramatic styling features the highly-polished face plate and trim in 
Cabinet stee rust-resistant, zinc-treated 
heavy gold finish. This face plate is both tarnish. and wear-resistant 
actually becomes more rich in appearance with the passing of time. New Covering: pyroxlin impregnated fabric 


th t ‘ if 
design control knobs uw in all Roto-tenna models are larger easier “ ostrich gra 


to use, unique in combining function and beauty Colors: 56M1. Antique White; 56M2. Cerulean 
Blue and Antique White; 56M3, Natura 


PLAcir Chassis can’t jar loose, burn, short, or wear out ever! Circuits esis: emi Matias Ciiiin 
ire plated in place for life. No wires, no trouble, no old-fashioned con 

approved for sa by Underwriters 
nections Laboratorie a W ash Weight 
Simple switch-free changeover to AC, DC, or batteries. Improved auto and Tum ested in Motorola labora 
matic volume control. Other Roto-tenna model features include: vinyl ondards 
insulated steel chain cover-retainer, piano-type brass hinges, welded-steel 


strength throughout 
































} 
1) 


new features 


rh 


ign 


the 56M2 
Blue 


in Cerviean 


and Antique White 


Supreme among 5-tube Roto-tenna portables 


RIVIERA deliver 


greater than ever before believed po 


sensitivity and reception far 
ible! Set 
off by a rich gold-finish face plate and trim 

tyling of this model matches its revolutionary 


Earphone jack permits private listening 


the 


MOTOROLA 


KIVIERA- 


MODEL 56M 
portable radio 


the 56M! 
in Antique White 


Roto-tenna in Black 





the 56M3 
Brown & 
Antique White with 


Brown 


in Natural 


Roto-tenna 



























MOTOROLA 
mover so. COL esta , — 


PORTABLE RADIO € / 


FAMOUS ROTO-TENNA, UNIQUE STYLING, 
iidhs 
SUPER-SENSITIVE PERFORMANCE! : 

















* Exclusive Shockproof interlock—plug pops out when set 
is opened 


* Perfectly balanced speaker, circuits, and cabinet 
a true “Golden Voice Radio” 


* Warms up in split-second on AC, DC, or batteries 





* Improved Automatic Volume Control 





* Switch-free Automatic Changeover on AC, DC, or battery 


* Case covered with crushed cowhide-grained fabric 


© Extro-leng-life “A” ond “8” batteries! THE HANDLE IS A ROTATING ANTENNA! 


You turn the handle-—not the radio. Speaker 





is always toward you, sound is never blocked 
Roto-tenna ferrite bar is 2 to 3 times larger 
than most others, sweeps in stations much 
too far away for most radios. AC, DC, or 
battery the Motorola Roto-tenna means 
stronger, clearer reception and much more 
ensitivity than any other comparable 
portable 





specifications 


Dimensions 













Weight: wit t batteries, 5% Ibs 


with batteries, 6% Ib 
Stee! cabinet won't break or crack! It's shatterproof rust- resistant Tubes: 4, plus recites 
strong as only steel can be strong, yet aluminum.-light' Covered with rich 
ever-lustrous, crushed cowhide-grained miracle fabric that resists scuffing Chassis: Motorola PlAcir chas 


staining, scratching, and weather! Waterproof miracle fabric stays bright Power Supply: AC, DC. or batteries 


even after years of outdoor « x posure 
Battery Requirements A 7, volts 8 


Dominant gold-finished face plate and trim describes luxurious motif 


Kasy-to-tune control knobs complement front design of set Cabinet: stee rust-resistant. zinc-treated 





Extra-potent Motorola batteries much more powerful than those in any Covering: pyroxylin-impreqnated fabric with 









, crush cowh ar 
other 5-tube portable The stepped-up power of Motorola Roto-tenna shed whide grair 
batteries means even finer performance from the Fiesta! You'll save Colors: 5611, Charcoal; 5612, Flame Red; 5613 
money on battery replacement, too Pink; 5614, Cerulean Bive 


‘ Safet roved for safet Jr rwriters 
PiAcir chassis can't jar loose, burn, short, or wear out ever! Circuits afety: approve ety by derwriters 
aborator Flame W ast Weight 

are plated in place for life. No wires, no trouble, no antiquated con : non . e'g 
ind Tumble Tested Motorola labora 


nections 
















Additional Fiesta features 
retainer, piano-type brass hinges, welded-steel strength throughout 


include vinvl-insulated steel chain cover Civ P 


an Defense Freque es marked on tuning dia 








MOTOROLA 
riesta 


MODEL 56L 
portable radio 











n Flame Red with Roto-tenna in Black 


the 5612 


5614 


Pink 
Motorola ‘ Kpertly — - 
7 
& 


Again with the 


FIESTA from 


plendidly styled! 


It i real 
engineered 


pectac ular 


Exciting features 


exclusive Motorola Roto-tenna 
include unbreakable steel 


new cha i 





handle 
cabinet lustrous miracle fabrics plu 
circuit that never wears out! 





MOTOROLA 


oe 


MODEL 56B aM 


PORTABLE RADIO 
FEATURE-STUDDED, BUDGET-PRICED 
5-TUBE ROTO-TENNA SET! 


Exclusive Shockproof interlock—plug pops out when set 
is opened 


Perfectly balanced speaker, circuits, and cabinet for 
richer, clearer sound 


Warms up in split-second on AC, DC, or batteries 
Improved Automatic Volume Control 
Switch-free Automatic Changeover on AC, DC, or battery 


Case covered with diamond-grained fabric 


oe THE HANDLE IS A ROTATING ANTENNA! 


Extra-long-life and “B’ batteries! 


You turn the handle—not the radio. Speaker 
is always toward you, sound is never blocked 
Roto-tenna ferrite bar is 2 to 3 times larger 
than most others, sweeps in stations much 
too far away for most radios. AC, DC, or 
battery the Motorola Roto-tenna means 
stronger, clearer reception and much more 
sensitivity than any other comparable 
portable 


specifications 


Dimensions: 10 '/, «6 * plus handle) x 2); inches 


Steel cabinet won't break or crack! It's shatterproof rust- resistant Weight: without batteries . 5 Ibs 
strong as only steel can be strong, yet aluminum-light! Covered with rich with batteries, 6'/ |b 
ever-lustrous, diamond-grained miracle fabric that resists scuffing, stain Tebes; 4, plus rectifier 
ing, scratching, and weather! Waterproof miracle fabric stays bright even 


Chassis: Motorola PlAcir chassis 
after years of punishing outdoor exposure 


Power Supply: AC, DC, or batteri 
Fashion-styled face plate and trim in muted gray sets off front of porta 
ble in distinctive manner. Large. functional controls in soft matching Battery Requirements A » volts 
90 volts 
tones 


Cabinet stee rust-resistant. zinc-treated 
Extra-potent Motorola batteries much more powerful than those in any 
ther 5. tube portable ' The stepped-up power of Motorola Roto-tenna Covering: pyroxylin-impregnated fabric with dia 
batteries means even finer performance from the Corsair! You'll save mond grain 


money on hatter replacement, too Golers: $401. Heabeeed Grow 
PlAcir chassis can’t jar loose, burn, short, or wear out ever! Circuits Safety: approved for safety by Underwriters 
| ' | Wost Ww ht 
are plated in place for life. No wire no trouble, no old-fashioned con aboratories. Flame eigh 
and Tumble-Tested in Motorola labora 
nections soles Sx Sesaue Saiiiaas Glennie 
Other Corsair model features include: vinyl insulated steel chain cov n» Bafence fremvension aavbed on teslan Gh 


retainer, piano type brass hinge welded steel strength throughout - 
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MODEL 56B 
portable radio 














Roakwood Brown with Roto-tenna in Brown 


Ihe terrific CORSAIR lowest-priced 

quality 5-tube portable on the market! Superior 
performance on either AC, DC, or batterie: 
Qutstanding Motorola features such as famou 
Roto-tenna handle, PLAcir chassis, and shatterproof 


teel case. Smartly styled 





MOTOROLA 


POCKET RADIO 


TINY! TERRIFIC! TRANSISTORIZED! 
... AND WITH VERTICAL PLANE 
ROTATING ANTENNA 


* Petite! Only 5'2°x3/""x1'0" (including handle) 


* World's most beautiful pocket portable in rich gold 
and white lizard-grained fabric 


* Plays instantly no tubes to “warm up” 


* Exclusive PLlAcir chassis can’t jar loose, burn, short, or 
wear out! 


* Perfectly bolanced speaker, circuits, and cabinet 


a true “Golden Voice Radio.’ NEWEST MEMBER OF ROTO-TENNA ‘FAMILY’! 


* Earphone receptacle permits private radio listening Motorola’s Transistor model the world’s 
only pocket radio with a rotating antenna 
handle! Yes, just like its now-famed Roto 
tenna “big brothers” (America’s most popu 
lar portables), this revolutionary ‘Transistor 
4et has a Rotating Antenna of its very own! 
For you this means radar-like sensitivity at 
distances impossible with inside-antenna 
pocket radios. Outside Antenna turns verti 
cally to bring in the station stronger 
locks to form a smart handle! 


specifications 


Dimensions 5\y x 37; x 1% inches (including 
handle 


Powered by five dynamic transistors not three or four, but five! Weight: 18 ounces 
hese tiny, wonder developments of the electronic age have virtually 

. Transistors: Five 
infinite life and greatly prolong the service life of the radio, itself! Despite 
their extraordinary power, the transistors are really misers” on bat Chassis: Motorola PlAcir chassis 


. . ani , 00 ry 
tery current assuring up to | hr. battery life Battery: © volts 


World's only pocket radio with a shatterproof metal cabinet! Like the 
senior “members" of Motorola's Roto-tenna “family this model's case 


' ' li nat f < 
won't break or crack! It's rust-resistant super-strong, yet incredibly Covering: pyroxylin-impregnated fabr 
lizerd grain 


Cabinet: Aluminum; rust-resistant 


light in weight! 


Colors: 5671, Antique White 
You'll proudly take this Motorola Transistor Set with you wherever you 


go! Amazingly compact, this tiny miracle is styled to a degree of elegance Testing: Weight- and Tumble-Tested by Motorola 
never before known in a pocket radio! Its metal case is covered with a lux aboratories to insure high standards 
urious lizard-grained miracle fabric that resists scuffing, scratching, and of quality 

weather. (Even stains wipe off easily with a damp cloth.) In fashionable an Defense Frequencies marked on tuning 
white with gold-finished face plate and trim. In a distinctive jeweler's 


bag 
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in Antique White with Vertical Plane Rotating Antenne 
(Shown Actual Size) 


the 56T! 
handle in Antique White 


No more stunning pocket radio in all the 


world. Up to 3 times more power than other pocket 
portables. Electronic miracle transistors 
supply this amazing power! The only pocket 
radio with a Rotating Antenna handle and an 


unbreakable metal case 





ONLY WITH MOTOROLA... 
NEW TWO-WAY 


Roto-fenna HANDLE 


FOR CLEAREST, MOST SENSITIVE RECEPTION 





—a— 


With Motorola Roto-tenna... 


. the world’s first handle antenna that 
rotates ... weak radio signals come in stronger, 
strong stations come in truer! Exclusive two- 
way antenna, with radar-like sensitivity, 


With Motorola Roto-tenna... 


. . . the sound is projected directly towards 
you, not away from you. Giant Dynamic 
Golden Voice speaker always faces you (as a 
speaker should!) Unlike ordinary portable 


@ TURNS LEFT OR RIGHT FOR 
OUTSTANDING RECEPTION ! 


 @ KING-SIZED ANTENNA PULLS 


IN EVEN WEAK SIGNALS! 


@ LOCKS TO FORM SMART, 
FUNCTIONAL HANDLE! 


“sweeps” in stations from all points of the 
compass. You simply turn Roto-tenna either 
right or left and programs come in loud and 
clear! 


radios, Motorola Roto-tenna models need not 
be turned in order to meet the prevailing 
station signal. You merely turn the Roto-tenna 
handle—not the radio! 


featured in models 56B, 56L, 56M, 66L 

















MOTOROLA 


World's Largest Exclusive Electronics Manufacturer 


Motorola and Golden Voice ore Trademarks Registered by Motorola, inc., in the U. $. Potent Office 





ELECTRICAL 


Mort Farr Says... 





The Kitchen of the Future 
ls Here Now 


PPLIANCE dealers agree that the kitchen 
business is going to be good in the future 
but too few of them realize that it is big 

NOW. are content to wait 

for the time to come when customers will walk 

ind ask for the built-ins of the colored ap- 
pliances that they read about in their magazines 
he kitchen business is getting a lot of wonder- 
ful free publicity from the womens’ magazines 
ind from the builders of new homes. The public 
being made conscious of 


business loo many 


the obsolescence of 
their present kitchen equipment, but so far there 
ire not enough dealers who know how to display, 
ell and install this modernization. In fact, many 
ippliance dealers do not seem to want any part 
of merchandising anything that requires selling 
However, it must be recognized that the ap 
ce business is a specialty selling business. 

It takes a year to get set up in the kitchen 
planning business and many appliance dealers 
are putting off their entry into what should 
their nghtful heritage may find stiff competi 
firmly entrenched when the big push comes. 


THE KITCHEN BUSINESS IS BIG BUSI- 
NESS. Built-in ranges accounted for better 
than ten percent of all range sales in 1955 
ind for 1956 it would appear that one out of 
every five sold will be a built-in. Ifa 

man desires a built-in appliance she cannot 
it from a dealer who just carries a sample 
f a built-in range She must shop around 
for a store that can plan and perform the in- 
tallation and make any necessary alterations 
\ dealer cannot sell built-ins if he is 
the kitchen planning busine 
Stee] kitchen cabinet sales were 
00,000,000 at factory level in 1955 
isonable to assume that 
yunted for at least as much 
yuld indicate that as manv as 30 to 40 per 
ent of these cabinets were in color. It is 
ilso mteresting to note that General Electric 
has stated that sales of colored major appliances 
up to almost 20 percent of total sales. 
Certainly this is important business and will 
p obsolete present equipment 


range 


not in 


well 
and it is 
cabinets ac 
Latest figures 


overt 


wood 


SHOULD ALL DEALERS SELL KITCHENS? 
Here the answer is definitely NO. There are 
nany facets of the business that a dealer 
10uld consider before deciding to go into it 
First is manpower. Either he must be ex- 

rienced at planning and installing himself, 
he must find the right man to head up a 
parate department. There are few men who 
ive had sufficient training and experience to 
indle these jobs and the industry has to 
elect and trai; many men to expand this 
thy peci ilized force 
not have the 


mplete kitchens 
Whe 


Appliance salesmen 


time or experience to sell 


hould be a 


kitchen planning busine 
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plus business and should not detract from the 
dealer's normal appliance or I'V volume. In 
selecting a man to head this department it is 
most important that he be first a salesman 
not afraid to ask for the order. He must know 
how to draw, but, most important, he must 
gain the confidence of a prospect and act and 
talk like an expert. If he can’t draw it is 
always easier to get someone to make up draw 
ings from sketches than it is to get a man who 
can qualify a prospect and get the order 


DISPLAY IS IMPORTANT. Many dealers in 
small crowded stores will not be able to get 
into kitchen planning as you must display 
the new built-ins and a varied assortment of 
cabinets and colors if you are going to attract 
customers. ‘They want to see how the dif 
ferent cabinets look and how convenient these 
built-ins really are. Your display must include 
wood and metal, white cabinets and color 
intermixed. ‘These displays should be as life 
size as possible and some should include yout 
free-standing appliances in their proper rela 
tion to the cabinets. It is important to dis- 
play wood, as at least 50 percent of women 
still are interested in wood. ‘They may buy 
metal after comparison or because of special 
features, but if you don’t have wood, chances 
are your customer will shop around elsewhere 
before buying. Be sure to include a dish 
washer in your display, as practically all 
planned kitchens include a dishwasher. In 
clude, too, the eye catching merry-go-rounds 

ind mixer cabinets so they can get their hands 

on them. ‘These displays can be expensive 
and there is practically no turnover on them 
though they should be moved occasionally and 
it is generally possible to get your cost out of 
them. However, there is very little investment 
needed in inventor which 1S handled by 
cither the distributor or the manufacturer 

Most color installations are on special order 

and require at least 30 days delivery time. ‘This 

is not necessarily a problem, however, as peo 
ple are willing to wait longer for these job 

than for delivery on a ‘T'\ 


or an appliance 
It is sometime 


several months from the time 
you get the order until delivery and installation 
is completed and you must learn not to expect 
your money the day after you get the order 
Profits are better than those on appliances 
and in some instances (such as formica tops, 
if they are handled properly 
tremely profitable It is important that you 
be able to plan everything that goes into the 
kitchen from floor You must 
carry samples and help select wall paper or 
tile and floor covering Your expert should 
suggest color schemes for paint and curtains 
ind be prepared to arrange for all of these to 
be installed and coordinated with the installa 
tion of the major units 


they can be ex 


to ceiling 


The entire job can 


1956 


be financed on a home improvement basis with 
no down payment and as much as five years 
to pay at rates much more attractive than 
those prevailing on appliances, On transac 
tions approved by the bank there is no re 


INSTALL YOURSELF OR SUBCONTRACT, 
For installations of complete kitchens, the 
ideal set-up is for a dealer to have his own 
service on the appliances and his own staff 
for installation. ‘This would probably include 
an electrician, a plumber and a handyman 
carpenter who can tear down partitions, change 
window locations and perhaps lay flooring 
This is impossible for most until a volume of 
over $150,000 a 
kitchens 


year at least is achieved in 
is to contract for each 
subcontractors. Here 
it is important to get your bids in writing and 
know before you start what your costs are 
Have a contract signed by your customer and 
get one from the contractor, If additions or 
changes are desired during the alteration by 
the customer be sure the contractor has a 
definite understanding with the customer that 
they are to pay extra and if possible have them 
initial these changes on their contract 

Don’t try to make much on the installation 
work if you are sub contracting it as there is 
already one overhead figured in it and it makes 
the cost high if you attempt to add much. 
Tell these men they will not be paid until 
the job is completed and the customer satis 
fied. Make them keep their promises on in 
stallations and see to it that the customer is 
inconvenienced as little as possible 

Don’t give the customer your plan or an 
itemized list to shop around with and get 
prices on. ‘Tell them this is your office copy 
Your contract will just enumerate the cabi 
nets and appliance total price and 
with all other specifications clearly stated but 
with no sizes or model numbers 
them to shop around for price 


The next best way 


of these services with 


with a 


to enable 
Try to sell 
1 line of cabinets that doesn’t put on too many 
competing dealers and do 
price 

The prospec ts are tremendou 
customers should be 


protec t you on 


Your 


well as new 


own 
solicited a 
neighbors moving to your community. Con 
tact real estate men (not builder: 
want to modernize homes to sell. Advertise 
that vou do “free kitchen planning.” 

There is a terrifu 
ernization and potential profit 
who will get into the busine 
is a business where 


who might 


market for kitchen mod 
for the dealer 
right, but here 
a fraction of an inch or 
i lack of knowledge of 
local building codes or a misunderstanding of 
a contract can cost a dealer a lot of money 

It isn’t easy but it ha 
a great future 


error in measurement: 


romance and 


End 


glamour 
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@® TURNS LEFT OR RIGHT FOR 


OUTSTANDING RECEPTION ! 


Ps ee KING SITID ANTENNA PHHtES 


IN EVEN WEAK SIGNALS! 


x @ LOCKS TO FORM SMART, 
. %, FUNCTIONAL HANDLE ! 


With Motorola Roto-tenna... 


the world’s first handle antenna that “sweeps” in stations from all points of the 


rotates weak radio signals come in stronger, 
strong stations come in truer’ Exclusive two- 
y way antenna, with radar-like sensitivity, 


: With Motorola Roto-tenna... 


the sound is projected directly towards 
you, not away from you. Giant Dynamic 
Golden Voice speaker always faces you (as a 
speaker should!) Unlike ordinary portable 


compass. You simply turn Roto-tenna either 
right or left and programs come in loud and 
clear! 


radios, Motorola Roto-tenna models need not 
be turned in order to meet the prevailing 
station signal. You merely turn the Roto-tenna 
handle—not the radio! 


featured in models 56B, 56L, 56M, 66L 
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NOW AT NEW 


THE 1956 PRICE LEADER! 


THE FAMOUS 
“ROLL-AROUND” 


VACUUM 
CLEANER 


Not a “special! Not a 
“‘was-is'’! Not a‘‘limited 


COMPLETE 
WITH 
ATTACHMENTS 


























LOW PRICES: 
BIGGEST CLEANER VALUE FOR 1956! 


THE NEW 
“ROLL-EASY” 


VACUUM 
CLEANER 


imme 
COMPLETE . 
WITH 
ATTACHMENTS! 


ONLY 
CLEANER 
YOU 
NEVER 
HAVE 
TO LIFT! 

















GENERAL ELECTRIC CO., VACUUM CLEANER DEPT., HOUSEWARES AND RADIO RECEIVER DIV., BRIDGEPORT 2, CONN. 


Progress /s Our Most Important Prodvet 


GENERAL @@ ELECTRIC 
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WILL HELP WIN SALES 


The long life and dependability of Lamb Electric 
Motors has been proven in many thousand 
applications during the past 41 years. 


In the appliance field, as well as in other fields, 
Lamb Electric Motors have gained an outstand- 
ing reputation for ruggedness and reliability. 


Long motor life is one of the many reasons why 
Lamb Electric motored appliances are so popular 
with both dealer and customer, 


THE LAMB ELECTRIC COMPANY * KENT, OHIO 


In Caneda: Lamb Electric—Division of 
Sangamo Company Ltd.—Leaside, Ontario 


Motor parts 


for household 
appliances. 


ECONOMIC CURRENTS 





Tax Cuts, Credit and Inflation 


BY THE McGRAW-HILL DEPT. OF ECONOMICS 


[> of the most unportant factor 
in the economic outlook is th 
President's kconomic Report to Con 
TCS Ihe Administration's policies 
vlich are developed on the basis of 
this report will have an important 
influence not only on businessmen but 
consumers as well, and therefore on 
ipphance dealers 

Although business activity showed 
igus of leveling out in December and 
January, the report showed that Wash 
ington is still confident that the econ 
omy will maintain a high level thi 
year. And in fact the government's 
program is aimed at checking possible 
inflation and reinforcing our long run 
cconomnK growth. 


TAX CUTS UNLIKELY 


One of the most important factors 
directly related to the consumer 1 
that the Administration at present is 
opposed to tax cuts. By not cutting 
taxes, the Administration will be able 
to balance the budget. But it means 
that consumers will not have quite as 
much money to spend as had been an 
ticipated earlier this year. 

Some key Senators and Congress 
men are now opposed to tax cuts too 
because a cut in taxes would con 
tribute to inflation. However, if busi 
ness declines, these views may change 
because of the political scene. ‘This 
is an election year 

ven a $2-3 billion tax cut, how 
ever, woukl not be enough to influence 
business greatly, And the slices would 
be pretty thin. Consumers are cur 
rently spending almost $260 billion a 
vear—$35 bilhon on durable goods 


irs, IV sets, radios, refrigerators, 
stoves and other appliances. So $2-3 
billion will not have much of an im 
pact compared with the total consume: 
spending 

As another check on possible infla 
tion the President asked for the power 
to regulate consumer credit. Over the 
past year consumer installment credit 
creased $5 billion. And most of 
this increase was for cars. lor ex 
imple, in the third quarter of last year 
nearly three fourths of all new cars 
sold were sold on credit 

Installment credit for other durables 

appliances and furniture—were also 
an important factor last year. More 
than half the furniture and appliances 
bought were financed by installment 
credit. Although the increase was 
not as spectacular as m autos, pur 
chases of durables were still higher 
in 1955 than in any previous year 
In fact the dominant element in the 
rise in installment credit at the end 
if the year was not due to auto sales, 
but to sales of appliances. In onc 
month the increase for durable goods 
other than autos was almost $380 mil 
lion. A year ago the increase in this 
month was less than $300 million. 

Ihe rise in purchases of furniture 
ind appliances was stimulated by 
many factors. Prices were made more 
ittractive in many lines. Consumer in 
comes were the highest ever. And the 
large number of houses sold increased 
the demand for both appliances and 
furniture. In addition early last year 
many department stores made credit 
terms easier. Manufacturers, retailers 

Continued on page 82 

















Weight-saving Turbine for 
motor for , canister-type 
home appliances 











vacuum cleaner. 





“OVER THERE FOR THE LONG HAIR, JACK 
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CUSTOM Washer and Dryer Pu BS 2A pijasrisng: 
2 4° i 


The Custom washer and dryer combine smart, 






modern styling with top performance and conven- 


ience features. For those who want genuine IMPERIAL Washer and Dryer 
OOL quality at a moderate price, the . , 
RCA WHIRLPOOL quality at a moderate | rt For sheer beauty, for unsurpassed performance, for 


\ ustom is the answer. leadership quality, it’s the Imperial washer and 


f dryer. Offering even more than ever before, the 
MR. DEALER: YOU CONTROL YOUR 


Imperial is the choice of those who demand the finest. 
PROFIT WITH RCA WHIRLPOOL 





GET THE FULL STORY FROM 
YOUR RCA WHIRLPOOL DISTRIBUTOR: 





JOIN UP...IT’S EASIER TO SELL RCA 
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DELUXE Washer and Dryer 

For the budget-conscious, the Deluxe washer and 
SUPREME Washer and Dryer dryer provide an outstanding value in automatic 
home laundering. Both offer modern, space-saving 
design and a long list of top performance features, 





The distinctive styling of the Supreme washer and 
dryer will lend new charm to any kitchen, laundry 
or utility room. And, its many fully-automatic fea- 
tures completely put an end to washday drudgery. 


Selling for you ... Milton Berle and Martha Raye on Tuesday nights, NBC-TV 
WHIRLPOOL-SEEGER CORPORATION ~ St. Joseph, Michigan 
WASHERS © DRYERS © IRONERS © FREEZERS © RANGES © AIR CONDITIONERS 


WHIRLPOOL THAN SELL AGAINST IT! 
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Check the features ( 


Whinkpoot 


Have more of what 






































The weather can’t throw you fora 
loss when you have the new 
RCA WHIRLPOOL WEATHER 
PROTECTION PLAN! If tem 
peratures are abnormally cool in 
your area during May and June, 
you get an extra promotional 
allowance on all units received 
through April 30—whether 
they're sold, or not! You can't 
lose. See your RCA WHIRLPOOL 
Distributor for details 


. 


RCA WHIRLPOOL FILTERS Here’s one of the most sensational ad- 
vancements ever introduced in room air 
conditioners —a true electronic filter that 
screens out dust and pollen particles as 
tiny as 1/25,000 of an inch! It’s 300 
per cent more effective than ordinary 
filters. The new RCA WHIRLPOOL 
Electronic Filter promises blessed relief 
for sufferers from hay fever—brings a 
new era of healthful living in electron- 


~ 
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UNFILTERED FILTERED ale UNFILTERED FILTERED AiR 


ORDINARY FILTERS catch only average NEW ELECTRONIC FILTER is 300°; more ically purified air! 
size dirt particles; fail to trap micro efficient; pulls from the air particles as 
scopic pollens and dust tiny as 1/25,000 of an inch! 
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and you'll find... 


ROOM AIR CONDITIONERS 


ittakes to build sales! 


era 


The right model for every customer! P / US more standout features! 









Models for double-hung windows from '% H.P. to Including: '%% and *; H.P. Custom models operate on 7.5 

. 2H.P.— Casement Window models in 4 and *; H.P. amps., plug into any standard 115-volt outlet — Flush mount- 
capacities—2 H.P. Multi-Room Unit. They’re de- ing—Infinite air velocity control—‘'Directionaire’”’ Grille 
signed for every room and every budget! Heating as well as cooling —Smart 2-tone styling. 
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CUSTOM MODELS DELUXE MODELS CASEMENT MODELS 


: Terrific LOCAL and National Advertising! 


53 RCA WHIRLPOOL carries its sales campaign right into your 
neighborhood. You get powerful local support, as well as a smash- 
ing national campaign in Life, Time, Better Homes & Gardens. 


WHIRLPOOL-SEEGER CORPORATION 
ST. JOSEPH, MICHIGAN 
WASHERS + DRYERS + IRONERS + RANGES + FREEZERS + AIR CONDITIONERS 


JOIN UP! IT’S EASIER TO SELL RCA WHIRLPOOL THAN SELL AGAINST IT! 
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1. Exclusive, built-in Grid-All with 2. Exclusive, separate Bar-B-Kewer 


3. Exclusive, Balanced Heat oven 
thermostatic control ends the need for 


meat oven gives year ‘round enjoyment with silicone seal gives perfect baking 
separate electric skillets or griddles. Heat of delectable barbecued foods .. . even without hot spots or cold corners. All 56 
is automatically maintained by a thermo- whole hams. Radiant heat provides low biscuits ...on a single, oven-size cookie 
stat throughout grilling .. . giving perfect temperature, charcoal-like cooking recom- sheet ... bake to an even, golden brown. 
grilling without burning. mended to obtain juiciest, tastiest meats. 
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) Estate 
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BUILT-IN 
EASIER WAYS 
roMeele) 4. 


only RCA Estate ranges offer so much beauty, 
so many built-in automatic conveniences. And, 
there’s a model to sell every range market. 
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4. Smokeless “In-Oven"’ Broiling. 5. 50% More Top Cooking Capacity. 







5-position, drawer broiler on some gas Crid-All removes to become fifth giant 
models.) Radiant heat keeps natural meat unit for utensils up to 25 qt. capacity. 
juicés in. Insert drains fats and drippings On Electric model, exclusive Leisure-Stat 
out of heat zone, eliminating smoke. automatically controls right rear unit. 


PAOD Lae 7" F eine | ening FO? Nee _ 
pe pete ae act ; ’ : Ah Gi i, Me aah a complete line of 30 , 36 and 


fhe +} }? Pp: ; 


Sper ’ 


40 electric models are available 


a complete line of 30 , 36 and 


40° gas models are available 











JOIN UP...IT’S EASIER TO SELL RCA ESTATE THAN SELL AGAINST IT! 
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_ SEE THEM NOW | 


rol mm fol Uls 


RCA WHIRLPOOL DISTRIBUTOR 


NeWWanelal-Ssamelate MMU) oldle]alman-\-¥4-15: 
Tame Lat-Mee Uo] lia amelale MK-YoliUla-x: 
iateham LUI Ke MKXe1(-<3. 


RCA WHIRLPOOL HOME APPLIANCES 
are products of 


WHIRLPOOL-SEEGER CORPORATION, St. Joseph, Michigan 


WASHERS - DRYERS - IRONERS - FREEZERS - RANGES « AIR CONDITIONERS «© DEHUMIDIFIERS 


ELECTRICAL MERCHANDISING—MARCH, 1956 











FOR EVERY 
ELECTRICAL 
PN et oe Od 
AND TOOL 


WIREMAKER FOR INDUSTRY 
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SINCE 1902 
CHICAGO 





Economic Currents 





‘ 


‘. . . business may sag a bit 
the first half of the year.” 





and wholesalers intensified their sales 
campaigns as competition became 
keener. 


FEWER DELINQUENT LOANS 


An important point in the credit 
picture is the fact that there have been 
very few delinquencies in payments 
Delinquent loans as a percent of all 
installment loans held are now less 
than at any time in recent years. If 
however, there should be a rapid rise 
in either delinquencies or in on-the 

iff buying, it seems likely that the 
President would take steps to con 
trol credit extensions. 

And appliance makers are more and 
more following the pattern set by the 
auto industry by sparking the demand 
for color in all lines. Manufacturers 
ire finding new ways to outmode exist 
ing products. Built-ins scored a sur 
prising success last year, and may well 
be a No. 1 growth possibility. They 
provide a good remodeling market for 
ippliance dealers as well as a market 
for new homes 

I'he President also asked for some 
long range federal programs. Most 
important is the 10 year highway ex 
pansion program. He also asked for 
programs for construction of schools, 
post offices and water resources ro} 
ects. If these measures are passed, it 
means a large increase in public con 
truction into 1957 and beyond. And 
it certainly will make a significant con 
tribution to our expanding economy 
in the years ahead 

In summary the President's message 
contained no drastic proposals. And 
so, business will be allowed to go 
ilong under its own steam. It’s possi 
ble that business may sag a bit in the 
first half of this year. If, however, it 

igs very much, Washington will be 
in a position to act. Easier credit, 
ome tax cuts and probably a rise in 
lefense expenditures will be used as 

ps under prosperity later this year 


End 














YOU'D BE TIRED TOO IF YOU PLUGGED IN 
ELEVEN APPLIANCES AND PUSHED FORTY 
SEVEN BUTTONS TODAY.” 
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satisfied 


GENERAL 
MOTORS 









ELECTRICAL 





A 







AEG US PAT OFF 


Packard Electric Division 
General Motors, Warren, Ohio 
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customers keep coming back! 


Here’s a lady pleased pink with a new dishwasher . . . so enthusiastic 
a booster for someone’s product she can hardly wait to tell about it, 
and a sure-fire prospect for future appliance needs. Chances are that 
a Packard Electric motor has a lot to do with her satisfaction, for 
Packard motors deliver quiet, dependable, long-lasting performance 
that’s bound to please. 


For more than 39 years, Packard Electric craftsmen have been 
building fractional horsepower motors that lead to one satisfied 
customer telling another. Packard builds a lot of satisfaction into 
every motor... and there’s nothing better than a satisfied customer 
to boost both reputation and sales. 
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4 out of Stimes... 
the woman 

















\ - ond 
When a couple buys a washing machine, for in- Almost half of all women who shop in appliance 
stance, it is the woman who does the preliminary stores read Ladies’ Home Journal, so the manu- 
shopping, who decides which features are impor- facturer who advertises his product in this No. 1 
tant, who eliminates brands, and who actually magazine for women is giving the retailer the best tr 
selects the brand of washer which is bought.* possible selling support. — 
*Based on survey of recent washing machine buyers ee 
Never underestimate the power of a woman, | 


nor the power of the magazine that understands women 


ia QURNAL at fpr ee “ 


curtis pusvicarion Neo, 1 in advertising revenue 
among all magazines edited for women 
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Here’s a Dealer’s Dream Come True! 


* A complete meal preparation and clean-up center in one 


compact unit. 


® Easily installed—only a few simple plumbing and electrical 


onnections required. 


® Features pushbutton controls, automatic time center, 


appliance outlets 


Wonderflio faucet. 














New Hotpoint Modular Kitchens Combine 


@)*-9G 
a ~ 
- , r T= 

, ©. - ~«* 
SS «= - 
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‘ Surface Cooking Units * Oven 


¢ Sink © Storage Cabinets 


c | 


e - . 
Hotpoint 9-foot MODULAR KITCHEN All in a Single Unit! 


Hotpoint 7-foot MODULAR KITCHEN 


* Dishwasher ® Disposall 










Modular 
Kitchens 






The new Hotpoint Modular Kitchens provide a maxi 
mum of kitchen convenience in a minimum of floor 
space—enable you to make big sales in little 


kitchens. They're easy to displays easy to sell, easy 







to integrate into any kitchen plan—and they earn 
you a high profit 

Both the 7- and 9-foot models feature a seam 
less, stainless-steel countertop and sink. And both 
are available in beautiful, decorator-approved 
Hotpoint Colortones—Meadow Green, Coral Pink, 
Sunburst Yellow, Seafoam Blue and Woodland 
Brown 

Have your Hotpoint Distributor give you all the 
details on the new Modular Kitchens. Then get in on 


it for all it's worth while the market is still wide open 


See Following Pages for Hotpoint’s 
Complete Customline of Quality- 
Proved Built-In Appliances. 








Hotpoint Offore loday Widest 


With Exclusive Features Originally Introduced and 


[eG 
A Full Line of Matching 


Customline Appliances for 
Every Taste and Budget! 


* Standard Super Oven » Plug-in Calrod” Automatic Golden Fryer 





oe M4 | * Automatic Built-in 
er ~ Super Oven 


el ' 
SS: —— | 


With Reta Grill 





» 2-Unit Section with "Super 2600" « Plug-in Calrod Automatic Golden Griddle 


© 2-Unit Section with Thrift Cooker « Single-Door Refrigerator-Freezers 

© Avtematic Built-in 
Bi-Level Oven 

« Color-Lighted, Remote-Control 


Pushbuttons for surface units 





iby Hard-Hitting 


National Magazin< 





: 


ing fe vision 
Advertising Pius 
Strong Local M« 


chandising Campaign: 











* Built-in Surface Cooking Units with 
“Super 2600" Calred” —the world's fastest! © Automatic Pushbutton 24-inch Dishwasher 


Hotpoint 


featuring the 
gleaming beauty 


of stainless finish. 














Choice Of Quality Built-In Appliances 


Proved on Hotpoint Conventional Appliances! 


Customline 
Kitchen 


featuring 

Coral Pink— 
one of Hotpoint’s 
beautiful 
Colortones. 


The Built-in Business is a Good 


NEW Thotpoint 


Business to be in ys 
> © ¢ . 2 € 3 f 7 
U4 —lutatiom ALS 












* The trend to built-ins is booming 


® It’s a full list-price business GIVES YOU THE 
It's a multiple-sale business eFEATURES « QUALITY 


® It’s a business with a tremendous future 


*MODELS °¢PRICES 








et Your Hotpoint Distributor Heip You eSTYLING ¢FINISHES.. @& 
Your Hotpoint Distributor is ready to help you get started in this business. Built-ins YOU NEED TO SELL THE 41.J 


are capturing the eager interest of homemakers all over the country. Get set up 


NOW to cash in on this fast growing, highly profitable new market. But get in BIG BUILT-IN MARKET! x 
| aN 
Ry 


with the line that can do the most to build and hold your customers’ good will. 


. 
Have your Hotpoint Distributor give you the full details TODAY p> . 
~\ 


For the Automatic Dishwasher that outmodes all other 
dishwashing methods, see next page. 












ee Oa 


duwe Wotpoint =e 
SPOT-LESS DISHWASHING 77] 


Outmodes All Other Methods he 
SPEEDS DISHWASHER SALES 








Modern homemakers are sold on this greatest of 
all dishwashers! Women, everywhere, are aware of 
the vast superionty of Hotpoint Dishwashers 

and thew eayer interest in its Spor Less results 
makes your selling job easier. And remember, 
there are more Hotpoint Dishwashers in use than 


iny other brand! Here are the reasons why 











e@ NEW 24” WIDTH 


' @NEW PUSHBUTTON 
‘ CONVENIENCE 
‘4 


1 2 
Racks roll out separately 


4 _ } ‘ . ‘ Hold service for 8 
@ ‘e | | : 


Same large capacity 


r 


Dishes Sparkle...Glasses Gleam...Silver Glistens...The Result of 2 Exclusive Hotpoint Features 


TWO COMPLETE 5-MINUTE WASHES with fresh detergent each time 





) 
| 
| 
| 


TWO THOROUGH RINSES...with super wetting agent in final Spot- Less rinse 


Ulvnitbl in, 6 


Sunbursy Yello 


~, Coral 





RESULTS AFTER AFTER HOTPOINT 
ORDINARY SPOT-LESS 
RINSING RINSING 








DEALERS: Procter & Gamble’s new detergent 


CASCADE 
1000 HOURS 


CASCADE 


* yielemele)8) 3) 
. we 


This is an unretouched photo showing sec- 
tions of a plate of Overglaze China, each 
section washed under dishwasher conditions 
as indicated. Note that even after 1000 
hours of washing with Cascade the deli- 
cate pattern is intact! Cascade is safe/ 





Cascade gives NEW 
SAFETY for fine china! 


Thanks to Cascade .. . New Consumer Satisfaction... 
New Demand for Dishwashers! 


For many years consumers have 
not been completely satisfied with 
automatic dishwasher results. 
Why? Because up to now the de 
lergents available for their dish 
washers gave them neither the 
cleaning power they expected nor 
the safety they demanded for fine 
china, silver and aluminum. 

But that’s all over, now that 
Cascade is here! With Cascade in 
the dishwasher everything comes 
out spotlessly clean... and with 
new safety! 

The reason is this: only Cascade 
has a perfected new formula with 


an exclusive safety ingredient. And 
only Cascade uses a special process 
mix which homogenizes these ingre 
dients... leaving no strong chemi 
cals free to fade, pit and dull china 
pattern, silver or aluminum! 

Cascade's remarkable safety 
means greater consumer satisiac 
tion with automatic dishwashers 

.. the kind that spreads good-will 
and builds sales! 

Yet that’s only the beginning! 
Read below how Cascade is plan 
ning to work with the appliance 
industry to keep on boosting con 
sumer demand for dishwashers. 


Cascade has a powerful program to 
help you build traffic and close sales! 


And it’s already in action... ready to help you count plan on Cascade... free store material... 
boost your volume in automatic dishwashers! free use of a remarkable new publicity film on 
What’s more, it’s a tremendous program which dishwashers! Get details from your Cascade 
includes the biggest advertising campaign in the representative, or write to Procter & Gamble, 
history of dishwashers ... a special dealer dis- 30x 32, Cincinnati 1, Ohio, 


Cascade is recommended by every leading manufacturer of Automatic Dishwashers! 


CROSLEY HOTPOINT 


AMERICAN KITCHENS KENMORE 


‘ = (sf 


GENERAL ELECTRIC KITCHEN AID YOUNGSTOWN 
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TIME...a great medium for 
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appliance advertising 























TIME — first-choice reading of two 
million best-customer families .. . 





not only families who can spend more 
... but families who are leaders in 





business, community and social life 
.. . families who are setting a new 





standard of living and buying for all 
America 














TIME READERS 
are the brand of customers most apt to buy... 


riME attracts families with the vision to see families 
why the news is important to them top edu 


ichlievement 
families with the assurance that comes 


‘ 
() 


being well informed 


TIME-TO REACH 2,000,000 FAMILIES OF AMERICA’S BEST APPLIANCE CUSTOMERS 
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“Who says I need a 
Johnson’s Wax Polisher-Scrubber?”’ 








» 


% 
% 
‘ 
\ 
| 
bog 
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eee ee ee 





You say so, Mr. Dealer... 
and here are the reasons! 






It saves time! 4 Johnson’s Wax Polisher- 
Scrubber does her floor 10 times faster than 
mopping, scrubbing, and waxing by hand, 


It saves work! No more tedious hours of 
mopping, scrubbing, waxing floors by hand. 
A Johnson does the work for her, gives her 
more leisure to do things she really wants. 


It saves floors! when floors are cleaned, 
waxed, and polished, they not only look 
better, they’re better protected from perma- 
nent damage due to scuffing and wear. Yes, 
. a Johnson actually helps floors last longer. 


It saves wives! She stands up while the 
Johnson scrubs, waxes, and polishes auto- 
matically! No more sore knees, backaches, or 
fatigue from “doing the floors.” . 


Use these reasons for 
more sales—more profits! 


Remember! It’s practically an untouched 
market—ripe for sales! Imagine! Less than 
6% of U. S. wired homes have any kind of 
electric floor-care machine, compared to well 
over 60% having vacuum cleaners! 


Look how Johnson’s Wax is helping you sell! 


Television! On “Robert Montgomery Newspapers! Local newspaper ads tell 
Presents” —over 20,000,000 people watch _ the Johnson’s Wax Polisher-Scrubber story 
each telecast—one of the top 3 dramatic _at the local level, help sell the prospects in 









ALL INQUIRIES 


from Johnson's Wax 
Polisher-Scrubber 
advertising will be 
referred to dealers. 


TV network shows, 


'- your community! 


Magazines! Purcolor pages reach the Consumer Booklets! outiine the easy 


audience you want—the people most inter- | way to automatic floor care. Why not send 
ested in their homes. (Opening ad above) for your own copy today! 


Contact your nearest Johnson's Wax Polisher-Scrubber distributor for complete information 
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send Coupon Today... 


OVER 100 DEALERS ALREADY SIGNED UP 











O 
naxih announces the first kitchen promotion 











to sell for you—nationally and locally 
——S 








We want the best dealer in every area to feature 
I-XL hardwood kitchen cabinets... THAT 
MEANS YOU! And we’re willing to go all the 
way in getting your sales under way. Besides get- 
ting your name listed in full-page national mag- 
azine ads throughout 1956, you also get: 


@ Complete Sales-proved Merchandising and 
Promotion Kit 


@ Direct Mail Letters and Post Cards 

@ 24-Page full-color Kitchen Planning Folder 
@ Envelope Stuffers and Hand-outs 

@ Display Materials 

@ Window Signs 

@ Newspaper Mats 


All imprinted with your OWN NAME and step by 
step instructions on how to make this pay for you. 
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HARDWOOD KITCHENS 


1-XL FURNITURE COMPANY 
FACTORY AT GOSHEN, INDIANA 
General Sales Office: 67 W. Division St., Chicago 10, Il. 


Nationally advertised in ail influential building and remodeling magazines. 


een enen- Action begins with this coupon - - ------=- 


1-XL FURNITURE COMPANY 

General Sales Office: Dept. 5-C 

67 West Division $t., Chicago 10, Ili. 

Gentlemen: 

Yes! | want more information about |-XL. Put me in touch with 
my local stocking distributor. 


NAME 








COMPANY 


ADORESS 


os: ae) ne 


Send 25¢ for big I-XL Kitchen Book. 
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Marks the end of single 
system refrigerators and 
dangerous defrosting with heat 





No more push buttons, clocks or counters no more 
hot coils or hot gas. No dangerous thawing of frozen 
foods. No wilting or drying out of fresh foods. Yes, at last, 
perfect procection for all foods, with the most automatic 
refrigeraror ever built the Twin System Philco. No 


defrosting no controls co set or forget. On/y Phileo has it! 
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| The only Ref 





rigerator designed for today’s food- 


keeping needs, NOW IN EVERY PRICE BRACKET! 


@ At last, the perfect refrigeration required by the foods of today . . 


storage and 38° to 42° fresh food storage 


. zero frozen 


. are here within reach of 


every American home The exclusive, fully automatic Philco Twin System, now at 


a cost of only a few pennies a day, sweeps aside the need for 


compromise with yesterday's old fashioned, out-of-date refrigerators. 








MODEL 1146 


MARCH, 








First full line of 2-door 
refrigerators—with 2-door 
models now at 1-door prices 


For 1956, Philco takes the 2-door refrigera- 
tor out of the luxury class. Now, every 
buyer, from popular price levels up, can 
own a Philco with America’s most ad- 
vanced 2-door design. The Philco line for 
"56 includes 5 great 2-door models in the 
popular big volume sizes the only 
complete 2-door line that gives the appli- 
ance dealer full coverage of today’s soaring 
demand for 2-door refrigerators 
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the Show with 
-Automatics- 




















ar 


Food Keeper of the Future! 


The Philco 
Super Marketer 


REFRIGERATOR-FREEZER 










































PHILCO 1668 —It's the world’s most advanced food keeper 
perfectly designed for this new age of frozen foods, of super 


market shopping and of smart ‘‘living room" kitchens. Space 


for volume storage a full-size 6.8 cu. ft. freezer below and 
full-size 9 cu, ft. refrigerator above all in one and less than 
4 feet wide. Perfect refrigeration tor all foods fresh and 





frozen I verything Automat No detrosting no < oncrols to 
set or forget. It's the most talked about new refrigerator of the 


year, Get the full story now from your Philco distributor 



































All New for 1956... 
PHILCO UPRIGHT FREEZERS 
with Self Service Door 











A huge variety of frozen foods now right at your 
fingertips in perfect order easy to see and pick 


. . ” . 
out a package at a time. It’s a new high in self service Built-in “LOOK without built-in CcosT eee 
convenience from Philco for '56, in 2 sensational p - A 
new feature-packed upright models, 14 and 20 cu. ft, Philco Custom Sectional Appliances 





Philco pioneers to put the APPLIANCE DEALER into che 


kitchen business with “Do-It-Yourself” sectional units chat 





require no “building-in and with every appliance needed 
for a complete Philco kitchen, Now you can get into the new 
MODEL 2065 Exclusive Convertibles. New chest freezer 
' that serves two food-keeping needs instead of 

one. It's convertible for either frozen or un- 

frozen foods...or sharp freeze to 40° below zero 


profitable Complete Kitchen business the easy Philco way 
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ELECTRIC 


HANDLE WITHOUT CARE... 


IT’S WASHABLE! 


You can immerse the en- 


tire pan, including the 5 
controls, in water up to x 
the line below the Sig 
nalite for easy cleaning. 






Tell ’em to dip it in sudsy water... controls 


and all, right up to the Signalite for easy 
HANDY COOKING GUIDE 





Chart gives recommended washing. Universal’s sealed-in controls 
heats for cooking of vari- are safe ¢ a al]? | ° 
ous foods. Signalite shows are safe and sure. Sell ’em tabletop cooking 
correct temperature has : - atas ‘. sani ” Caanen 
anagem 9 for meal-making convenience. Universal 





traditional quality is their assurance they are 
buying the finest, and Universal all-out 


THERMO-CONTROLLED HEAT advertising means presold customers for you. 
kee STOCK UP NOW! 


Thermostatic control 
keeps exact heat constant 
over entire surface. 


Everything points to the BIG YEAR! LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Why the York line is the profit line: 


THERE ARE MORE 
YORK-BUILT 
ROOM AIR CONDITIONERS 


IN USE TODAY 
THAN ANY OTHER MAKE! j 


(1 out of every 7, in fact, with more than 100 makes in the field! ) 












Find out what York’s GRAND SLAM EROFITS PLAN 
will do for you! 
Get the facts on York’s RED CARPET TREATMENT 


for dealers! 


m — Phone, wire or mail thiscoupon TODAY! ----=— eS 


R. E. Cassatt, Manager of Sales 
York Corporation 

Commercial Division, Dept. EM 3 
York, Pennsylvania 










And that’s only part 
of THE BIG YORK STORY .. 











@ The York line is “* : 
It hasn't been kicked around as a price football. 


clean’! 






® Many York Room Air Conditioners built as far back 
as 1935 are still in use today—21 years later—some 
without a single call for repairs! 


I can't wait! Tell me more about what York will do for me! 




















i 
! 
iNET anen eee 


York quality is a fact! York products stay sold! Name as 
! 
, Company 
People know York! People want York! York brings you 
the prestige of handling the most respected name in the j Address 
industry ... PLUS a tested selling program tailored to 1 
your specific local needs ... PLUS a never-ending stream b City Zone State 
of history-making new products like Hi-Ef AirCon- $f gi... = 





ditioning and the revolutionary new 





Snorkel Air Conditioner! 





the quality WAIN E th OAM conditioning 
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Now—Kelvinator brings Retailers the 


L 
spECciA | 
NEW 
mopDELS! 
special 


Low 
prices! 


12 cu. ft. Automatic Defrosting Kelvinator 
at a price that will make history 


Here is a big-family size Kelvinator that gives the cus- 
tomer more for her money than she has seen in years. It 
has Kelvinator Magic Cycle Automatic Defrosting. It has 
Full-width Freezer Chest, Full-width Meat Tray, Butter 
and Cheese Chests, Aluminum Shelves. It’s deluxe through- 
out and it’s priced way down for big volume and fast 
turn-over. 


© Watt Disney Productions 
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most Sizzling Spring Promotion ever! 


SPECIAL 
STORE TRIM |! 
- POINT 


F SALE 
Maren 


Kelvinator Automatic Electric Range 
at an unheard-of low price! 


A terrific buy for your customers—a 
tremendous drawing card for your store. 
Not a stripped job but a deluxe Kel- 
vinator with exclusive disposable alu- 
minum oven linings, automatic oven 
timer and a host of other deluxe fea- 
tures at a price that just can’t be beaten. 















7 ts 4 
PROMOTION WITH } 
VERY SALES TOOL 
YOU NEED, WITH 
RESEARCHED, PROVED 
| ee GETTERS 
xo AND CLOSERS. 


~~) 
E 
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Kelvinator 12 cubic foot Upright Freezer 


No other freezer gives so much storage space 
in such compact cabinet space. This new Kel- 
vinator is only 31 inches wide. Freezing coils on 
shelves for fastest, safest freezing; fold-down 
shelf fronts; roll-out storage basket. It’s a 
bargain to begin with—and Kelvinator gives 
you a terrific competitive advantage in a special 
Kelvinator-Land buy! 


9) 64a 
. by’: 
bd o 
American Motors Means — Gy’: More for Americans 
e, 
“Onat o 


Division of American Motors Corp., Detroit 32, Mich. 


KELVINATOR—THE MOST VALUABLE FRANCHISE IN THE INDUSTRY TODAY! 


1956 





Kelvinator matching Automatic Washer 
and Dryer priced under competition 


Here’s the pair that really puts you in the 
driver’s seat in the home laundry business. 
It’s the washer with famous 3-Way Agitator 

.. the dryer that dries all clothes safely. You 
can offer both of them to your customers at 
a package price that will ring bells on your 
cash register. 











IT’S THE PROMOTION THAT MEANS MORE 
BUSINESS AND MORE DOLLARS—THAT 
WILL BOOST YOUR SALES OF THE 
WHOLE KELVINATOR LINE. GET ON THE 
BANDWAGON. HEAD FOR PROFIT-LAND— 
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A MESSAGE TO AMERICAN INDUSTRY ° 


ONE OF A SERIES 


After the Great Ford Foundation Gift... 


What Still Remains To Be Done 
To Provide Decent Faculty Pay 


The Ford Foundation’s gift of a half bil- 
lion dollars to our privately supported col- 
leges, medical schools and hospitals, now 
being distributed, is magnificent. But it 
will be much more magnificent if it in- 
spires completion of the job to which it 
gives a lift. So far as the colleges and uni- 
versities are concerned, this job is prima- 
rily to rescue their faculty members from 
being second-class citizens economically. 


Even in a period when we have become ac- 
customed to astronomical financial figures, a 
half billion dollars remains an eye-popping 
gift. In fact, it is so imposing that a good many 
people who don’t read the fine print are apt to 
conclude that it must just about solve the finan- 
cial problem to which it is addressed. 


Goes Only a Small Way 


However, we have allowed college professors 
to fall so far behind the parade financially that 
the share of the Ford half billion dollar gift 
going directly to the improvement of faculty 
salaries ($210 million) will go only a small 
way financially toward doing what is necessary 
to provide adequate salaries. 


Completion of this job for our privately 
supported colleges and universities calls 
for: 


1. An increase in faculty salaries at least 
five times as great as that made possible by 


the Ford gift merely to restore salaries to 
their 1939 purchasing power level and an 
increase fifteen times as great to provide 
adequate salaries today. 


2. Some difficult and courageous deci- 
sions by the heads of the colleges and uni- 
versities in apportioning the grants re- 
ceived by them. 


Terms of Gifts to Colleges 


The $210 million of the Ford Foundation 
gift going specifically to improve faculty sala- 
ries is being distributed on the following basis: 
Each of 615 privately supported, regionally ac- 
credited liberal arts and science colleges and 
universities receives a gift about equivalent to 
its last year’s teaching payroll. For ten years 
only the income from these gifts is to be devoted 
to raising faculty salaries. After that all the 
money can be spent in any way the institutions 
receiving it see fit. There is no requirement that 
universities having other than liberal arts and 
science schools limit use of the gifts to improv- 
ing salaries in these schools alone. They can 
spread it right through all their faculties if they 
wish. 


In addition to the gift of $210 million 
specifically directed to increasing faculty 
salaries, another gift of $50 million goes to a 
group of 126 institutions selected for spe- 
cially noteworthy leadership in improving 
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the status and pay of teachers. For these 
schools the individual gifts add about 50°, 
more to the amounts coming from the $210 
million fund. They can be used to improve 
faculty salaries if the institutions choose to 
do so, but this is not required by the terms of 
these gifts. 


The $210 million plus the $50 million should 
yield an income of $10-$13 million a year, Even 
if all this is used to raise salaries, it will be 
only a small step, however worthy, toward the 
$200 million per year the colleges need to meet 
their salary requirements adequately. 


Helps Some Who Need It Most 


In focussing its gift to improve faculty sala- 
ries in privately supported liberal arts and sei- 
ence colleges, the Ford Foundation aims at least 
part of the help at the spot where it is most des- 
perately needed. Numerous surveys have indi- 
cated that the most poorly paid of all college 
and university faculty members are those in 
small, privately endowed liberal arts colleges. 


But the overshadowing fact is that the 
teachers in our colleges and universities as 
a whole are badly underpaid. Just how badly 
is indicated by the chart above which first ap- 
peared in an earlier editorial. (Figures later 
than those for 1954 are not available. ) 


The Ford gift will turn the indicator of fac- 
ulty salaries, which now lies far below the gen- 
eral salary trend, upward a few points. And it 
will do this in some places where salaries are 
helow the wretched average shown by the chart. 


But the Crucial Test Remains 


College and university administrators will 
have the opportunity to extend further the proc- 
ess of getting the help provided by the Ford 
Foundation gifts where it is most needed. In 
general, this will mean giving it to senior fac- 
ulty members, in order to hold experienced 
teachers and make college teaching attractive 
as a career. But to make such a division in many 
schools will take extraordinary fortitude. 


The crucial test of the success of the enter- 
prise of the Ford Foundation in raising faculty 
salaries will lie in whether it prompts the rest 
of us —college alumni, individuals, business 
firms and legislators alike — to see that it is a 
great beginning, not a signal for a recess. 


Even with the Ford gifts providing $ 10- 
13 million a year, our privately supported 
colleges and universities must have an in- 
crease of about $190 million a year to 
provide decent faculty salaries. 


This is a job far beyond the capacity of 
the Ford Foundation, imposing though 
that is. It is a job far beyond the capacities 
of a few hundred large corporations and a 
few thousand wealthy individuals. If it is 
to be done, it is a job at which all of us 
must work with a will. 
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Introduced with the 
Sensational All-New 1956 


UREKA 


Super Roto-Matic 


MODEL 910 


(TS LIGHTER / 
ITS MORE POWERFUL/ 


EUREKA'’S exciting new giant, DOUBLE-SIZE paper 
dust bag supported by a giant DOUBLE-SIZE cloth 
bag is the hottest demonstration-selling feature to 
hit your sales floor. 

Make no mistake — this DOUBLE-SIZE dust bag 
plus EUREKA’S new CYCLONIC AIR ACTION pre- 
vents clogging of the dust bag... keeps suction power 
at much higher cleaning efficiency even with many 
pounds of dirt in the bag. Then too, the bag lasts 
twice as long...cuts replacement cost 50%. . 

These two dramatic demonstration sales-winners 
plus the many other advanced new EUREKA features 
quickly prove the all-new 1956 Super ROTO-MATIC 
the greatest cleaner value on wheels! 


et ‘69 95 


COMPLETE 
LOADED WITH EXCITING NEW FEATURES 





WITH NEW 
DELUXE TOOLS 









e New Double-Size Dust e New Easy-Glide Rug 
‘ / Bag Nozzle 
Lit e e New Cyclonic Air Action ¢ New Deluxe Tools with 
No / New Zip-Clip O Vinyl Hose 
Latty- : on Tox — e Adjustable suction for 
No wow lightweight fabrics 
¢ New 4 Rubber Swivel ¢ Motor rated 750 input 
Rolls from room to room Wheels watts @ HP.) at 
4R " e New Lighter 14,000 R.P.M. 

= nee Weight e Full One Year Guarantee 


Ball-Bearing Wheels 


EUREKA WILLIAMS 
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ational all-new EUREKA 
Super ROTO-.MATIC model 910 to MORE home- 


makers in your area... MORE ready Prospects for the 
sreatest cleaner value on wheels! Here’s real pre- 
selling for your market... the kind that makes your 
EUREKA local advertising “pull like a house-afire.”’ 


TERRIFIC SURE-FiRE PROMOTION 
NEWSPAPER ADS IN 3 SIZES 


57 inches— (4 col, x 1414") 
33 inches— (3 col. x 11”) 
15 inches — (2 col. x 714") 


from your Eureka Distributor and get your big 


introductory Spring Promotion going at once! 
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EUREKA 


Roto-Matic Model 805 
ffer 
0 . 54995 Complete with 


vxe Tools 
Regular Price $69.95 
Feature in “Box” in 
All New Model 910 Ads 
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EUREKA Automatic Model $-255 


For wall-to-wall Sorpets—big rugs, 
Offer 9795 Plus Trade In 
at Cleaner 


Regular Price $89.95 Tools $19.95 
Beats, Su ‘€eps and Suction ( ‘leans 
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...an economical and satisfactory plan” 


soys R. F. TRANT, JR., Pres. (seated), and H. W. BUTT, Vice 
Pres., R. F. Trant Distributing Co., Norfolk, Va. Distributors of 
Admiral and other leading lines. 

















We began dealing with Commerciat Crepir over 15 years 
ago. Working with their standard plans has simplified opera- 
tions for us and we are confident that the insurance and other 
benefits have meant more sales for our dealers. The seasonal 
trend in sales makes it important to build up inventory prior 
to the heavy selling season, CommerciaL Crepir is an 
economical and satisfactory plan to accomplish this without 


tying up working capital.” 





Commercial Credit dealers 
are successful dealers 








Write or call our nearest office for complete 
information on the benefits of COMMERCIAL 
Crepit PLan. Why not do it today? 








Gt > COMMERCIAL CREDIT CORPORATION 
Ne - A service offered through subsidiaries of Commercial 
OM ERCIALS Credit Company, Baltimore .. . Capital and Surplus 
CRE vn! dopa over $180,000,000 . . . offices in principal cities of the 
nal v . United States and Canada. 
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WE ASKED MANUFACTURERS 
TWO QUESTIONS... 


| Why Should A Dealer Go Into 


the Kitchen Business? 


2 How Does He Go About It? 


HERE’S A ROUND-UP OF THEIR 


ANSWERS. . 


. They don’t agree 


on everything but their advice 


will provide the dealer with some 


answers to the question... 


By TED WEBER, Jr. 


¢ OW do I get into the kitchen 
H business?” 


There’s no other question asked 

more often in the appliance industry today. 

And, unfortunately, there’s no question to 

which it’s harder to get a simple, workable 

answer, although manufacturers have a ready 

answer as to why the dealer should get into 
the kitchen business. 

Most manufacturers also have very good 
training aids and training programs available 
once the dealer has made the decision to go 
into kitchens. 

But there’s a link missing in the chain. The 
dealer who agrees completely with talk of the 
kitchen industry's potential is still going to 
want to know what’s involved before he 


1956 


makes a personal decision to get into the busi- 
ness. If his decision is affirmative, then the 
training materials already available will be 
put to good use, What's missing, then, is a 
simple answer to the one vital question: How 
do lo into the kitchen business? 

Why hasn’t this information been com- 
piled before? Why did Execrrica, Mer- 
CHANDISING editors, in dozens of interviews 
preliminary to writing this ng find it neces- 
sary to press manufacturers for a point by 
point answer to this basic question? What 
makes such a basic question such a difficult 
one to answer? 

There are several answers. Two are only 
partial answers; the third is basic. First, 
manufacturers maintain that dealers won't 


How Can 
You Get Started in the 


Altchen Business ? 


Electrical 


Merchandising 


HOW TO 
SELL 
KITCHENS 






take the time to read such information when 
it is put together, They point to the example 
of one cabinet firm which several years ago 
‘seerwty a detailed study on getting into the 
nusiness, It allegedly failed to do the job. 
Second, answers to the question of how do 
I get into the kitchen business are best pro 
vided in a personal interview, rather than 
through a single booklet offered all dealers, 
regardless of their size, their intentions, 
their capital, their community and market. 
This has been particularly pertinent up to 
this point. Few dealers are kitchen dealers; 
few are at the immediate point of getting 
into the business. Many don’t belong in it 
A a conversation between the dealer 
and the distributor and/or the factory repre- 


MORE 
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sentative serves a twofold purpose. It 
provides spec ific answers for specific 
dealers, it helps the distribytor qualify 
the dealers he wants in the kitchen 
business, 

The third, and by all means most 
important, reason why there are no 
ready answers to the problem of get 
ting into the kitchen business is simply 
this: Nobody knows what the kitchen 
business really means. It is all things 
to all men. In talks with three manu 
facturers on a single day last month 
ELecrricaL MERCHANDISING was told 

1, For the average dealer the 
kitchen business should revolve around 
selling the cabinet sink and some wall 
cabinets. This average dealer should 
sell only one-wall kitchens or at most 
try turning one corner, To meet de- 
mand for built-ins he should sell 
stack-on or modular units. 

2. The kitchen business involves 
planning the whole kitchen and the 
dealer must be ready to handle 
built-ins and make structural altera- 
tions. But all this can be done with 
a minimum investment. 

3. The kitchen business involves 
an investment of between $5,000 and 
$15,000 with an accompanying invest 
ment in manpower, 

There is no one individual today 
qualified to say which of these dras 
tically different approaches is the right 
one. There is even a good chance that 
each approach is “right” for a specific 
group of dealers. But this does not 
make it any easier to come up with 
a simple, all inclusive answer as to 
what's involved in getting into the 
kitchen business. 

A good idea of just how compli- 
cated the whole picture is can be 
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KITCHEN 


1. Check your own 







— 


market's potential 


gained by studying for a moment the 
question of built-ins. Most manufac- 
turers say that one of the most im 
portant reasons why the dealer should 
get into kitchens is that he must do 
so to capitalize on interest in built-in 
appliances. Yet there is a group of 
manufacturers who feel that the 
built-in as we know it today is an 
interim appliance, midway between 
the conventional free-standing appli- 
ance of yesterday, and a drastically 
redesigned modular appliance of to- 
morrow. 

Here's the way J. C. Martin, mana- 
ger of Frigidaire’s future product plan- 
ning department puts it: 

“The built-in was a stop-gap meas- 
ure, resurrected from the bo's to 
quench the thirst for advancement by 
being different. And it has served its 
purpose well, But it is not the long 
term answer. Some modifications of 
the built-in, such as the “stack-on”, 
tend to reduce the cost of installa- 
tion, ease the replacement problem 
and simplify the co-ordination jumble 
(which Martin sees as inherent diffi- 
culties with built-ins). The pre-group 
ing of appliances into package kitchen 
centers has progressed still farther to 
ward a proper solution. All of these 
have, however, been part way meas 
ures and represent only a step in tran- 
sition. . . . The proper answers now 
appears intuitively obvious . . . a modu- 
lar component kitchen of free-wall 
construction, fully integrated and able, 
so to speak, to stand on its own 
feet . . . each appliance is a modular 
sub-component arranged into function 
centers . . . simplified pre-engineered 
plumbing, wiring, lighting and ven- 
tilation require a minimum of installa- 
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2. Pick a branded, well-advertised line 


tion cost and time.” 

Many will disagree with Martin's 
analysis of the problem. ‘Ihey are 
more confident of the built-in’s fu 
ture. Martin himself adds that built 
ins will have a definite place in the 
appliance market for many years to 
come, although he expects them to 
evolve as modular units which will be 
used as stack-ons rather than built- 
ins. Philco’s new modular units are 
being offered as a simple solution to 
the demand for the built-in look. 
Other manufacturers have moved, or 
are moving in this direction. Yet no 
visitor to last month’s Chicago Mar 
kets or the Builder’s Show will under 
estimate the future of the built-in. 

Here again the ultimate answer is in 
doubt. And here again the final an- 
swer may be that both built-ins and 
stack-ons have a future. The appli- 
ance dealer, however, can hardly be 
blamed for being somewhat confused 
at this point. Depending on the line 
he chooses he will be swung toward or 
away from built-ins. The basic thing 
that remains will be his designation 
as a “kitchen dealer’. There will 
be as many kinds of kitchen dealers 
as there are marketing philosophies. 
It is difficult, in the face of a situation 
like this, to come up with an answer 
to the question of how the dealer 
should get in the kitchen business. 
Nevertheless, there are certain funda- 
mental questions which can be an 
swered. On some, most manufacturers 
agree. On others there is a widespread 
area of disagreement 


WHY THE DEALER 
SHOULD SELL KITCHENS 


Actually there is more agreement 
on the fact that the dealer should 
sell kitchens than on why he should 
sell them. But even the disagreement 
on this point is largely a matter of 
emphasis. 

There are two principal arguments 
advanced by most manufacturers. 


3. Investigate the distributor's facilities 


They contend that the dealer should 
sell kitchens becaus« 

(1) It’s a profitable busin 
2) It’s an entre into the built-in 
business and the built-in share of 
the market is growing steadily 

Most other arguments are subsid 
iary to these two. Thus, the familiar 
statements that there is little dis 
counting, no trade-ins, no service, no 
parts troubles, and no inventory prob- 
lems are all part of the general argu 
ment that the kitchen business is 
profitable business. Most manufac- 
turers also dwell on the broader mar- 
gins (usually 40 percent) being of- 
fered. 

Other arguments point out that 
kitchens provide a bigger unit sale 
and offer a virtually untouched mar- 
ket. Thus, in a new booklet on “Why 
Get In The Steel Kitchen Business’, 
Republic Steel calls attention to the 
fact that over four million kitchens 
are installed yearly and 65 percent 
of this is remodeling business. Dol- 
larwise, says the Republic booklet, 
the industry has grown 1067 percent 
in 15 years—from $15 million to $175 
million annually. The book even pro- 
vides a work sheet on which the dealer 
can figure the number of owner-occu- 
pied homes in his trading area, the 
number of these which will be re- 
modeled, the number who will re- 
model kitchens in the next year, the 
percentage of these which will be 
steel, the average price and the yearly 
steel kitchen sales potential for the 
dealer's trading area. 

An idea of the size of the market 
can be obtained from estimates pre- 
pared by Crosley. The market is only 
10-12 percent saturated and continu- 
ally growing, Crosley officials point 
out, Sales in 1954 amounted to ap 
proximately $178 million and it is 
estimated that they were over $200 
million in 1955, 

Manufacturers also place consider- 
able emphasis on the fact that the 
kitchen business is a creative busi- 
ness, that it’s a business where self- 
expression can be given full rein, 
and a business where additional effort 


MARCH, 1956—ELECTRICAL MERCHANDISING 






























4. Hire a kitchen specialist or 
assign the job to one of your 
present employees 


5. Take advantage of all the training you can gé 


in planning and selling a kitchen 
can produce corresponding additional 
revenue. 

Advantages for the appliance dealer 
are summed up by Geneva Kitchens 
in this way: (1) the dealer will gain 
a local reputation which will be in- 
surance of future business to come 
a design created by a dealer is more 
easily remembered than the brand of 
appliance he sells; (2) the dealer will 
benefit from increased profit margins 
and relatively less competition in the 
kitchen business; and (3) the dealer 
will be protecting his share of the 
market, making sure that his future 
business is not picked off by others. 

These are all familiar arguments. 
Perhaps the most striking fact un- 
covered in the interviews preliminary 
to writing this article was the em- 
phasis being placed on built-ins as a 
reason for getting into the kitchen 
business. A year ago the dealer might 
be expected to sell built-ins because 
he was selling kitchens. Now he must 
sell kitchens to be able to sell built-ins. 
This change of emphasis is eloquent 
tribute to the growing importance of 
the built-in market. To adequately 
capitalize on this market, say the 
kitchen experts, the dealer must be 
in the kitchen business. 

There is, therefore, general agree 
ment on the fact that the dealer 
should be in the kitchen business. 
There is also general agreement on 


SIZING UP 
THE DEALER'S MARKET 


Once a retailer has been convinced 
that there is a potential in kitchens, 
he still wants answers to questions 
about his own market potential 
These include 

Is My Neighborhood a Good 
Kitchen Market? There are few mar 
kets where the answer to this will be 
anything but a definite yes, say manu 


Heres The Route The Dealer Must Travel 
To Get Into The Kitchen Business 


facturers. ‘They admit that concen 
trated low-income markets (New 
York’s lower East Side for instance) 
are not promising as a kitchen mar 
ket. A predominately rental neigh- 
borhood also is difficult since the 
dealer must sell the building owner 
rather than the customer. But, manu 
facturers add, there are few dealers 
who serve exclusively rental markets. 
Most markets represent a blend of 
home-ownership and rental. 

Some dealers are also skeptical 
about entering the kitchen business 
if they do business in an area of new 
homes. If a dealer serves predomi- 
nantly a market of houses built in the 
last three or four years this is a valid 
objection. But many homes built be 
fore that (in the late 40’s and early 
50’s) are ripe for new kitchens. At 
that time materials were scarce, hous 
ing was in great demand, and little 
thought was given to the kitchen. 
Only in recent years has the tract 
builder begun to design and merchan 
dise a kitchen as a sales feature. Thus 
many of the owners of houses pur- 
chased eight or ten years ago now 
find that their kitchen is inadequate 
or in need of repair. 

(Even in homes purchased in the 
last year or two there is a considerable 
potential—but in accessories, not 
complete kitchens. One regional man 
ager for a large cabinet manufacturer 
makes it a practice to tip off local 
dealers when he makes a sale to a 
tract builder. The dealer then has the 
opportunity to approach the house 
buyers with a line of accessories de 
signed for those cabinets. The plan 
has been surprisingly successful. ) 

Should I concentrate on remodel 
ing? There’s a difference of opinion 
here although everyone agrees that 
the dealer should put more emphasi: 
on remodeling than on new homes 
There are some who think that the 
dealer can sell the small builder. 
There are others who say that even 
the small builder has realized that 


he can shop for a price and that by 
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8. Arrange a grand 
opening — and you're 
in the kitchen business. 


GRAND OPENING] 


me Kitchen Plane 





























7. Line-up an installation crew 


| 
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KITCHEN BUSINESS (continued) 








How The Experts Do It 


How do big volume kitchen dealers handle the business? 
Hotpoint’s Customline department (built-in appliances) has 
just finished surveying 159 top-volume kitchen remodelers. 
Some are specialists who handle nothing but kitchen remodel- 
ing; others are appliance dealers who have a kitchen remodel- 


ing department. Here's the way these “experts” organize their 
kitchen business: 


@ Kighty-six per cent said they have a specialist in kitchen 
remodeling, Of the 23 remodelers who do not have a specialist, 
11 said owner or manager of store did the kitchen planning, 
4 said sales personnel or factory does kitchen planning, 3 said 
architects. 


@ Of those who said that they do not have a kitchen specialist 


the majority said that they did not have enough kitchen remodel- 
ing business or they did not have enough general experience. 


@ Sixty-three per cent of the kitchen remodelers said that a 
combination of knowledge and skills is required for training 
a person to be able to sell a kitchen remodeling job to a cus- 
tomer. Specifically, the specialists need general building skills; 
complete knowledge of the appliances, interior decorating, color 
and design; architecture, plumbing, electrical and kitchen effi- 
ciency skills. 


@ Other skills are layout and planning, installation, salesman- 
ship, factory training and experience, mechanical drawing and 
cost estimation, Fifty-four per cent of the kitchen remodelers 
are franchised for a brand of appliances while 46 per cent are not. 
@ Kighty-nine percent of the remodelers have used built-in 
appliances, 

@ Built-in range has been used by 95 per cent of the remodelers 
who have installed custom equipment; the dishwashers by 58 
per cent and the refrigerator by 54 per cent. 


@ Average number of kitchen remodeling jobs per year ran from 
45 to 65 per year with an average cost of about $1700, with an 
annual gross of $76,500 to $124,500 per year. 

@ Interviewed remodelers said that the main thing a manufac- 
turer can do to stimulate kitchen remodeling business is to adver- 
tise more. Companies can do a good job in two ways—1—Good 


over-all advertising—2—Promotion of “dream’’ kitchens. 


@ Remodelers asked for three general categories of technical 
help from the manufacturer. 1, Literature—especiall — 
cation sheets and catalogs of installation instruction; 4 Dealer 
training—particularly instructions concerning planning and draw- 
ing; 3. Assistance from factory personnel—most important being 
availability of factory trouble shooters. 

@ Ninety-six per cent of the remodelers think the prospects for 
built-in appliances are “excellent.” They generally say this 
because they feel that there is an increasing number of consumers 
interest in this kind of appliance. 


@ Ninety per cent of the remodelers think the future of the 
kitchen remodeling business will be “excellent” mainly for these 
two reasons: 1, There are plenty of old homes which need to 
have their kitchens remodeled; 2. Women are becoming more 
conscious of the design and appearance of their kitchens. 

@ Eighty-seven per cent of the kitchen remodelers said that the 
kitchen remodeling business was a good one to be in today. 


@ Here are reasons why 87 per cent think kitchen remodeling 
is a good business to be in: 


1. Good market with lots of old homes 

. People getting interested in better living 

. New advances in appliances are attractive to women 
. Advertising has created a demand 

. Profitable 

6. Not seasonal 

7. Satisfying, enjoyable work 


“Ah we 


@ Kitchen remodelers said that they thought the best way to 
finance appliances included in a remodeling job were F. H. A. 
(57%); bank (43%), cash only, no financing (13%). 











the time the dealer las made the sale 
he will be working for no profit. Those 
who say the re can get his share 
of this business offer two points of 
advice: 

(1) Study your costs carefully, set 
a figure at which you can make 
money, and don’t go below it on the 
builder sale. This figure will not rep- 
resent full list. You will in effect be 
offering a builder discount. The vol- 
ume should make up for this loss of 
margin. 

(2) Offer the builder something 
besides price. Show him that = 
are offering a service. The kitchen 
is one of the few things not sub- 
contracted by the builder. If you 
can show him that you can provide 
extras in planning, supervision, and 
even sales, then you'll be able to talk 
something besides price with him. 

Are too many dealers in the kitchen 
business? With the possible exception 
of New York’s Westchester County 
there is no area “saturated” with 
kitchen dealers. (And even in West- 
chester, say some manufacturers, there 
is room for more dealers.) In most 
other areas there is no question as to 
there being room in the market for 
additional retail outlets. Manufac- 
turers point out that exposure helps 
sell the kitchen concept and that the 
presence of a number of competing 
dealers is actually an advantage since 
they'll be doing an institutional job 
of creating acceptance for kitchens. 
It’s up to the individual to capitalize 
on this and get his share of the busi- 
ness by good merchandising and by 
building a reputation for his work. 

Some manufacturers do, however, 
warn retailers that they should check 
on what sort of territorial protection 
a given brand will provide. Opinions 
on this vary, however. Some firms 
have a “mass marketing” approach to 
kitchen selling and feel that under 
this system the market can support 
a number of dealers carrying their 
brand. You'll do well to listen to the 
arguments on both sides of this ques- 
tion, then make your own decision. 

If the dealer has gone this far, has 
been convinced that the kitchen busi- 
ness is attractive, and that there is a 
potential for it in his market, his 
concern will be. . . . 


HOW DO | 
SELECT A BRAND 


Surprisingly, there is considerable 
agreement among manufacturers on 
this point. Each feels that his line 
has distinct advantages but all feel 
that the dealer should ask the same 
basic questions while shopping for a 
line to carry. These include: 

Should I carry a nationally branded 
line? The answer here is unanimous. 
The dealer will face problems enough 
without trying to create acceptance 
for an unbranded line. Actually, most 
of the better known lines available to- 
day — as branded lines, But there 
are further considerations. The local 
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acceptance of the brand should be 
checked by the dealer. That can be 
done by talking with bankers, utility 
officials, dealers who are already in 
the business and even consumers. 

Several manufacturers point out 
that it’s important to choose a com- 
plete, well-rounded line which con- 
tains the products and specialized 
components necessary to do a thor- 
ough job of kitchen planning. The 
importance of this recommendation 
will vary, of course, with the dealer's 
approach to the market. If he’s in- 
terested in simple, one-wall kitchens 
built around a cabinet sink and a few 
standard cabinets the importance of 
a complete line will be less than it 
would be to the dealer who plans to 
become a true kitchen specialist. 

Should I carry a line of wood cabi- 
nets? The answer to this also depends 
on how far into the kitchen business 
the dealer plans to go. If he’s going 
to do a minimum job with kitchens 
then he should probably stick with 
a single line of steel cabinets and 
sinks. But if he is going to offer full 
kitchen planning, some experts think 
he ought to offer wood as well as steel. 

How many lines should I carry? 
Here again the answer depends di- 
rectly on just how deeply you plan 
to get into the kitchen business. Some 
manufacturers, however, feel that the 
dealer should concentrate on a single 
line. It would simplify all his opera- 
tions from planning through display, 
merchandising and installation. But 
other manufacturers think that the 
dealer who intends to be a kitchen 
specialist should carry both a stand- 
ard (popular-priced) line and a cus- 
tom line. 

Should price be a factor in choosing 
a line? Once again the answer is 
qualified by the dealer’s own inten- 
tions. A dealer intent on doing busi- 
ness with a minimum of investment 
would not want to choose a custom 
cabinet line—and the manufacturers 
of such lines would not franchise him 
even if he wanted a line. As noted 
above, some manufacturers think the 
dealer could profitably carry two lines, 
starting with a standard line and 
working up. Most caution against 
trying to do business with cheaper 
lines sold on a regional or local basis. 

Common sense indicates that there 
are certain other price factors to be 
considered, Thus, a dealer doing busi- 
ness in a low income market would 
probably be ill-advised to carry a cus- 
tom, premium-priced line. It’s just 
not suited for his market. In such a 
market the dealer may instead select 
one of the lower-priced lines of cabi- 
nets. Conversely, a dealer in a luxury 
market would probably do best to 
concentrate on the higher-priced lines. 
But for the average dealer such con- 
siderations won’t be too important. 
His market will be broad enough to 
provide prospects for either standard 
or premium kitchens. And it’s impor- 
tant that he not underestimate the 
importance of selling up to the cus- 
tom kitchen. 

But all of these criteria for selecting 


(Continued on page 179) 
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This is a $4,000 kitchen, sold and installed by dealer Oscar Spliid (right) 


of Eugene, Ore., but it started as one built-in appliance. 


And that's the secret of his $50,000 kitchen volume. 


He calls it. ccc 





Building a Business 
With Built-Ins 


By HOWARD J. EMERSON 


UILT-IN appliances are the foundation of 
B the nearly $50,000 kitchen business de 

veloped by Oscar Spliid of Eugene, Ore., in 
1955. And this kitchen business, representing only 
25 percent of Spliid’s nearly $200,000 volume, 
accounted for 75 percent of his 1955 profit. 

While many dealers are accepting a minimum 
stock of built-ins “just to hold the line” of con- 
ventional appliances, Spliid is keying his whole 
future in the kitchen business to the increasing 
acceptance he feels the public will give built-in 
appliances. To Spliid, built-ins are the stepping 
stone to volume and profit—and he feels that 
other dealers will come to the same realization. 

“Built-ins are one of the finest opportunities 
ever offered th« appliance dealer,” Says Spliid. 
“They give the dealer a chance to get into kitchen 
remodeling—and I believe that the kitchen busi 
ness is the last resort for the appliance dealer who 
wants to make a reasonable profit and still keep 
his self respect. 
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“Kitchen remodeling gives an appliance dealer 
a chance to move out of the ‘bazaar’ atmosphere 
that seems to have taken over the white goods 
business. He can operate a respectable appliance 
and television business because he doesn’t have 
to depend on it to the point where he must pro- 
duce volume at any cost or by any methods. 
(Spliid did nearly $150,000 in the Norge full line 
ind Sylvania TV in 1955.) In the kitchen busi- 
ness, a dealer can make full use of his knowledge 
of specialty selling, and he can get business be 
cause of his ability and willingness to serve the 
customer. That applies to any kitchen remodel 
ing, but even more so when built-in appliances 
are involved.” 

But, foresees Spliid, many dealers will have to 
consider built-ins and the kitchen remodeling 
business whether or not they do it for the type 
of business it represents. “We can’t overlook the 
way the public is taking a fancy to built-in ap 
pliances,” he points out. “The tremendous im- 
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HOW TO 
7-3 
KITCHENS 


pact built-ins have made in new construction is 
rubbing off on people who are not going to buy 
or build. More and more, the home owner is 
seeing that built-ins are the most attractive and 
the most practical way to have appliances, Also, 
in many fine older homes, the only room that can 
‘go contemporary’ is the kitchen.” 

How Oscar Spliid is building this business in 
built-ins—display, promotion, selling, and build 
ers—with an analysis of the profit structure of 
kitchen remodeling, is shown on the following 
pages. And it is natural that this insight to the 
market for built-ins should be from Spliid—he 
was in built-ins before he got into the regular 
appliance-T'V business. As central Oregon agent 
for Hobart’s restaurant line, Spliid found that 
there was a market for the company’s Kitchen- 
Aid dishwasher, not then being sold in that area, 
As he started to sell a few dishwashers, he found 
one person telling another, and soon he was in 


the kitchen remodeling business 
MORE wi 
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For Volume In Built-Ins — 


“Sell the Appliance Before the Kitchen’ 


USE MODEL KITCHENS AS STOPPERS... 































BUILT-INS only make this eye-catching window with copper front Revcos, KitchenAid, Pryne fan-light VARIETY available to buyer of built-in appliances will be evi 
hood, and coppertone Thermador range irresistable to passers-by, bring many into store yet much dent with completion of fourth model kitchen using same line 
comment throughout Eugen rea f built-ins, but showing stainless fronts, different wood finish 
BUSINESS IN BUILT-INS (continued) 
Can most appliance dealers develop — the kitchen to take them and to con up with the installation and remodel Ile has a complete kitchen in each of 
a profitable business in the built-in tract for the complete remodeling op ing that result from these sales. Like his two window areas, with the space 
ipphances which they are now carry eration. He believes that the dealer iny dealer who has pioneered in an between them opening to his exten 
ing either by choice or necessity? must understand this approach to the rea, Spliid with seven years experi ive display of the Norge appliance 
Yes, if they use the sellin gof built business: (1) That the appliance dealer ence in selling and installing built-in ind Sylvania ‘T'V lines. Two other 
8 as a springboard to kitchen r who goes after kitchen remodeling as relies heavily on word of mouth refer model kitchens back up to the window 
modeling 1 construction busin will be in ence from satished customers, on the kitchens 
No, if thev trv to become kitchen direct competition with the chain interest that is developed by the ey \ kitchen featuring built-in ap 
pecialists first and merchants of kitchen specialists, the « irpenters and posure of families to the kitchens he pliances is the best stopper’ a dealer 
built-in appliances second the cabinet maker that the ap has designed and built for their friend an put in his window,” Spliid report 
That consensus of many appliance plhance dealer who tries to build vol ind neighbors, and on the opportu from experience More attention 1 
dealers alread uccesstul in the han ume in built-in ipphance without be nity to refer prospects to homes where being given in the women’s magazin« 
dling of builtins, is proven again in ng able to contract for their installa they can see the results of his work ind the home magazines to built-in 
the operation of Oscar Splud tion and kitchen remodeling will have Of more interest to the newer dealer: ipplian es than to the other. It 
The name of his stor Modern 1 tough time in competition with the in built-ins, however, are Spliid’s ap bound to make a great many hom 
Kitchen ind the two model kitch dealer who can handle the whole job proach to display, advertising and pro ywwners at least curious, if not eager 
ens im the window indicate = th himself motion to see what these relatively new ap 
objective of his selling but not the lo develop his busin n built-in On the ontroversial issue of pliances are like and to sce how pra 
method Splud 1 i merchant of Splid promot KitchenAid dish hould display kit hens be up front tical they may ce for their own 
built-in apphances—built-ins for which washers, Revco refrigerators and freez or in the rear of the store’, Spliid kitchen 
he is rea ible and anxious to design Cl ind ‘Thermador rang ind end is definite on front-of-store location These built-ins in the window—in 
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SEEK ANY SIZE BUSINESS IN BUILT-INS .. . 
















tk 
SINGLE APPLIANCE sale, when a built-in, gets dealer into design and construction, STARTER toward future remodeling job and sale of more equipment may come 


gives him a chance to profit not only on appliance. Dealer must realize many 


from satisfactory handling of fan, hood and cabinets over free-standing rang 


post-war home need one r two built-ir not complete remodeling Getting full mark up on products makes even small jobs profitable, says Spliid 
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VERSATILITY marr tre tfort ’ ao deaier fu potential in built-ins Agair t BIG BUSINESS and profits can come t deaier wno makes reputot 
loca! trend ‘Eugene notior mbe capital) hor wner wanted stee kitcher itisfactory sma nstallotior f built-ir 1p 1 hos found it easier t ell up t 
jot t f t wit ? r Key 1 KitchenAid complete built-in kitchen than t« ell extra conventional appliance 





MORE wy. 
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HAVE A SPECIALTY TO TALK ABOUT... 


TALK OF TOWN is this indoor barbecue which Spliid designed 
people talking about Spliid’s kitchens, exposes them to built-in appliances, produces business. Spliid has built 10 of these in 


Eugene, sells them at cost, about $375. 


a kitchen arrangement that show them 
off to advantage—get people talking. 
We've had many couples come in and 
mention that friends had told them 
about seeing ‘the kitchen with built-in 
appliances’ in our window. I think 
that many dealers would be surprised 
at how frequently new kitchens—and 
particularly the built-in appliances— 
are the subject of conversation when 
women get together for bridge or ‘tea’, 
and even how frequently the husbands 
are brought into these discussions 
when couples get together in some 
one’s home. If just one person in 
these groups pops up with ‘there's a 
kitchen down in Oscar Spliid’s win 
dow that has a built-in range and re 
frigerator and everything’, then our 
windows are serving us well as a pro- 
motion, 

“Becoming associated with built-in 
appliances and kitchens modeled 
around them is very important to the 
dealer during this early stage in the 
acceptance of built-ins. Many couples 
who take an interest in a new kitchen 
with built-in appliances aren't sure 
just where to turn- should they go to 
the ‘kitchen remodeler’ as some lum 
ber companies or cabinet shops call 
themselves, or shall they go down to 
their favorite appliance store, which 
may have built-ins but no satisfactory 
organization for handling the installa- 
tion or remodeling. It is up to the 
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dealer to see that he gets himself 
known as ‘Mr. In Between’—the ap 
pliance store that can sell built-ins 
and the complete installation and re 
modeling job that may be needed with 
them.” 

Of course, no dealer can rely for 
prospects completely on the initiative 
of people influenced by national ad- 
vertising and word of mouth promo 
tion. And Spliid doesn’t. He seeks 
prospects for built-in appliances and 
kitchen remodeling from three sources 

(1) Steady newspaper advertising; 
2) "Phone book display; (3) Follow 
up on prospects provided by distrib- 
utor Eoff Electric Co. 

In the new telephone books for the 
Eugene-Springfield area, Spliid has 
display copy featuring the individual 
built-in appliances under their classi 
fication—dishwashers, ranges, refrig 
erators—as well as under the general 
titles of kitchen remodeling and ap- 
pliances. This is a new venture with 
good returns anticipated but not yet 
proven 

lhe most successful prospect build- 
ing effort by Spliid has been the use 
of display copy spotted in the “home 
and garden” section of the Sunday 
newspaper. Either or both Therma- 
dor built-in ranges and KitchenAid 
dishwashers are featured, with empha- 
sis on the store’s facilities for giving 
“free kitchen planning service” and 


its ability to handle installation and 
remodeling. 

No single effort on the part of 
Spliid or his organization has consist- 
ently provided as steady business as 
the 3-col. by 12-in. advertisement fea- 
turing the KitchenAid dishwasher 
with an installation price of $50, in- 
cluding “. . . all the plumbing, car- 
pentry and electrical work.” This ad- 
vertisement, which contributed greatly 
to Spliid’s record of 150 KitchenAid 
dishwashers sold in 1955, has pro- 
duced prospects that ended up with 
completely remodeled kitchens in the 
$3,000 to $4,000 bracket. 

Spliid believes that the featuring of 
the flat installation cost is proving so 
successful because many prospects 
have been scared away from dishwash- 
ers because of either a ridiculously 
high estimate on installation, or an 
indefinite estimate. The validity of 
his thinking is shown in the advertise- 
ment—no mention is made of the 
price of the KitchenAid, which will 
run the customer over $300, but they 
come in and buy because Spliid has 
made it reasonable and definite just 
what the installation will cost. For a 
dealer to get this dishwasher business, 
the flat installation charge is a very 
practical promotion, Spliid explains. 
The average cost of the installations 
made during 1955 was $48 


Worth its weight (2% tons) in promotional value, it gets 








FREE You Housewives ARE 


KITCHEN 
PLANNING OVERWORKED! 
SERVICE! The average family of four uses 3,500 dishes c month 
ae and you housewives wash them all. Put the time 


with you normally spend washing dishes to use doing the 


: other thing you wont to do BUY A KITCHEN 
Kitchen Aid AID DISHWASHER . . . you'll sove days of extro 4 
Dishwasher work 





















fig/ DISHWASHER 


No matter what kind of kitchen you have, we have a 
KitchenAid mode! that will fit it perfectly. 


AND WE CAN DO ALL. 





oe, THE INSTALLATION WORK 
ee FOR ONLY 


BUILT-INS 
end 








500 


No other dishwasher dealer 
con make this statement 











For only $50 00 we will install « new K 
Aid Dishwasher and do all th 
corpeniry ead electrical wor 
PLY NOT ag 





EFFECTIVE prospect builder for Oscar Spliid has been this advertisement 
in Sunday newspaper home section, No mention of dishwasher price, only 
emphasis on low installation cost brought Spliid sale of 150 KitchenAids in 
‘55, led to many kitchen remodeling jobs. 
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In The Store 


“Sell the Idea of Built Ins, and Sell Yourself” 


HOLD THE PROSPECT... 





BASIC INTEREST of prospect, whatever built-in she came in to see, is the dealer's 
handle and he must never let go. Spliid first solidifies prospects interest in dish 
washer with demonstration, show of variety and flexibility. 


EW prospects come to Spliid’s 

store with a complete kitchen in 
mind. ‘The majority are interested in 
one part of that kitchen. With most 
kitchen dealers it is a new sink; with 
some appliance dealers it is a built-in 
range; with Spliid—for special reasons 
already given—it has been the dish- 
washer. 

Keeping a prospect from switching 
back to “the easiest out’’, a free-stand- 
ing appliance, is a basic selling job 
for the dealer who wants business in 
built-ins as well as the kitchen busi- 
ness it may produce, says Spliid. Some 
prospects, intrigued with the adver- 
tisements of kitchens using built-in 
appliances, may begin to cool when 
they realize that such built-ins require 
cabinet changes or some minor re 
modeling of the kitchen. If the pros- 
pect ever is allowed to stop drooling 
over the prospects of owning the built 
in, and decides to settle on a free- 
standing appliance, not only has the 
dealer lost the chance for the sale of 


the built-in and its installation, lost 
the opportunity to sell on up to a 
more extensive kitchen remodeling 
job, but, says Spliid, the dealer is 
likely to lose the prospect to the mar- 
ket place—for a free-standing appli 
ance she may decide to shop around 
for brand and price. 

Che dealer in built-ins must get the 
prospect to realize that there is even 
more beauty, flexibility and conveni 
ence offered by the built-in appliance 
than she realized when she came into 
the store. ‘The prospect can be made 
to feel that from the beginning the 
dealer and she are talking about “her 
kitchen”, a personal, individual kitch 
en that will not be like that of any 
other woman—because the built-in ap 


pliance can be arranged to her needs 


ind tastes. The cost of cabinet 
changes or remodeling—they’re not 
just installation costs—are costs of giv 


ing the prospect a modern and more 


beautiful room to work in 


While the dealer is making th 
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NEATNESS of built-in dishwasher is emphasized by Spliid to get prospect think 
ing of the appliance in her home, to get her thinking of the appliance as built-in, 
to make her forget anything she’s seen about portables 











CONVENIENCE of the dishwasher that interests her is emphasized by Spliid 
to get her thinking of the built-in appliance in use in her kitchen, and at same 
time to show off newest in sinks that will pair well with her dishwasher 


MORE 
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SELL 





OTHER BUILT INS are brought to prospect 


certain sale, can be led into as 


perfectly with other built-in appliances 


UP SLOWLY... 


simply as 
like thi 


attention once dishwasher seem 


and your dishwasher can matct 


retrigerator and freezer 


BUILDING A BUSINESS (continued) 


prospect's interest in a built-in more 
solid, he is at time 
himself as the yerson who can 
give the that builtin ap 
pliance in just the manner that will 
suit her lor, says Spliid, the 
dealer must always be selling toward 
the finished job—the built-in properly 
located in the kitchen, expertly in 
stalled and guaranteed, giving the 
owner pleasure, satisfaction and con 
venience that she does not now have 
in the kitchen, The built-in appliance 
on the dealer's floor is always a means 
to an end, and the dealer with interest 
in selling them in volume and getting 
the remodeling that goes 
with them, must always sell the end 
result. 

Leading the qualified prospect from 
the idea of one built-in appliance to 
the possibility of a partial or complete 
remodeling job on her kitchen require 
tactful handling of the 


the same selling 


one 


prospect 


tastes 


business 


fundamental 
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pecialty selling techniques for which 
appliance dealers are famous, says 
Spliid. This selling up may not b 


practical in the and the ex 
perienced dealer can tell when he is 
starting to sell himself out instead of 
up. More practical in store selling is 
the exposure of the prospect to th 
full line of built-ins and cabinet 
while the dealer holds on tight to the 
particular built-in that caused the 
prospect to come in. The latter i 
used as the reason to get an appoint 
ment to see the prospect's house at 
1 time when it will be possible for th: 
dealer to see both the prospect and 
her husband 

The crucial period of handling th 
prospect in the 


store, 


building a 
greater interest in built-ins, and lead 
ing to the possibilities of a kitchen 
emodeling job are seen in this serie 
of specialist Oscar Spliid selling at 
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SELL YOURSELF... 
fm Stainless Steel 


ae 





ae 
ADDED FEATURES possible in kitchens using built ins, also choice of metals or QUALITY of cabinets is shown to prospect as Spliid establishes idea that work he 


colors, i hown by Spliid as he tart jetting prospect thinking of remodeled can do will more than meet her demands for money worth-—also puts him in 


kitcher mething he can design and build to her personal taste favorable position should she shop competition and know what to look f 


MAKE A DATE FOR A SALE ... 


APPOINTMENT /{ pind ft t isnwasner ea tor estimate 
rror ifter he na used album t phot of kitchen he has installed 
b p tion and to indicate that every kitchen i different he 


ist visit the nome and make measurements 








PERSONAL SERVICE thot Spliid will give the kitchen customer is indicoted t ; 


pect as he shows her various small details that he gives attention to but whict 
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ore not normally considered or even seen by the customer 














LET THE OLD SELL THE NEW ... 
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DATED STYLE of older kitchen can be made incentive toward considering a 
complete remodeling job, says Spliid, if qualified prospect is made to envision 
in cabinets she probably dislikes 








how new built in appliance will look 





DISADVANTAGES of present kitchen, like shortage of storage space above, 
can become sales story toward idea of putting built-in appliances in new 
kitchen design that will give family modern, efficient use of available space 
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ADVANTAGES of old kitchen facilities or layout for use in remodeled kitchen 
con be used to push built-in appliances. Spliid shows recess for old refrigerator 
that he used to sell this family on built-in Revco pair 
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In The Home — 


“Sell the Individuality 
of Built Ins, and Sell Up” 


N the store, the dealer has increased 

prospect’s initial interest in built- 
in appliances, by giving her personal 
contact with them he has her feeling 
the so-called “pride of ownership”, 
he has tried to counteract any fears 
that she may have carried toward the 
cost of installation, and during this 
time he should have sold the prospect 
on himself as the one person best 
able to provide these wonderful built 
in appliances in exactly the kitchen 
that will suit her needs and tastes 
But that is about as far as he can go 
in the store, say Spliid. The individual 
kitchen must be sold in the home, 
with both husband and wife present 
Cherefore, “closing” a kitchen of 
built-ins in the store is not getting 

contract but getting an appointment 

for a visit to the home. 

The technique of selling built-in 
appliances and remodeling in the 
home has little if any parallel with 
the selling of free-standing appliances, 
say Spliid. In the home the dealet 
is selling the individuality of the 
kitchen that the use of built-ins will 
enable him to design for the prospects 

he is selling the convenience that 
the woman can have by arranging the 
built-ins to suit her individual needs 
ind personal working habits—he is 
elling the beauty of the kitchen he 


in design with built-ins, using their 


INDIVIDUALITY 


POOR ARRANGEMENT of work space 


tastes in color or wood finish. Always, 
says Spliid, the dealer is selling what 
built-ins will do right there in that 
kitchen for these home owners. As 
long as he keeps this approach he 
accomplishes several aims. He keeps 
them thinking of the advantages of 
built-in appliances, and therefore 
keeps them as his prospects—there is 
little if any shopping on built-ins once 
the dealer has the prospect to the 
point of considering arrangement and 
installation. He is encouraging the 
prospects to think up toward a more 
extensive kitchen remodeling job, 
with more built-ins than the one or 
two that developed their interest. And 
by getting the prospects to accept 
that built-in appliances are just what 
they need, the dealer gets them into 
the state of deciding which way the 
built-ins should be arranged—merely 
a built-in adaption of the basic 
techniques of getting prospects decid- 
ing which instead of whether. 


In this selling in the home, says 
Spliid, the dealer is drawing con- 
stantly on both the obvious needs of 
the old kitchen and on the expressed 
needs of the prospects as he gets it 
from observation and conversation 
Hlow Oscar Spliid handles some of 
these techniques of selling in the 
home is seen in the photographs on 
this page 


IS THE “CLOSER’ .. 


above enables Spliid to sell family on 


replacing modern range with built-in. Flexibility offered by built-in range 
convinced prospect that she would get arrangement to suit her work habits. 




















SUBCONTRACTORS ore so important to the profit a dealer can make in selling 
built-ins that the dealer must be familiar with the quality of work, the type of 
workmen, and the capacity of the shop, as Spliid is doing here 


| UILT-INS offer the dealer a 
chance to make a reasonable profit 
on the merchandise he sells and on 
the time he puts into sales and serv- 
ice. Earlier in this article Oscar 
Spliid explained why built-ins made 
the reasonable profit possible—here 
ire some pointers on how it is don 
Spliid’s objective in all sales of 
built-ins is to get a full markup on 
the appliances and other equipment 
that goes into the kitchen, plus 10 
percent of the overall job price as 
service charge to compensate him for 
his services in design and supervision 
“buffer” to cover unforeseen 
That is the objective, but not 
necessarily the achievement in a busi 
with as many unpredictables as 
kitchen remodeling. However, at least 
three practices which he has estab 
lished help contribute to the chances 
of Spliid getting at least close to his 
objective these are: (1) the type of 
contract with the customer; (2) rela 
tionship with subcontractors; (3 
handling of trade ins 
On all kitchen remodeling, whether 
installation of one built-in or a com 
plete kitchen, Spliid makes a one 
price contract with the customer. ‘Th« 
exact work to be done and the equip 
ment to be installed is specified and 
a flat price is given, not broken down 
by items or type of work. He has 
refused consistently, often under 
considerable pressure from prospects, 
to undertake a job on “cost plus” 
“On the surface, cost plus would 
seem to be the easiest way for a dealer 
to operate—what does he have to lose? 
Yet it presents too many problems 
It can get the customer involved in 
every detail of the job—‘why should 
it cost so much to do a little thing 
like that?’—‘say, if it is going to cost 
that much for such and such, let’s 


or aS a 


costs 


ness 
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skip it’—‘you said it would cost about 
so much for the plumber, and look!’. 
Furthermore, many customers build 
up a serious resentment toward the 
gross profit the dealer makes if they 
see it in dollars and cents. Just as so 
many think appliance dealers are 
robbing them by trying to get 28 per- 
cent on conventional appliances, so will 
the kitchen customer look at the gross 
profit as net profit and think it is too 
high. ‘They can’t or won’t understand 
the expenses involved.” 

A one-price contract can be made 
to have considerable promotional 
value in the long run, Sphid explains 
“Customers can be made to appreciate 
that in doing business on a contract 
price they know exactly what they 
ire going to get and exactly what they 
are going to pay. They have no fears 
as the job progresses that it is going 
to run higher than they thought 
or that they will be forced to cut out 
this feature or that appliance if the 
job starts to run over their budget. 
After a number of customers have 
experienced getting their built-ins and 
kitchen remodeling in this way, the 
dealer will find them boasting about 
it~all to the dealer's advantage. He’ll 
hear that someone has said something 
like this—‘Spliid said it would cost 
us $950 and that’s all we paid, and 
you know he ran into trouble on the 
wiring, had to do it a more expensive 
way, but it didn’t cost us an extra 
cent.” 

In arriving at the contract figure, 
Spliid has set up certain practices 
which have proven effective in making 
his merchandising of built-ins profit 
able 

Because the estimates on work that 
will be contracted are so crucial to 
the profit structure when a job is 
taken on a contract price, Spliid al 


1956 


Making a Profit 
From Built-Ins — 


“Aim for Full Markup 
plus 10 percent’ 











PROFIT ANGLE in Spliid’s use of contract for kitchen work is offering flat price 


“including used appliances.” Above 


is his display 


of used dishwashers——has 


taken 50 of these in last two years, finds good resale profit 


most always requires the carpenter, 
plumber and electrician to visit the 
location before giving him their 
estimate. Before they go he briefs 
them on the exact requirements of 
the work they will have to do, and 
provides them with any knowledge 
about the job that he has picked up. 
This method provides Spliid with 
a hedge against loss on a kitchen job, 
but it is not infallible. He is still 
responsible for costs that arise from 
the necessity of work that was not 
foreseen. So to act as a “buffer” on 
each job, Spliid uses one of two 
methods to put into the contract 
enough extra for unpredictable costs 
If no used appliances are being 
taken in trade on the built-ins which 
he is selling, Spliid adds a flat 10 per- 
cent “service charge” to his estimate 
10 percent of the equipment at list 
and the services as estimated. This 
umount is included in the contract 
price stipulated to the customer, not 
shown separately. 
If, as in most jobs, used appliances 





are taken in trade on the built-ins, 
Spliid does not include a 10 percent 
service charge. He offers the customer 
the contract price based on equip 
ment at list and services as estimated 
and states that he can do the job 
for that price “including the old ap 
pliances.” He has found that this 
method has many advantages: (1) It 
helps close the sale by giving the 
prospects the knowledge that they are 
getting something for their old ap 
pliances (they're actually getting about 
10 percent of the contract price); (2) 
it puts Spliid in a strong competitive 
0sition with kitchen remodelers who 
ave no facilities or interest in han 
dling trades; (3) it has proven a 
profitable part of his appliance busi 
ness because he takes in better than 
average used appliances which give 
his store a reputation and help build 
volume for his Norge and Sylvania 
lines; (4) without adding the service 
charge, thus keeping his price lower, 
Spliid still has a “buffer” to cover the 
unpredictable in each kitchen job 
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HOW 


OTHER APPLIANCES were not sold in this kitchen job, but 


Spliid made use of natural recesses to fit conventional range and refrigerator 





DISHWASHER and disposer sale by Spliid to one Eugene family 
$1570.75 job which returned $491.86 gross profit. Before and after photos 





ll 


are planned for 


BUILT-INS BUILD UP TO PROFITABLE KITCHENS 





show point of basic sale, and beautiful sink area after Spliid sold up to 
new Long Bell cabinets, modern sink, formica. Owner remodeled opposite wall 


into existing layout of room, without destroying possibility 











ing as location for built-in range and refrigerator-freezer in plans 








PLIID MAKES A PROFIT 


ANATOMY of a typical small kitchen remodeling 
job resulting from the sale of only two appliances, 
a built-in KitchenAid dishwasher and an incinerator 
disposer. What the sale of the dishwasher meant 
to an appliance dealer able to design and contract 
for its installation and for the remodeling that he 
could sell with it is seen in both the figures and in 
the sets of before and after photographs. This 
balance sheet points out to the dealer not only the 
size of jobs resulting from sales of built-ins, but 
the necessity of having the job priced so that a 
“buffer” is included to take care of unforeseen costs 
No used a ypliances were taken on this job, so the 
“service charge” was figured in the contract 
Structural problems on the recesses in the kitchen 
ran the carpenter costs well above estimate. Un- 
expeeted need to relocate service easily doubles 
what is a normal electrical estimate 


EQUIPMENT: 

Dishwasher 

Disposer 

Sink & fixtures 

Cabinets 

Formica, installed 

Backsplash 
SERVICES: 

Plumbing 

Carpenter. . 

Electrician. . 
Total estimate 
Add: 10 percent service charge 
CONTRACT PRICE 

Misc. costs 

Freight on cabinets 

Extras ‘given customer’’ (hardware) 
TOTAL COST OF JOB 
GROSS PROFIT ON JOB 


Estimate 
$334.95 
79.00 
65.00 
444.00 
250.00 
50.00 


75.00 
100.00 
50.00 


1427.95 
142.80 
1570.75 


Actual 
Cost 

224.75 
58.00 
44.94 
244.44 
141.85 
50.00 


75,00 
129.90 
110.88 


16.19 
16.30 
36.64 
1078.89 
$491.86 
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Here’s why built-in and stack-on ovens 


and 


surface units, despite their relatively high 
cost, are becoming an increasingly important 
part of dealer inventories 


By ANNA A. NOONE 


7 ITCHEN planning experts who 
kK have been studying the devel 
ypment of this market over the 
past five years, all agree that the pres 
ent trend to built-in, stack-on and 
recessed equipment in the kitchen 
stems from deeper roots than the or- 
dinary natural obsolescence created 
over the years as manufacturers add 
more convenience features to their 
products 
Public demand for built-ins reflects, 
rather, they say, the economic pattern 
of the country. Our national behavior 
and living pattern is always highly 
sensitive and receptive to the idea of 
progress, and during years of economic 
expansion, with a dominant success 
theme, freedom of individual expres 
sion is naturally rampant. This renews 
and strengthens the individual's de 
sire for something better Built-in 
kitchen convenience is the answer for 


home builders and homemakers. 
Barring a major war, these same 
experts predict that this desire for 


better things and better living, plus 
the ability to pay for such advances 
will continue to be the dominant drive 


ELECTRICAL MERCHANDISING—MARCH, 


li OUF CCONnOMY nM the next few ycalrs 
In 1955, it is estimated that kitchen 
remodelers did about $20,000,000 
business. Specialty kitchen remodel- 
ling firms are reported as doing about 
50 percent with built-in appliances, 
And the trend is definitely toward 
more and more kitchen built-ins. A 


5 to 10% increase is expected in 
1956, continuing upward in 1957 and 


1958 (EM—Jan. 56, p 104-298). 
Built-ins are not inexpensive. In 
addition to the initial cost of each 
piece of equipment, cabinets are re- 
quired to house the units. In many 
instances wiring and plumbing is re 
quired, Several trades must be sched- 
uled in sequence on the installation 
job, which adds to the cost. And they 
re difficult to replace with subse 
quent improved models. In anticipa 
tion of such difficulties many manu- 
facturers are offering additional lines 
of stack-on and modular units in addi 
tion to their in-wall, stripped models. 
Stack-ons tend to reduce installation 
costs, and they are easier to replace. 
Package kitchen centers and modu- 
lar components consistent with basic 


1956 


architectural construction modules and 
planning grids are progressing, Simpli- 
fied, pre-engineered plumbing and 
wiring, lighting and ventilation are 
included in several of the package cen- 
ters (G-E, Frigidaire and Hotpoint). 

There’s a trend toward drop-in, 
place-on, stack-on and hang-on, And 
look alike or match-mate styling is on 
the increase, further simplifying the 
kitchen planning job. 

In the following pages we present 
a check list of 1956 electric built-in 
and stack-on ovens and surface units. 
From the charts it can readily be seen 
that ovens fall into two general classi- 
fications—those stripped for in-wall in- 
stallation and completely finished 
modular units for stack-on cabinets or 
countertops. 

Stainless steel, brushed chrome and 
a variety of heat-resistant copper fin 
ished doors are most popular. How- 
ever, many lines also offer a selection 
of pastel baked enamel finishes. 

Non-fog, look-in windows are fea 
tured in some models and are offered 
optionally in other lines. Interior 
lights that turn on when the door is 
opened, pull-out removable broilers 
and racks, automatic time clocks, min- 
ute minders and thermostat controls 
are other features. Rotisseries and 
meat thermometers are available as 
standard equipment or accessories in 
some top models, and elevator type 


broilers that can be cranked up to the 
clement are other features 

Exterior widths range from 21 in 
ches to 444 inches for a double oven 
model, 

Among the newer features intro- 


the first time in 1956 is 
Admiral’s Hide-Away, free-standing 
oven and surface unit combination 
and Philco’s elevator oven. Both are 
pushbutton controlled. The Hide 
Away surface unit rolls out from un- 
der the oven at the press of a button, 
and slides back when not in use, The 
Philco oven can be raised from counter 
height to 15 inches above counter 
work surface at the press of a button, 
for eye-level oven loading and dropped 
down to any intermediary point. 

Surtace units are available in drop-in 
and stack-on types, Controls are lo 
cated on top, in front or remotely in- 
stalled on a nearby wall, Drop-ins fit 
flush with work areas, and many are 
only 3 inches deep, making it possible 
to use a drawer immediately below. 

‘Two and four unit sizes are most 
wpular, although one manufacturer 
1as a selection of 6-unit modeis, Deep- 
well cookers and griddles are available 
separately and in combination with 
some surface units. Practically all lines 
feature fast heat surface units. Many 
have one unit thermostatically con- 
trolled. Stainless steel, chrome and 
copper are popular finishes. 


duced for 


A CHECKLIST OF 1956 OVEN AND SURFACE UNIT 
FEATURES FOLLOWS ON THE NEXT FOUR PAGES 
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HOW TO 
SELL 
KITCHENS 





BUILDER SALESMAN Frank Attwood (right) of Glenn Flinn in Tyler, Texas, gets the jump on possible 
builder sales with early calls. It's a $10,000 a month ‘‘plus business’’ on builder sales alone 
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the Builder 





By N. BLEECKER GREEN 


It’s a plus business that brings in $10,000 a month to the Glenn Flinn dealership in Tyler, 


Texas, because the firm never stops selling and backs up its work with complete service 


YLER, Texas, builders joke about Frank 
(Watt) Attwood, the man at the right in 
the picture at left. They say Attwood 
beats the early morning dew to a construction 
site. This may be stretching the facts, but the 
underlying thought is sound, To get the builder 
business, you have to get there first. Or sooner. 
Attwood is a partner in Glenn Flinn, Inc., 
handling builder sales on a fulltime basis. It’s 
1 big job for only one man, but he has made 
it pay off. During the first ten months as a 
builder-dealer handling the General Electric 
line, the appliance firm did $10,000 a month 
on builder sales alone. Their gross for 1954 
was $925,000, in 1955 just about $1-million. 
Can the builder business be profitable? 
lhe Texas partners think so. Almost all of the 
business is on a cash basis Markup is 30 


DEALER GLENN FLINN (left) and management team of builder 
salesman Frank (Watt) Attwood and retail salesmanager Elbert Run- 
Flinn and Attwood, both former utility 


nels manage the business 
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percent from cost. And risk on credit is mil 
lf it does go wrong, a mechanic's lien can be 
filed. Most of the sales are complete package 
deals, especially where matched lines and color 
are stressed. No trades are involved. In all, 
it’s a good plus business. 


Sales to Small Builders 


Most of the builders in the Tyler area are 
small. A few (from 3 to 4) do from 20 to 30 
houses a year, but they are the exception. Most 
of the builders erect from six to a dozen units 
a year. About 75 percent of these houses are 
speculative. ‘The rest are custom. Since such a 
large number must be sold after completion, 
close attention is paid to the kitchen. It is the 
best merchandising tool the builder has in his 
home today 


1956 


In the future, builder sales may be the tran 
sition to a larger remodeling business for the 
Texas dealer. They are angling for the remod 
cling market right now, but do not have the 
right man to place in a fulltime job, ‘The tech 
niques learned with the building trade may pay 
off handsomely tomorrow, Four key points in 
selling the building trade, (1) color, (2) service, 
(3) quick delivery and (4) follow-up demos, 
have built a sound following. 

Glenn Flinn works with the standard G-E 
line of builder items. These are modular 
kitchen centers built-in oven and surface units, 
washer, dryer, combination washer-dryer, dish 
washer, disposer, three ranges, three refriger 
ators and built-in wall refrigerator. These 
items only go at builder prices. All others 
are sold at normal retail markups. 


men with the Texas Power & Light, have 49 people on the payroll in 
an east Texas city of 55,000. Sales manager Runnells was formerly 
with Goodyear in Texas for 10 years 




























SELLING KITCHENS TO THE BUILDER (continued) 








Getting the 


Builder Business .. . 


Ihe builder doesn’t come to Glenn Flinn’s in Tyler 
Lexa Builder salesman rank (Watt 
them. It's a fulltime job of scouting for possible lead 
finding out who is building on the newly staked out lot 
on the northeast side of town 

Builders and contractors are hard men to find. ‘Th 
can be many places at the same time, But never wher 
Attwood finds them everyvwher On 
the job it their ofhee. downtown or in the street And 


you look for them 


he slows them down with the offer of a cup of coffee m 
and then (see picture Calling on builders is just part 
of his busine But it's one of the most unportant. You 


have to find the builder before you can sell him 





CATCH ‘EM ON THE RUN is another of 
Attwood’s techniques for slowing down an 
elusive contractor. A favorite trick is to get 
them to have a cup of coffee. He makes 
notes on future jobs coming up. Every 
lead helps and is chased down 








Attwood go to 


ON THE JOB, Attwoox 


ites 


He 


doe 


nt 


try 


to 


chases 


nail 
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that 


check 


OFFICE CALLS 
Attwood checks with c 


down his 
job right then and the 


net 





contractors on construction 


id 


ond jor 


of jobs in the work 


for 


job 





ming up 
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she 
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pliance service is being rece 
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routine 


But he 


























mplete Store Helps Kitchen Sales to Builders. . . 


Brand names are an important part of the Glenn Flinn 
operations. They carry the complete General Electric 
line, plus Youngstown in the kitchen line. But it was 
not easy to get this. When they first set up business 
in 1930, they could not get the G-E franchise, It was 
not available. To get around this, Flinn bought out the 
local Goodyear store, which did have the G-E line 
They later dropped the Goodyear label and were in 
business as an independent operator. 

l'yler, Texas, a city of about 55,000 population, is sup 
ported by two major industries. Oil and agriculture 
Located near oil fields, it has many regional offices for 
leading petroleum companies, Its agriculture is not farm 
ing in the usual sense. In ‘Tyler this means roses. No 
small business, the annual rose harvest (that has made 
the city the “rose garden of the world”) brings in some 
$8 million a year. In addition, two industrial plants 
opened during 1955, One by National Homes and a 
second under way by General Electric (air conditioning.) 
Business is booming in the ‘lexas city and Glenn Flinn 
is doing well along with it 








ee. 


FALSE WALLS along three sides of the store give access to hook-ups for 
water, waste, gas and electric lines Live appliance are the rule at 


Flinn with demonstration kitchens also working 





SMALL APPLIANCE REPAIR CENTER js part of service function used to bulld 
store traffic. Flinn also does work for other dealers in town 


Aim is not to 
make money, but to build good will and traffic 


FLOOR SALESMEN work from Youngstown kitcher etup or 
showroom floor. While salesman in rear gives pitch on dist 


washer, salesman in foreground (left) can handle phone cal 
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SELLING KITCHENS TO THE BUILDER (continued) 
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NOTHING IS LEFT to chance. In the picture above builder salesman the job, just to make sure it is properly installed and that clearances 
Attwood is shown checking a built-in surface unit with carpenter on have all been correctly measured 


Selling Kitchens to Builders 
Means Service 


Any dealer who thinks that a responsible builder-dealer 
ducks the service end of the business is in for a rude shock, 
It works the same way as in retail sales. Service, from pre-sale 
planning to post-sale followups, is a strong factor in capturing 
and holding the business. It is one of the main factors that 
makes the Flinn operation the dominant one in Tyler, Texas 

From using store display facilities to help contractors sell the 
kitchen to post-sale demos, complete service is offered. Service, 
in its many facets, is important. A builder works on a tight 
schedule in most cases. Late delivery of a built-in oven could 
cause a highly paid carpenter to waste several hours on the job 
just waiting to add the finish trim. And a disgruntled builder 
may take his business somewhere else. Attwood never gives 
them the chance. He can deliver units in his well traveled 
station wagon (and has) if the need comes up. He checks the 
warehouse to make sure stock is available. Paint spraying is avail 








able, as are other extras in the business (see pictures). It is an FLOOR DISPLAY of General Electric’s kitchen center unit is used by builders 
excellent example of utilizing the resources of a retail outlet who send their clients in to “see what you like down at Flinn’s.’’ Floor 
to supplement the builder business salesman gives the complete pitch 
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REMODELING JOBS are also part of Attwood’s bullder sales. Here he checks with owner (center) 
who is contracting his own remodeling job. Carpenter listens as he explains proper clearance needed 
for dishwasher. 


( 
bes 
: a 












POST-INSTALLATION checks are made during workday of 
Attwood, as he checks out both visiting owner and carpenter 
on job site. Attwood works constantly to educate builder. 


~~ 


# 


Bema 





KITCHEN PLANNING HELP is offered to consumer (woman, their own, knowing the store and liking the lines carried. Others 
center) who brings in builder’s plans. Some consumers come in on are recommended by builders. 
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SELLING KITCHENS TO THE BUILDER 


(continued 





SPRAYING existing appliances is offered by Flinn to all customers buying appli- 
ances through store. Special arrangement is made with auto paint shop to 
spray units with G-E mix or match paint 








STOCKING ond delivery is not taken for granted by 
Attwood. He checks with Flinn warehouse constantly 
during his working week to make sure he can back up 


his builder orders with deliveries on schedule 





HOME SERVICE DIRECTOR for Flinn gives complete home demonstration of finished kitchen 


sold through builders. Store takes responsibility for this and creates goodwill among builders 


by following up on all kitchens 
End 
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In the shadow 


of Operation Home Improvement 
lies a $16.5-billion market. 


O 
. 
‘Mp 





APPLIANCE SHARE 
$2.1 BILLION 











The appliance industry will get a 
$2.1-billion slice of it if... 


The Kitchen Dealer Can Sell 
Home MOG!rMIZATION ., srscais» nasnson 


HIS year the American public 

will spend at least $14 billion to 

improve homes. That's 25 per 
cent more than last year—and prob 
ably a conservative estimate 

Officials of Operation Home Im 
provement say the total should hit 
$16.5 billion—and if ohi is a real suc- 
cess there’s no reason why the total 
couldn’t climb to $20 billion. 

Of this astronomical sum, about 
$2.1 billion belongs to the appliance 
dealer 

While the lion’s share of this huge 
fund will be going to lumber dealers, 
contractors and others, the appliance 
retailer will find a large-sized promo 
tional tool in Operation Home Im 
provement. That tool should help 
him scoop extra dollars into his cash 
register. 

Frankly, the dealer who is going to 
benefit most is the dealer who can 
grapple with large jobs—like complete 
kitchen remodeling 

Operation Home Improvement has 


two aims: (1) to interest more peopl 








ELECTRICAL 
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in improving their homes, and (2) 
l'o help to make :t easier for home 
owners to buy materials and services 


Chis second aim means that ohi 
is urging local dealers, contractors, 


and lenders to get together to provide 
“one-stop” service for people inter 
ested in making home improvements, 

As an example of what they mean, 
ohi officials note, “To remodel a 
kitchen completely can take as many 
as ten different dealers and contrac 
tors, plus the lender.” 

his year-long promotion may well 
turn into an effective spur for appli 
ance dealers who have been consider 
ing the complete kitchen business. 

Other segments of the home im 
provement industry have been quick 
to realize the possibilities of this drive 
Ihe National Retail Lumber Dealers 
Association, for instance, is urging its 
members not to “merely sell materi 


als” but provide “complete” SCIv- 
ice—even on kitchen remodeling 
NRLDA sagely adds, “The deale: 


who contracts with the customer to 


1956 





handle all details has better control 
of the sale and faces considerably less 
price competition.” 

Ohi, ot course, is not concerned 
with who makes the local sale, It 
merely tries to generate more inter- 
cst in home improvements and then 
urges local segments to work together. 

The need for this is obvious, ohi 
officials say. Home improvements 
have not had the advantage of “good 
packaging” in the past. Officials say 
every other industry has a product o1 
package which is easier to ay 

To prove the point, officials cite the 
Federal Reserve Board studies of con 
sumer intentions to buy. In every 
classification, with the exception of 
housing, people actually buy more 
than they intend to buy. When 
checked one year later, the actual 
purchase of housing was 50 percent 
less than the intent to buy. 

l'o ohi officials this proves conclu 


ively that home improvement is 
dificult to buy.” Ohi executive di 
rector John R. Doscher notes the 


effective campaigns of other industries 
to grab a larger on of the consumer's 
disposable income, 

“Last year nearly 8 million new 
cars were sold,”’ Doscher said, “And 
72 percent of the purchases were on 
time.” Credit purchases, of course, 
take consumers out of the home im- 
provement market for some time, 

“And look at the new competition 
offered by the airline,” Doscher said. 
“Their ads say: “Don’t put off your 
vacation——fly now and pay later,’ Even 
the morticians are in the credit busi- 


ness. There is one in Los Angeles 
who advertises; ‘Use our lay-away 
plan, Pay now, Go later,’” 


On The Brink Of Slums 


The concern for home improvement 
springs not only from the Sook ma 
terials industries. The subject of hous- 
ing renewal has come to the attention 
of top government officials, including 
the President, 

During the last Census, it was 

(Continued on page 196) 
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r SAHOUSANDS) of appliance 
kitchen dealers across the nation 
are having their sales affected 

by the kitchen-laundry ideas of Joseph 
L. Eichler of Palo Alto, Calif., and 
they will be for many years to come, 
As the country’s largest builder of 
contemporary homes—more than 3500 
so far Wichler has received consistent 
publicity in consumer and trade maga- 
zines for his pioneering in the use of 
built-ins, in the functional design of 
kitchens, and in the relationship of the 
kitchen and laundry to the rest of the 
home. 

Eichler “has won more prizes and 
been more widely publicized than any 
other builder in the country,” says an 
architectural magazine which calls him 
the “master of built-in merchandis- 
ing.”” Untold thousands of em 
who have not purchased an Eichler 
home, or have never been in one, 
have been influenced by the Eichler- 
developed designs as they built new 
homes or planned remodeling of their 
kitchens and laundries. 

What does such a forward-thinking 
builder think of the modern kitchen 
and laundry, and just what is it he’s 
doing that influences so greatly the 
public’s thinking, its appliance buying 
and kitchen planning? “The heart 
of your Eichler home is your kitchen,” 
builder Eichler has been telling pro- 
spective home owners since 1948. 
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has built over 3,500 pace-setting, modern homes 





One Builder’s Influence on 


The Contemporary 


About the 1,000 homes he now has 
under construction in northern Cali- 
fornia, Eichler tells the prospects that 
his kitchens are “. . . a miracle of well- 
planned convenience. Cooking is 
more fun in your super-sized Therma- 
dor built-in oven and range, and the 
overhead exhaust fan whisks away 
cooking odors before they start. The 
gleaming sink is equipped with a 
Waste King garbage disposer. Your 
Hotpoint dishwasher takes care of the 
dishes. Grease-proof asphalt tile floor 
is easy to keep sparkling. Snack bar 
makes it easy to serve dining room, 
creates extra counter space. Cabinets 
are finished in Zolatone, a washable 
plastic paint, have smoothly sliding 
doors to prevent bumped heads, 
barked shins. There’s a built-in chop- 
ping block, too, and lots of electric 
outlets for all your kitchen appli- 
ances 

Behind the Eichler pitch on kitch 
ens are enough reasons to put more 
dealers’ attentions on the kitchen mar- 
ket. “The kitchen is the most im 
portant room in the house to the 
woman at the time of purchase,” Mr. 
Eichler told Evecrrica. 
pisinc. And that thinking is pointed 
out in the well-planned routine which 
Eichler salesmen use in showing a 
model home to prospective buyers 
The kitchen is the last room the pros 
pects are shown before they buy or 
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go home to think it over. Eichler 
wants the kitchen “to leave a lasting 
impression because it will be the 
major factor in the final decision to 
buy.” 

The kitchen design that is swinging 
thousands of home builders and re- 
modelers across the country toward 
the compact, built-in, contemporary 
kitchen that got national publicity 
from the score of top awards received 
by Eichler and his architects, is not 
the result of chance or even of a 
single, well-thought-out design. 

To get the kitchen designs that 
have sales appeal as well as iong range 
satisfaction for home buyers, Eichler 
and his organization in Palo Alto, 
Calif., make a continuing study of 
kitchen design and construction. “The 
kitchen is the most mechanical part 
of the household operation,” says 
Eichler, “and its design has to be 
approached first as a company would 
plan a factory layout—figuring the 
steps for each function, and the rela- 
tion of each operation, and from that 
study locating the various working ele- 
ments of the kitchen. Then the most 
efficient layout is designed to give it 
the charm and esthetic qualities that 
will make the kitchen livable as well 
as workable.” 

Into the many designs developed 
by Eichler’s architects, A. Quincy 
Jones and Frederick E. Emmons, go 
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the results of hundreds of interviews 
with owners of older Eichler homes. 
These owners are queried on how well 
they like their kitchen and laundry 
arrangements, and what improvements 
they'd suggest. About 100 floor plans 
are developed each year, and from 
these about 10 go into production. 
For pioneering in mass production 
of homes with extensive use of built- 
ins in the kitchens—and in the $9,000 
to $20,000 price range—Eichler has 
no competition. Eichler homes have 
used more than 2,000 built-in elec- 
tric ranges, 1,850 built-in dishwashers, 
1,900 garbage disposal units, and 
1,500 combination washer-dryers set 
into cabinets with Formica tops. 
Built-in appliances in the Kitchen 
have become an Eichler home trade- 
mark now copied in self defense by 
practically every tract builder in north- 
ern California. Originally, says Mr. 
Eichler, he built his kitchens with 
just a pipe for a gas range and outlets 
for the refrigerator and other appli- 
ances. Sales feature of the kitchen 
was work-saving layout and adequate 
storage space in built-in cabinets. 
Then he leoal that about 35 percent 
of the buyers wanted him to put in 
220-v. wiring for the electric ranges 
they were bringing with them, and 
he'd be involved in extra cost of open- 
ing walls before the house was turned 
over. About 1950, Eichler decided 
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like the 


Kitchen 


to go all-electric, putting 220-v. serv- 
ice in all his homes and supplying a 
free standing electric range with each 
home. Soon he saw the advertising 
and promotional advantages of the 
built-in electric ranges which were be- 
ginning to take the public’s fancy in 


the ar West. From then on, every 
Eichler home has been constructed 
with a built-in Thermador or Hot- 


point range with complete rearrange- 
ment of the kitchen layout to take 
advantage of the better working pro- 
cedure possible by having the oven 
and the surface units separate. The 
success of these built-in units encour- 
aged Eichler to go further by building 
in a garbage disposer and then a dish- 
washer. Into some of the higher 
bracket homes he began to make a 
washer-dryer combination optional to 
the buyer, with the appliance set into 
a Formica covered counter in which 
a swing out hamper had been built. 
Now that Eichler is building only in 
the $16,000 to $21,000 price class, 
an automatic laundry is standard 
equipment in most tracts. 

Eichler has not yet tried building 
in a refrigerator and a freezer, although 
he feels that by 1957 these two appli- 
ances will be standard built-in equip- 
ment in his homes. However, the 
built-in refrigerator presents some 
problems to a tract builder, Eichler 
report One problem is style, an- 
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other is price, and a third problem 
Eichler not like the 
wall hanging type of refrigerator be 
cause he feels that it puts the re 
frigerator in the storage area of the 
kitchen instead of the work area. He 
likes the Revco-Westinghouse models 
that build into cabinets, and which 
would blend perfectly with the built- 
in oven—but so far the price is too 
high compared to the promotional 
value of offering built-in refrigerator- 
freezers in homes under $21,000. 

What size of refrigerator-freezer to 
built into homes is a problem no 
tract builder will ever solve perfectly, 
says Eichler. He points out that a 
family buys a refrigerator and freezer 
to suit the individual needs of the 
family—size of family, age of family, 
entertaining habits, etc. Yet, any of 
these families can be suited by the 
same range, disposer, dishwasher and 
laundry. At the moment, Eichler’s 
organization believes that the ideal 
refrigeration for its homes would be a 
built-in 4 cu. ft. freezer and a 10 cu. 
ft. refrigerator. 

Color is not an important factor, 
either in an Eichler home as a whole, 
or in the kitchen at all. Basic feature 
of the Eichler home design has been 
the use of Philippine mahogany panel- 
ling throughout for wall surfaces. 
Ceilings are open, with beams and 
exposed planking painted in light 


is size does 


1956 


with kitcnens that are copied by other builders all over the U. S. 


colors for reflection, Kitchen cabinets 
we prefinished in the Eichler shops 
with black Zolatone plastic, with 
white sliding doors. Color is built 
into the kitchen only in the Formica 
counter tops and the asphalt tile 
flooring, with the purchaser selecting 
color combinations. As sales manager 
Ned Eichler told Evecrraica, Mer- 
CHANDISING, “The ‘Eichlers’ are de- 
signed to provide a pleasant, neutral 
wood color that gives the home own- 
ers a chance to express themselves 
through the use of color in drapes, 
decoration and furniture—items per- 
sonal to them, which they buy or 
bring with them, and may later take 
with them.” 

Colored appliances are not supplied 
by Eichler, and so far his organization 
has discouraged home buyers from 
purchasing them. Colored appliances 
are never displayed in the model 
homes from which the tracts are sold 

there’s too much chance that a 
prospective buyer sold on every other 
feature of an “Eichler” may be 
“psychologically allergic” to the color 
that is shown. Only white enamel 
and stainless steel have universal ac 
ceptance among home buyers, Eichler 
contends, and his preference is to- 
ward stainless because of its perfect 
harmony with natural wood finishes. 

Appliance dealers in the area of 
Eichler’s building activity have noth- 





ing to do with the supplying of built 
in appliances that go into his kitchens 
or Goodin Ranges, garbage dis- 
posers, dishwashers and washer-dryers 
are purchased in quantities to meet 
the needs of a tract from 20 to 1,000 
homes. The sale is negotiated in some 
cases directly with the manufacturer, 
in others with the distributors in near- 
by San Francisco. Installation is han- 
dled by the electrical and plumbin 
contractors who handle all the mie 
for the tract. Service is provided for 
each appliance during the guarantee 
period either by the distributors’ fa 
cilities, or as in the case of the 
Thermador products, by the Eichler 
organization, 

As a builder, Mr. Eichler is en- 
couraged by the strides being made 
by the manufacturers of electrical ap- 
pliances, particularly in the flexibility 
of size and style being made available 
in built-ins. However, he does feel 
that some times the manufacturers put 
automatic appliances on the market 
before they have been tested in the 
home. 

What is there about Eichler kitchen 
and laundry that should give them 
national publicity—and so influence 
thousands of families as they go into 
their appliance-kitchen dealers across 
the country? On the next four pages 
is a photo analysis of the famous 
Eichler features. . 


MORE * 
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Two-wall plan kitchen now used in all Eichler homes as 


] most efficient work arrangement for housewife, most 
Left of end of kitchen is front 
entrance of home. Bedroom wing other side of entrance 


ideal way to handle traffic 


ichler Sees 


his as the idea 


Ontemporary Kitchen 


ANY hundreds of kitchen de 
M signs have come off the 

boards of the nationally fam- 
ous architects that Eichler has used 
during eight years of building. About 
a dozen basic plans have been used 
(each with several variations to fit the 
plot plan)—and at its time, cach kit 
chen arrangement was considered 
ahead of its day for tract building 
Each design contributed to the next, 
either through success or failure. 
Today, Eichier and his associates be 
lieve they have achieved the ideal 
contemporary kitchen for homes in 
the under-$22,000 bracket. 

This ideal contemporary kitchen, as 
Eichler presents it, is a “two-wall” or 
“corridor” type. At least 18 lin. ft 
of formica counter top working space 
is provided, with more on the sink 
side than the range-refrigerator side. 
The Cabinets are pre-fabricated in San 
Francisco and shipped already finished 
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With These As Ideal Features 


in brown and white Zolatone plastics 
to the Kichler tract. In this latest kit- 
chen, at least 200 cu. ft. of storage 
space is provided. 

\ll appliances except the refrigera 
tor are built in and provided with the 
house. On the sink wall facing out 
doors, a Waste King garbage disposer, 
a Hotpoint dishwasher and a ‘Therma- 
dor oven are built in. On the op 
posite wall, Thermador range surface 
units are built into the counter 

l'undamental to the use of the “‘cor 
ridor” type kitchen and one of the 
reasons for its acc eptance by Eichler, 
is the providing of two entrances. In 
all Eichler homes, no matter which 
one of the many variations of the 
basic floor plan is used, one entrance 
to the kitchen is from the front entry 
hall. And the other entry to the kit 
chen is from the family room-dining 
area, At no time does the living room 
have to serve as a corridor. 











Surface units of range are opposite sink for “turn-around’’ monage 
ment. Chopping block is built into counter of all homes, beside 
space provided for largest of current model refrigerators 
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opens other end into ‘family room” 
with dining area. Turn-cround 
working system of two-wall kitchen 
accepted as best by interviews with 
»wwners of older Eichler homes. 


? Corridor styling of Eichler kitchens 





Built-in dishwasher beside sink, Garbage disposer is standard Soys Eichler “few extra dollars for this 7 Storage space, about 200 cu. ft 
oven in the corner out of way equipment, dishwasher optional single control mixing faucet helped sell in each kitchen, has become 
because least frequently used in lower priced homes women on the home.” trade-mark of Eichler homes 


MORE see 
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Eichler Kitchens 
Are the Result 
Of 8 Years Progress 


WHEN Joe Eichler quit the butter and egg 
business to build houses, it was because he 
felt that “.. . all other home builders must be c 
not to recognize the tremendous sales opportuni- 
ties modern architects were opening up for them 

designing better living into houses .. .” says 
House & Home magazine. Far westerners speak 
of “an Eichler” as a generic term indicating a way 
of life, Since the first Eichler home was built, the 
organization has continued to move forward in its 
designs, changing as the living habits changed, 
utilizing new materials as they became practical 
for tract building. 

As a result, there is little resemblance between 
the appearance of the first kitchens Eichler put 
in his homes in 1948 and the ideal which he feels 
he has reached with those being built in 1956. 
The materials have changed—so have the floor 
i. the equipment, and the relationship of the 

itchen to the rest of the home. 





First tract of homes built by Eichler had 
kitchens like this, little different than any 
$9,950 tract home—stock cabinets, outlets 
for gas range. Only wood paneling and snack 
bar area gave contemporary touch. 


Z 


Compactness of U-shape in later kitchen 
shows attention to convenience, attempt to 
meet rising acceptance of steel cabinets, 
opening ceiling area to rest of living area, 
addition of modern lighting fixture. 








Eichler's Laundries 
Have Kept Pace 
With His Kitchens 


N the long run, the attention paid by Eichler’s 
architects toward the importance and location 
of the laundry may have more long range in- 
fluence on home design than will the Eichler 
kitchen. Designers of custom homes have taken 
contemporary kitchen design well beyond what 
Eichler can do in tract building, but few, if any, 
architects or builders have separated the laundry 
from association with the heat room, (or base 
ment) or tie-in with the food room, (or kitchen), 
In the present models of Eichler homes, the 
laundry room is associated with the cleanliness 
area, (the bathroom), and the clothes storage 
area. This present arrangement is the result of 
rogress through the years that Eichler has been 
puilding homes, and the utilization of the modem 
automatic washer and dryer. In this photo series, 
the laundry area is seen to develop from a neg- 
lected function to a well-planned part of the 
home operation and management. 


KITCHEN was first step into comfortable, clean area 
for laundry space. Reaction was mixed. Some women 
don’t want dirty clothes brought to food area. 


BUILT-IN laundry area, still in corridor of bedroom 
wing, came to Eichler homes when builder started 
providing G-E Washer-Dryer combination. 














BEDROOM CORRIDOR location for plumbing and elec- 
trical outlets for laundry lets housewife have equip- 
ment in area of home where soiled clothes originate. 


LATEST laundry arrangement, going in 1956 homes, 
puts laundry in area with second bathroom, sometimes 
completely within, sometimes partitioned. 



































home 


All-electric corridor kitchen becomes standard feature of Eichler homes, with electric range 
supplied with each 


Eichler by 


ELECTRICAL 


Emmanuel, with sliding doors. 





Note change to contemporary cabinets, 


designed 


Dishwasher is optional 


and built for 4 





Built-ins appear as Eichler equips all homes with Thermador 
ranges as standard equipment. First use, above 


resembles 
store display, is short on work space on right side 


Last of 1955 tracts are close to present ideal contemporary kitchen, with range and surface units spotted for most efficient use, Sink has single 
5 control mixer faucet, garbage disposer 


““free-hanging’’ cabinet adds to storage space and appearance 
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Outlets for table appliances are sufficient, and provided with switches 


Modern 


End 
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HOW TO 
SELL 
KITCHENS 





Thats why at this department store . . . 


They Sell 





year and nearly a $1 million total in 


By TOM F. BLACKBURN 


ECAUSE women, bless their 
B souls, like to shop in depart 

ment stores, Robertson's, in 
South Bend, Indiana, is finding it easy 
to sell them kitchens. 

On the sixth floor of this busy 
department store, in less than 360 
‘4 ft. are run up $45,000 worth of 
40 percent margin kitchen sales a 


ipphiance: 

Milo Cool, veteran appliance de 
partment that the 
margin on kitchen equipment is what 
first attracted him. Whether a de 
partment could install 
tactorily was what worried him 

Che store’s pattern of kitchen sell 
ing takes advantage of women’s pattern 
of buying. When purchasing a r 
frigerator, women also begin to think 
about some 


head dec lares 


store satis 


linoleum 


1 rug or a chair 


80% of Robertson's 
Kitchen Sales 

Are Made 

in These Ways 


] Almost one-third of Robertson's 


kitchen sales 


w less complete kitchen 
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When a woman buys a refrigerator 
she starts thinking of chairs, 

and pots 

and linoleum, 


says Robertson's of South Bend, Ind. 





kitchen sales start out as ? 


to prospects who come and want to buy a more 


Chey scramble things together like 
ham and eggs. They ar 
established channels of obtaining what 
they want. They are not in a strang 
plumbing establishment, a weird ele: 
trical contractor's shop. They are bu 
ing along methods they are used to 
only the kitchen equipment is new 
Milo Cool, who manages 
ippliances for Robertson's explains 
how kitchen orders are obtained: (1) 
women come in to buy a sink and end 
up by adding to it (30 percent of 


following 


major 


trom this 


Prospects who come in to buy a kitchen sink 
to a complete kitchen purchase ofter 





Kitchens the Way Women Think 


kitchen sales); (2) they come in and 
buy a complete kitchen (30 percent); 
(3) they are sold in their homes by 
Robertson men who call (20 percent 
Average order landed by Robertson’s 
for a kitchen is $650, with 95 percent 
buving on time. The kitchen market, 
Mr. Cool believes, lies in medium 
priced homes, churches, schools and 
remodeled houses he store can 
sell houses put up by small speculative 
builders, but not by the big ones. 


The “dream kitchen’, according to 


ee 





proceed 
enough 


to account for 30 percent of kitchen sales 
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Robertson has been the curse of 
the kitchen business. The store blames 
it on women’s magazines. They show 
kitchens to the housewife which she 
cannot afford. Too much dwelling 
on the impossible makes her dis 
satished lo avoid this, the store 
ictually tore out two kitchens which 
were too dolled up. 

rhe job of the store has been to 
get down to realities. It has been 
accomplished this way 

1. Don’t sell a $1,000 kitchen for a 
$12,000 house. 

2. Get a man into the house to 
hind out how style conscious the pros 
pect really is. On the spot he can 
see if she is ready to remodel. 

3. Don’t trust the customer on 
measurements. Milo Cool lost a big 
job once by accepting a customer's 
figures without checking them. Your 
man must remember that you can’t 
move the garage to sell a kitchen, or 
tear out the walls of the building to 
help the woman realize a dream. He 
has to be realistic 

4. After careful checking and 
measuring, sell the housewife a $79 
sink or a $7,900 kitchen—whatever 
he wants 

After probing the dream situation 
ind Milo Cool found more unreality 
in the kitchen field than anything 
else—he got the store down to brass 
tacks in other ways 

he store sticks to one line, Youngs 


town, and is loyal to steel It is 
going into colors slowly with 95 per 
ent of its sales white. (‘““The world is 


full of poor people, and we cater to 
them. They seem to want white.” 


Handling Kitchen Salesmen 


Kitchens cannot be high pressured 
They fit the friendly, small town at 
mosphere of Robertson’s. The store 
has six salesmen who sell appliances 
ind kitchens and a separate 'V de 
partment with five salesmen who sell 
'V and air conditioners. They work 
on a combination of commission and 
draw 

On kitchen business they start off 





ww 


with an appliance. The musts for 
housckeeping are a range, a retriget 
ator, a water heater or a washer. Dry 
ers, freezers, ironers are considered 
extras by the customer, From a talk 
on necessities the men proceed to 
kitchen equipment which makes apph 
ance use easier and appearance better 
like accessories with a dress. 

As quickly as possible, the salesman 
asks for a chance to visit the custom 
er’s home, which is easily granted at 
this point. If the sale started in the 
customer's house, a trip to the store 
follows, etc. 

Robertson men begin building up 
for a trade-in early. For instance, thes 
always refer to the customer's “old 
equipment.” ‘They never talk terms 
while presenting merchandise. When 
a close is due, prospects are asked to 
“pick out the merchandise you want 
and I'll get the boss.” The boss tells 
what is gomg to be allowed on a 
trade-in. The salesmen know per 
fectly well what is to be allowed, but 
it is more effective this way 

Don’t get the idea that the stor 
eschews trades. When it gets into a 
competitive battle, it prefers to give a 
long discount on trades rather than 
cut price 

Salesmen are told to operate this 
way in selling kitchens 

1. Tell the steel story. 

2. Tell how many years’ experienc: 
Robertson’s has had 

3. Offer to make a plan without 
charg? 

+. Make a date for a visit to meas 
ure, explaining that they cannot “play 
music by ear.” 

5. Never sav they are specialists 
Robertson's believes people buy from 
those they like rather than from the 
specialist 

6. Ask the housewife to bring the 
husband in to the store 

Give a basic price the customer 
can afford, but allow the customer to 
add to it 

8. Keep off color unless the cus 
tomer wants tt 

Continued on page 204) 


3 Twenty percent of kitchen sales come about as the result of a home coll 
v a Robertson salesman. The average kitchen sale usually amounts to 


sround $650 
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INTERIOR DECORATOR in Robertson's is available for consultation on 
kitchens and is extremely valuable in keeping kitchen salesmen out of 
arguments 





INSTALLATIONS move fost because Robertson's empioys its own carpenter, 
electrician and plumber, schedules their work carefully 





IMPORTANT advantage to Robertson's in its selling efforts is $85,000 
inventory carried by tore distributor, facilitating quick delivery and 
installation 
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Kitchen 
Design 


Specialist 


OBERT Ewing, president of Ewing 
R Kitchen Designers of Dallas, used to 
be a jack of all trades, but he found 
out it paid to be a specialist 
And when he became a kitchen designer 
only, instead of an appliance dealer-designer 
who handled his own installations, he also 
found he eliminated considerable headaches. 
“I had too many problems as a jack of 
all trades, When you have to spend a lot 
of time designing, selling appliances and 
then doing your own installations, you limit 
the number of jobs you can handle profitably 
In addition, in order to do a designing-selling- 
installing job properly, I had to spend far 
teo much time with each customer. Good 
designing alone means a lot of time enalyz 
ing the customer's requirements,” Ewing 
discovered 


Interviews Client 


Once he begins a job, Ewing first inter 
views his client to check the home furnish- 
ings, colors that appeal to the homemaker, 
number of members in the family, amount 
of entertaining, preference for type of 
kitchens, formal or informal, modern, con- 
temporary or period. In addition, he asks 
what type of cooking they prefer and if 
there is a barbecue specialist in the house. 
Perhaps the biggest problem to be met is 
surveying and measuring kitchen trays, sil- 
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COMPLETED JOB in the home of Mrs. James Wilson is photographed by designer Ewing so that he 


can show other prospects what his kitchens look like 


able to 


Robert Ewing of Dallas, Texas, finds it more profit- 
restrict his kitchen business to sales and 


design—leaving the installation headaches to contractors 


ver storage requirements, linen storage, etc 

“In other words,” I;wing points out, “we 
want to know a lot about what the family 
wants and expects in the kitchen. There is 
no point in designing shelves and spaces 
for trays if the trays won't fit.” 

The firm does not handle its own installa- 
tions. All jobs are contracted for with an 
outside firm that is retained on a yearly 
basis. Ewing does, however, supervise the 
contractor's work to see that it meets with 
his own and the homemaker’s approval. 

“T’ve found it much easier this way. Most 
contractors get about a 10 percent profit 
for each job. I can’t operate on such a slim 
profit. I’m not interested. It would tie up 
my employes too much. Besides, when you 
can get specialists to do the job at that 10 
percent arrangement, you eliminate all your 
installation headaches, the insurance and 
liability involved. You know very well that 
unless the contractor's work meets your 
specifications, he’s not going to get paid,” 
Ewing says. 


Two Makes Of Cabinets 


The firm handles Coppes-Nappanee and 
Geneva kitchen cabinets. As for appliances, 
he has a representative display in his store, 
but does not sell them 

He tries to push his two makes of cabi- 
nets, but if a customer prefers another type, 


MARCH, 


I'wing will get it for him. On appliances, 
if a client has a preference, the firm will try 
to get these appliances to fit space require- 
ments and the design. If asked to recom 
mend equipment, Ewing will give a fair 
appraisal a several makes, but leaves the 
decision to the client. 

The firm does not service appliances. It 
does purchase service contracts to go with 
them if the firm supplies these appliances. 
In several cases, clients will buy the appli- 
ances and ask Ewing to design a kitchen 
around them. It is his feeling that when you 
do other things along with designing, you 
detract from the fact that you are a kitchen 
designer. He employs three designers and 
a secretary to take care of the office when he 
and the designers are out on the job. He 
has no salesmen—the designers themselves 
must do any selling of a job that is necessary 


Referrals Bring Business 


Now that he’s firmly established, Ewing 
secures a considerable amount of his busi- 
ness through referrals—satisfied old customers 
who tell their friends. However, he does not 
wait for prospects to come to him. He re- 
ceives the daily Dodge Construction Reports 
which tell him of permits issued for new 
homes in Dallas. 

After getting these reports, Ewing will 
call the architect and talk to him about the 
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How Ewing Works 


kitchen design. In most instances, architects 
ire happy to have Ewing work with them. 
“The architect has enough to do without 





b having the homemaker on his hands con- 1. When he learns that oa permit has been issued for a new home, 
| tantly about where she wants this appliance Ewing (ett) cots on the qrenibect, i tus cess, Eni Prats, 00 Gen tor 

os aa appliance ; diplomatically ear tie os Laps ae the kitchen and working with the homemaker 
gz convince him that I’m happy to handle the pa 

homemaker—as far as the kitchen is con- 

cerned 

“I point out, too, that as a spec ialist in 

Zz kitchen design, I work with the architect, 


but he gets all the credit for the finished 
product—kitchen and all. And if the home- 
maker is pleased, the architect gets that 
much more good will.” 

As architect Emil Fretz, also of Dallas, 
points out: 

“We depend on specialists to help us 
out. After all, there is too much involved 
for us to try to handle everything and still 
do a top-quality job.” 


Stack of Clippings 


One good example of a time consuming 
matter as far as the architect is concerned 4s 
the homemaker who brings in a stack of 
‘ "ppings six inches high, cen says: Phis 2 Once he gets the job, Ewing’s next move is to visit the homemaker, 
is What | want in my kitchen! find out what she wants and expects in a kitchen. In this case, Mrs 


D. W. Varel told him that there must be cabinet space for her silver 
service 





“The architect has enough problems with 
the entire house without worrying about 
gadgets a homemaker wants in her kitchen,” 
Ewing declares. 

Aside from referrals and checking the 
Dodge Reports, he promotes his kitchen de- 
sign business through elaborate displays at 
the annual State Fair of Texas in Dallas and 
at home shows. 

“Our displays at the fair cost between 
$1,500 and $2,500 to set up. Usually, two 
complete kitchens are set up and the large 
crowds which have been attracted bring 
many inquiries which often result in jobs.” 

When he first began as a designer in 1940, 
Ewing secured his initial business through 
newspaper advertising, direct mail and show- 
room displays of kitchen models. 


Mailings Sent To Homeowners 





Four separate mailings were sent to home 


owners. The first introduced the firm’s pur- 3 After a survey of the home owner's needs, 4 During construction of the kitchen, Ewing 

pose and services. A second mailing showed Ewing sits down at his drafting board and checks the progress of the work. Me acts in a 
» pictures of various models. The third and starts designing her kitchen. He employs three supervisory capacity, but all installations are 

fourth mailings were follow ups whi h again other designers who both sell and design Most done by other contractors. This frees him from 

depicted kitchen models and sales features leads now come through referrals detail work and gives him time for selling 

but presented different ideas about the de 

signs. 


“I’m not interested in volume work, only 
new, custom-designed homes or remodeling 
jobs. Because of this, | do not bother about 
advertising to the masses or direct mail any 


5 At job's end, Ewing calls back 
more. Referrals, the Dodge Reports and re- 


to make sure that the finished 


sponse from the fair and home shows furnish kitchen is satisfactory. He handles 
me with plenty of business Geneva and Coppes-Nappanee cab 

“Kitchen designing is a specialist’s job. inets, but plans kitchens for other 
[here’s a place for it in today’s business makes as well. He doesn’t sell op 
world, but a sound knowledge of appliances plionces as such 


and a background in designing is essential. 
lhe consumer today wants a kitchen that 
combines practical and necessary appliances 
with everyday convenience. My own success 
and experience has proved this point,” Ewing 
concludes. 





End 
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‘They're 

elling 
COLOR TV 

Today... 





In Houston, there ippears to be more interest in color ‘I'V 
than anywhere else in the Southwest, largely because two local 
tations have color equipment. Among dealers, SOS ‘Television 
& Radio Service has had the most success. ‘The stations cooper 
ite with owner Tom Drisdale by advising him when topnotch 
telecasts are scheduled. Irom his list of previous black and 
white customers, Drisdale marks off those who might be inte: 
ested in color sets, By taking considerable interest in thes 
previous customers, he also knows the type of programs they 
enjoy best. ‘Thus, when an opera such as “The Magic Flute 
is scheduled, he contacts opera lovers and suggests a home dem 
onstration during the time that program is televised 

“IT find such prospects usually want a home demonstration 
ind in many cases they invite their friends, so I have pretty 
good exposure of a color set,” Drisdale says. “When you show a 
prospect something he likes, he usually 1s quite impressed.” 

Drisdale sends out topnotch servicemen to assure prope! 
installation and adequate training of the prospect on adjustment 
of the dials. In addition, these servicemen are salesmen in 
their own right and help to bring about sales through a “vaca 
tion jackpot’ program Drisdale instituted last November | 
and is carrying through to next June 1. For each $695 set sold 
through a serviceman’s efforts, Drisdale puts $15 into the jack 
pot. A $795 set adds $20, and $895 set $25 and a $995 set $30 
Chese bonuses are in addition to regular commissions given for 
sales, The jackpot will be divided equally among servicemen 
when vacation time rolls around. 

Ihe servicemen get another incentive under a plan whereby 
Drisdale will put a color set into their homes through his dis- 
tributor at the distributor's cost. They can purchase, for exam 
ple, a $995 set for under $600 and through an easy payment 
wrangement set up by Drisdale. The only condition is that 
servicemen do not sell these sets. 

“My idea is to convince the public that color TV is not 
gadget and by having servicemen who are enthusiastic, | 
believe we can do a better job,” Drisdale adds 
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Hoover Jones, who has an appliance and radio-I'V store in 
Fort Worth, uses the direct mail approach to get many of his 
prospects. Lists of Cadillac owners (plus any inquiries that 
result from newspaper advertising) provide him with his pros 
pect list 

Jones mailed to 300 car owners last fall and developed inter 
est in about 15 percent. In each instance, personal follow-up 
contacts were made and home demonstrations arranged. His 
serviceman, who understands sales procedure, helps develop 
further interest in the set. Vive sets were sold as a result of 
mailings. 

Jones called the Cadillac owners from among his files of over 
0,000 previous TV set buyers. As the price goes down and 
more programs are beamed over the three Fort Worth-Dallas 
ica stations, Jones will add to his mail list 

l'o expose people to color, he places a set in the country club 
ind holds in-store demonstrations to which people are invited 
through newspaper ads. His largest crowd, about 125, saw the 
lournament of Roses parade on January 2 when he remained 
Another 12 sets were sold through this adver 
tising and subsequent demonstrations in the store 


open for busine 


Get ‘em looking is the idea,” he says, “because people ar 


going to buy until they can see what they are buying.” 





MOST SELLING ot Hoover Jones Appliances in Fort Worth is done by 
the servicemen. Here Calvin Willeford, service manager, explains set 
operation to a prospect who has responded to a direct mail inquiry 





At the distributor level, J. A. Walsh & Co., of Houston, which 
handles RCA, is renting color sets to well-known public places, 
private clubs and lounges 

“Such a program exposes the mass of money people to color,” 
says D. R. Benton, sales manager. 

“During sports programs, rooms filled up and in many cases 
clubs had to resort to reserving space. Sales jumped appreciably 
though there is no way to say exactly how much 

“Prospects often call the distributor's office. We refer such 
calls to dealers who follow them up,” he adds. 

Another method the firm uses is to offer dealers sets below 
cost if they will place them in their own homes. Sets are often 
placed at convention or meeting sites as another means of 
exposing them to the public 
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Benton is a great believer in the future of color television but 
1e realizes that it is the dealer's responsibility to finally get the 
et to consumers 

Perhaps the biggest problem we face is a lack of imagmation 
ind pioneering spirit on the part of a great many dealers. If we 
can get them to place sets on their floors, I'm sure they will 

k hard to move them,” he concludes 

Color television is a long way from success in the Southwest. 
Generally speaking, only the larger cities and the immediate 
ireas around them are capable of reception. With distances as 

eat as they are from these metropolitan areas, much remains to 
be done. Once color becomes general in the cities, distributors 
ind dealers believe. then they can begin to move them in th« 


hinterlands 

[he consensus is that the giant still slumbers, Slowly but 
urely, however, he’s stirring and it won't be long before color 
television is no longer a rarit 


Black and white television programs mght now are the best 
to reach prospects for color [V—and 3-year financing 1s 
the best way to close sales of color set savs dealer Sol Wise 
man of Berkeley, Calif. During an experimental co-op promotion 
with RCA distributor Leo J. Meyberg Co., Wiseman’s store 
d 10 color sets in the first week after using the first of five 
one-half hour presentations of the “Victor Uheatre’”’ over KPIX, 
San Francisco. During that same week, 11 color sets were sold 
by RCA dealers in other sections of the Bay Area—together, an 
unprecedented number for a market with infrequent and off-time 
color broadcasting 
With black and white television we were reaching the most 
logical prospects for color—the famuli who depend on ‘IN 
for their entertainment; Wiseman comment Certainly, the 


families around the ‘I'V set between 7:30 and § o'clock on Sat 
urday night, when our program was on, are a captive group of 


Pp opl who can see the value of color 
(his promotion taught us three very important things about 
ling color ‘I'V that I believe will help us in the long run to 
build a volume in this type of market,” says Wiseman. “Tirst 
that in at least a downtown metropolitan market area like ou 
the ‘lunch bucket’ prospect is the one that will be a basis of 
volume sales right from the beginning. ‘The workingman’s fam 
ily the one that will sce the most reason for buying colo1 





BLACK AND WHITE or: grams, with the above set up for the com 
mercial, were used successfully | Wiseman’s, Berkeley, Calif., to build 


y 


ma interest in the store as < r TV headquorters 
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because it will mean the most to that family’s life. During our 
promotion, 60 percent of our sales were made to the ‘lunch 
bucket’ market—although they represented only 20 percent of 
the people who came into the stores to see color programs 

“Second—we learned that a good trade-in offer on the pros 
pect’s present black and white set is almost essential to gel 
this market to consider buying a color set. They have been 
using I'V so long and so well, and depend on it so much, that 
most of them have pretty new sets in their homes right now. 
It has been a big investment, and to face the investment of 
$1,000 or so more is too much, I think we shall have to just 
about buy back their present set at its original cost to make 
headway while color sets stay in the bracket they are now, In 
the long run, of course, the buyer's present set should stay 
as a second set, but right now we are talking of the opening of 
the color set market for volume sales at high prices,” Wiseman 
comments. During the announcement of the promotion over 
I'V and in the newspapers, Wiseman’s offered $150 for a 17-in, 
table model, $175 for a 17-in. console, $175 for a 21-in, table 
model, and $200 for a 21-in. console, toward purchase of the 
RCA color sets. 

“Third, we found that 36-month terms are necessary to close 
color set sales in any volume,” states Wiseman, “And these terms 
are as important to the dealer and the banker as they are to 
the customer, ‘Three-year terms put the very high cost of color 
sets down into monthly payments that the workingman will 
consider and accept~and which is equally important to us and 
to the bank, which he can continue to pay throughout the con 
tract.”” Every one of the 10 sets sold during the first week of 
the Wiseman promotion, and most of those in the weeks that 
followed, went onto 36-month contracts in a plan worked out 
by the lirst Western Bank & Trust Co. The customer, after 
trade or down payment, is paying between $27 and $30 a month 

“This promotion showed us that the dealer needs to have 
help from his distributor and manufacturer in order to create 
1 punch strong cnough to get enough people thinking about 
color and acting about it,” Wiseman says. As a co-operativ 
deal, the promotion involved more than distributor Meyberg 
sharing the cost of the I'V and newspaper advertising. On each 
of the Sundays following the sponsored black and white ‘TV 
how, which invited viewers to a Sunday showing of color at 
Wiseman’s four stores, the distributor supplied nearly a dozen 
distributor men. They helped on the floor, both as additional 
manpower to handle the crowds—nearly 1,800 in one store 
and also to help salesmen learn the techniques of selling color 
cts. At the same time, the distributor arranged for RCA Service 
to have a truck in front of Wiseman’s. The truck served to 
give visual evidence of the service reputation backing up the 
ts being promoted, while the truck’s servicemen kept the 
demonstrator sets in perfect control 


»( 








COLOR programs in Wiseman’s pulled crowds up to 1800 as result of 
commercials over black and white TV program. Dealer used long 
trades, long terms to get sets moving 





They're 
a 
Selling Ellis Home Applian s of ‘Tulsa, Okla., doesn’t expect to make 


much money on color TV this vear, but dealer Ellis wants to get 


in the busine early. Since KVOO guarantees 50 hours of 
OLOR V olorcasting a month, Ellis has a good chance to make some 
iles 


So far his promotion has consisted primarily of 5,000 Motorola 


direct mail circulars sent to customers and some newspaper 
0 a idvertising. As a result, Ellis sold four color sets last fall. Once 
eee he gets a lead he puts on a private showing in a converted cle 


ing room in his store. The room has been furnished from his 
furniture display and provides the atmosphere necessary to I] 
big ticket color 





In an effort to get mor publi exposure for color television 
cts were installed in five supermarkets in New York nd 
northern New Jersey last fall by WRCA-TV and the RCA di 
tributors in the area 

Participating stores included the fourunit National Groce 
Co chain in New Jerse y ind thi London | errace Supernma 


int New York, Participating distributors were Krich-New J} 
in’ Newark and Bruno-New York. Sets were placed in the 
by the distributors and imstalled by RCA Service Co. cre but 


dealers in the areas were notified and invited to tie-in with the 
promotion, ‘The grocery stor promoted the event heavily with 
large-space newspaper advertising, handbills and bag stuffers 

Store officials reported “phenomenal” interest in the color 
programs. Indicative of the value of the promotion in exposing 
consumers to color were the results of a spot check in one of 
the groceri Ihis survey showed only one im 300 of th 
women watching had previously seen color 





HOMEY ATMOSPHERE of Ellis Home Appliances color TV demonstra 
tion room gives dealer Ellis (right) opportunity to concentrate on the 
prospect in privacy and quiet. Here he shows a propect the local 
broadcasting schedule 





Home demonstrations are selling RCA color television receiv 
ers in the Greater Philadelphia and upstate Pennsylvania market 
serviced by Philadelphia distributor Raymond Rosen & Co. at 
such a pace that the distributor is predicting the problem soon 
will not be customers but production, 

Behind the spectacular surge in sales is the distributor's belief 
that “Color, properly demonstrated, will sell itself,” and the 
shrewd psychological tools placed in the hands of its dealers. 

lor over a year, while odie sat like a white elephant in many 
a dealer's showroom, Raymond Rosen spent large sums of money 
inviting the public to mass demonstrations, placing receivers in 
stores of 230 dealers, paying for installations of sets in the homes 
of these dealers to capture their enthusiasm. Despite all this, 
they still were not getting sales. Mass demos weren't producing 
and dealers were reluctant to gamble the $25 installation fee on 
setting up a trial demo in the customer’s home. 

‘Two pilot studies last fall gave William J. Strandwitz, man 
ager of RCA radio and television sales at Ravmond Rosen, che 
answer, 

First, he loaned four color television reccivers to Howard 
Kinkaid, Oaklyn Hardware, Oaklyn, N. J., a retailer who sold 





SUPERMARKET DEMO wos one of many mode in New York and N. J appliances only as a secondary phase of his business, told him 
last fall. Sets were placed in a voriety of public places under the spon how to get them into the homes of consumers, how to sell them, 
sorship of local distributors. Only one of 300 women in market had and said the distributor would pay the $25 installation cost. 
seen color before The dealer sold all four sets 
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REQUEST for a free home trial from customers in Philadelphia in 
response to Raymond Rosen’s promotional program, brings dealer 
Al Morgenstern to the door with a set which will be left for two or 
three days 


Meanwhile, Charlie Weber, owner of Weber Electric, Glen 
olden, N J. applhiance retailer, was pursuaded to try one more 
mass demonstration in his store. It didn’t sell one set 

These experiments produced the distmbutor's program 
launched during RCA Color 1'V Week, January 23-29, which 
proved so successful it has been extended indefinitely 

First, the distributor overcame the installation fee deterrent 
by telling dealers it would absorb the $25 charge during the 
drive. To stir dealers to action, a strong story to bring the publi 
to them went out to consumers via full-page newspaper adver 
tising, a saturation spot campaign on radio, window streamer 
and posters for dealer stores, announcing the free home demon 
strations. Results were as many as 32 calls for some dealers thi 
first day. 

Here’s what was suggested to dealers by personal calls from 
the distributor's representatives 

urn off the color TV set in your store, When customer 
come in to inquire in response to the promotion, tell them 
set isn’t hooked up. Don’t give the customer a chance to look 
briefly and decide she has seen it all. ‘This also avoids the nega 
tive of having to say. “There is no program on right now,” if 
such is the case. Describe the features to her, let her finger the 
dials, suggest you might be able to get a set for her to try at 
home. There is a waiting list but you will see if one is available 
and telephone her. ‘This gives you a chance to screen her credit 
and the size of her family. Prospects should be families with 
children. 

Once the set is in the home the wife and kiddies sell the 
set to the head of the house. When it has been installed, call 
on the housewife that day. (The distributor urges that the owner 
of the retail store make the first eight or ten demonstrations 
and sales personally so he may know at first hand how it can 
be done.) 

Show the housewife how the set is operated. Tell her what 
programs she can see and suggest she invite her neighbors in 
to see them with her. The psychology here is that no woman 
will part with color TV once her neighbors have seen it in her 
living room 
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FREE TRIAL installations under the Rosen plan, such as this one in 
the home of Mr. John Rodriguez, Phila ire underwritten by the di 


tributor. Over half of free trials during first week resulted in sak 


When the set has been in the home two or three days and 
the whole family has had a chance to get enthusiastic, phone and 
tell the customer regretfully you'll have to remove it sinc 
another lady is waiting and has planned to invite her neighbor 
in the following day. When the housewife wants to keep it 
longer, as she invariably will suggest, you stop around that « 
ning. ‘The family has already been sold in the comfort of thei 
own living room 

Of over 120 free home demonstrations during the first week 
64 percent resulted in sales, Strandwitz reported, ‘To meet de 
mand for demonstrations, many dealers took sets from then 
own homes. At the end of the week an additional shipment of 
76 sets to the distributor had to be shipped directly to the hom 
of consumers designated by dealers to save time, Demand for 
home demonstrations has now grown s0 large that all shipments 
are being made directly to free-trial customers. 

With the program in full swing, it had to be extended indefi 
nitely, Raymond Rosen expects to sell a minimum of 8,000 
RCA color television receivers this year compared to the 1,300 
they sold last year. “We believe we could sell 20,000 if we 
could get them,” says Strandwitz. 





SUCCESS of Rosen program hos exceeded supply of sets to such a 
degree that shipments are now being made by distributor direct to 
prospects—which accounts for smile on Larry Crevey, assistant RCA 
manager for Rosen. 





g Jim Smith of Skokie Electric Co., Glencoe, Ill., describes him 
elf as a typical dealer. He has sold four color sets to dat 


mostly to well-to-do people who came in during the evening and 
sat and looked for some time at a set in operation 
c and Smith says h 


hey demanded trade-ins and allowances 
cleared about $100 average on the sets he sold. His fe cling about 


loda his buyers: they earn about $10,000 a vear, like the snob appeal 
ees of being the first to own color. So far, he claims, service de 





mands have not been excessive and the sets work satisfactoril . i 
wu 
' @ 

Sol Polk of Chicago made nationwide news when he placed 
in Order for 500 color sets. Obviously, he expects to sell them 

Polk has already gotten his outside salesmen busy canvassing 
key prospects. He's placed color sets in the Key Club and other 
popular Chicago restaurants. In late December he sent out a 
hand typed letter to people important in the advertising, media 
and food industries. Accompanying it was a package of colored 
Vogue cigarettes and Polk invited the recipients of his letter to 
“have a smoke on Polk while we take a moment to discuss with 
you the challenge and promise of color TV.” The letter offered 
too, to prepay freight to any place in the U.S. on any color set 
ordered and to arrange for installation and service 

Most recently, when Peter Pan, the Mary Martin spectacular 
was broadcast in color for the second year, Polk cleared the floor 
of his stores and sent out broadsides inviting everybody, par 
ticularly kids, to come and see it. One of his stores had mor FOUR COLOR SALES hove been made by Jim Smith of Skokie Electric 
than 1,000 guests. Another Chicago firm, Lyon & Healey, a big Glencoe, Wi. to pecple who came into his store, sot down ond 
music store, did substantially the same thing and drew 1,200 watched a program. Most of such sales, he says, are made during 
viewcels the evening hours 

i 
'» 


. x 


Sgt 





BLEACHERED CROWDS at colorcast of Peter Pan shown in one of Sol Polk's Chicago stores totaled 1,000. Even if this : d 
n 


type of promotion doesn't create many direct sales, it is the kind of thing that makes Polk a top merchandiser 
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Before You File 


Your Tax Return... 


Check these tax-saving pointers. They'll help you 
understand the advantages of various account- 
ing methods, show you ways to value your inven- 
tory and figure depreciation, and explain the 
treatment of funds received from guarantees and 
service policies 


By ELI GERVER, C.P.A. 


NEDERAI tax-reckoning day, 
kk April 15, is only a short time 
While no article can po 
sibly answer all your questions, here are 


iway 


some points to consider in filing you 
return for last year and in planning 
for the future 


Ihe accrual method of accounting 
probably the most used 


method 


widely 
of determining busing in 
Under this method, the tim¢ 
of payment does not control the in- 
come and deductions reported. Sale 
ire income when made and expenses 
ire deductions when incurred. 


COTM 


For example, you delivered a tele 
msole, at a price of $450, to 
1 customer for Christmas. Under the 


Vision ¢ 


iccrual 


nethod, you have income in 
1955 of $450 even if you were paid 
in 195¢ If you received bills for 


telepnone, electricity, 
etc. in December, the 
ductible for 


wrapping paper, 
expense is de 

1955, even though not 

until January, or later. 

] 


\ permissible variation in the ac 


] 
Id) 
i 


rual method is the hybrid method 
Stor ising this method must accruc 
iles and purchases of their appliances 
ind ot lines. but they mav deduct 


their other expenses (e¢.g., rent, elec 
tricity, etc.) when paid, 

If you have a substantial amount 
of installment sales, you may elect to 
report your imcome for tax 
by use of the installment 
Use of this method requires some 
what more care and detail in record 
keeping than the simple accrual o1 
hybrid methods. ‘The gross margin 
percentage of each year’s installment 
sales is applied to collections of that 
year's sales and the total is the income 
to be reported. 

lor example, in 1954, installment 
iles of appliances were $60,000 with 
1 gross margin of $21,000 or 35%; 
in 1955, sales were $80,000 with a 
gross margin of $24,000 or 30%. In 
1955, if collections on 1954 accounts 
were $20,000 and on 1955 accounts 
were $45,000, the gross income for 
1955 is $20,500, computed as fol 
low 


purpose 
method. 


1954 1955 
Collections $20,000 $45,000 
Gross Margin % 35 30 
Profit 7,000 13,500 


If you have been using the accrual 
or hybrid method of accounting, you 
can change to the installment method 

computing your income, However, 


if you change in 1956, you will make 


collections in 1956 on sales made in 
1955, 1954, and possibly 1953, ‘The 
full amount of these sales was re 


ported in your return for those years, 
Lhe law requires you to include again 
in your 1956 income the gross margin 
percentage of these collections. But to 
lleviate the hardship caused by this 
double taxation, the law grants a 
measure of relief based on the prior 
tax. Nevertheless, there may still be 
a substantial doubling up of taxes, and 
iny change to the installment method 
should be carefully reviewed, 

Don’t try to use just your cash re- 

ipts and disbursements to compute 
your income, The nature of the ap 
pliance business will not permit an 
accurate computation of profits with 
out taking into account your inven 
tory. Under such circumstances, the 
law does not allow use of an account 
ing method based solely on cash trans 
actions. 


Generally speaking you are per 
mitted to choose between two meas- 
ures of value for your inventory—cost 
or the lower of cost or market. ‘The 
same measure must be used for all 


EDITOR’S NOTE: TJ his article was prepared in cooperation withthe American Institute of Accountants 


sional society 


ELECTRICAL 


of certified public accountants. 
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items and must be used consistently 
from year to year, If you use cost 
as your measure of value, then com 
pute your inventory using the price 
paid your distributor for the merchan 
dise. If you use lower of cost or mar- 
ket, then you must determine your 
inventory in terms of the prevailin 
replacement cost in the market, I 
less than your cost, the market price is 
used for inventory computation, A 
drop in value may be due to several 
factors, €.g., price cuts announced by 
manufacturers, damage to stock, emer- 
gence of newer models, etc. Decreases 
in value because of damage or use as 
a floor model may be considered in 
valuing the inventory even where the 
cost method is used 

To illustrate the difference between 
these two methods, assume the fol 
lowing inventory 


Lower of 
Cost or 
Market Market 
(Replacement Cost) 
185 


Cos 


Clock radios 
Console television 


sets 2300 2100 2100 
Washing machines 1440 1440 1440 
Ranges 900 1000 900 

Total 4840 4725 4625 

The inventory at cost would be 


$4.540 


(Continued on page 212 


ind at the lower of cost or 


, the national profes 
Gerver, the author, is assistant to the AIA’s director of taxation 
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Dealer Harold Pacholke's 


crew of eight picked a 


Saturday to descend on 


a Cleveland suburb 


for a lawn-by-lawn power 





mower demonstration 


that eventually sold 





16 machines 


They Cu 





Massed mowers, all cutting one lawn at once, provided a gimmick that Extra good will was created when demonstrators cut weed-grown shaggy 
drew attention of a whole block ot a time grass of a crippled neighbor in the suburb 
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s were cut in single Saturday bili 
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Nk Saturday last summer, a 
() blitz hit Wiallowick, Ohio, a 
suburb of Cleveland. Irom ten 
in the morning until late afternoon, 
home owners of this typical residential 
urprised by the ringing of 
doorbell and the query, “May 
ve mow your lawn for free?” 
Ihe idea behind the doorbell nng 


imca WCIC 


thei 


ing ind the jarring qu mon was a 
demonstration of Lawn Boy rotary 
power mowel And dealer Harold 
Pacholke of H & H Cycle of Wil 
loughby, working with his supplier, 
Schuler distributors, literally has his 
prospects sitting on the front steps to 


ec how the power mowers worked, 
lo get thi the Ohio 

elected a six-block area which 

ie termed a “typical residential mar 


audience 


cle iler 


ket.” All homes were owned by the 
residents (no rental ind there wer 
no apartments in the area 









Door-step demonstrations were 
favorably to the question, ‘‘Can | mow your lawn f 


By N. BLEECKER GREEN 










made to homeowners w d 


The 


VuiM 


test setup worked under the 
of a survey in which each hom 
owner was asked to come out and give 


his opinion on the machine, (Lawn 


vere not mowed unless husband or 
vite watched.) Kach was asked about 
ippearance of the rotary mowers, the: 
ethoiency, ease of tarting ind othe 

general comment The name and ad 
dress of each person surveyed made a 
natural list for future prospects I hie 


free cutting of the 
mium 

Kight men 
tion 


lawn was the pre 


vorked on the promo 
part of the crew were distributor 
salesmen who really learned how thei 
product worked the hard way), On thi 
one Saturday they pushed 49 doorbell 
ind mowed the same number of lawn 
Dealer Pacholke moved 
mowers within a short time of the pro 
traceable directly to the 
Saturday push, and had six more ready 


ten rotary 


motion, all 


Continued on next page —» 
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THEY CUT EVERYBODY'S GRASS 


(continued) 


for a possible close the same wee 1955 was a good 
uummer for the power mower in suburban Cleveland 
Pacholke reported that sales were up 50 percent from 
the previous year, and that he had moved about 100 
units of all makes during the summer 
The promotion diin't cost the dealer too much b 

cause his distributor supphed much of the manpows 
Pacholke puts his cost at around $84. He scheduled 
three ads (Monda Wednesday and Friday) in the 


local daily, plus a om quarter page ad in the local 
veckly, He may try it again in the future on his own 
but trained men are hard to find and a small dealer can 


not do it alone ; 





Women and children—the former reluctant, the latter eager—were urged to try machines 
Some did, to their hubsands’ evident delight 





Promotional literature was given to each home owner when lawn was Soft-sell aspect of demonstrations was emphasized by its ‘‘survey 
mowed and machine demonstrated nature. Each prospect was asked to fill out card on product 








"Ss 
oT gi 
x " 4 

Some sales were made on the spot as salesmen closed deals following 9 Pick up truck followed demonstrators around neighborhood to refuel 

demonstrations. Housewives often gave leads to salesmen machines. All units were kept running without malfunction 


End 
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A Combination Offer Of 


| (1) The DeLuxe Osterizer and 


(2) A Battery Operated Junior 
Osterizer That Really Works — All at 
The Single DeLuxe Osterizer Price. 





@ You can really sell and merchandise this new promo- 
tion! Mother and daughter will both go for this wonderful 
combination offer. Mother wants the thrilling DeLuxe 
Osterizer and daughter wants, more than anything, to be 
just like mother and work beside her in the modern kitchen. 











@ Remember, it's a combination of (1) For Mom, the 
DeLuxe Osterizer with all its exciting meal making features 
and (2) For Daughter, a real Junior Osterizer, battery 
operated so that it will mix and blend like Mom's. 


@ Get all the facts —tear out the attached coupon and 
send today for complete kit of information . . . newspaper 
mats .. . window streamers . . . point-of-sale displays .. . 
everything to help you make this the biggest, most 










profitable Mother's Day yet! 
i ( ' 
Jobe Que MANUFACTURING CO. y 
/ Dept. C, 5047 N. Lydell Ave., Milwaukee 17, Wis., U.S.A. 
! You bet | want “IN” on the Big OSTER Mom-N’-Doughter 
: Promotion — Rush Complete Information! 
i March 15 thru May 15 

. EPVETECPPTITTICTIT TTL Tea Le eee PARENTS “ 
‘ci ee a Combination Your 
' PD op ckeeecadekvnd’eebse ees ba bese derebes Hee 01EH SEs Offer List Cost 
i ao, #403 W $44.95 $29.16 
REGS is cccdvewiwer terete ch es tod ewetdereh she ose ae i #403 C $49.95 $32.21 
| atbeeh aeceieaaeriah eis SS 5 SIGS a eas il 
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HOW To 
3 3 
KITCHENS 


It's Easy 
To Install 
A Kitchen 


PLUMBER'S TOOLS include: |, 


wrenches; 5, 


pipe threaders; 2, 


pipe cutter; 6, pipe vise; 6 





- 


sink wrench; 3, pipe reamer; 4, Stillson 
flaring tool; 7, copper pipe cutter; 8, pipe dope 


Three trades are involved, but jobs are not difficult nor complicated. The job 
of kitchen installation in an old home is a completely made-to-measure proposition 


EKALERS who worry about in 
stallation of kitchens do so 


needlessly. 


Ihe fact that three trades are in 
volved—carpentry, plumbing and elec 
trical—is the cause of most dealer 
worry. He fears he can’t give the 


quick installation that the housewife 
wants No housewife wants to see 
her place torn up for two and three 
weeks while one union after another 
arrives on the scene to do its specific 
portion of the installation job. 

l'o help speed up installation, the 
dealer can do three things: 

|. Visit the home to establish ac- 
curate measurements before beginning 
work 

Do not do any installation werk 

until all cabinets and sink and appli 
ances which will go into the new 
kitchen are on hand and ready to be 
installed 

3. Make sure that the process of in 





HANGING CABINETS is the carpenter's job 
erly placed 


To make certain they are prop 
a level is used to check measurement: 





POWER DRIVEN power saw is used to cut a continuous top ond is often used 
in the installation of built in ovens. 
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tallation takes place quickly. Arrange 
for carpentry, plumbing and electrical 
work to go off in swift sequence Of 
all at the same time. 

In many cases, the installation man’s 
major concern is finding a way to 
make the housewife stand aside to 
let him tear out the old kitchen equip 
ment. Families somehow get attached 
to their old stuff and cannot bear to 
see it go. A Washington, D. C., 
dealer is said to maintain a summer 
cottage along the Potomac where he 
invites the family to spend a week-end 
at his expense while his two sons 
make over the kitchen. 


Plumbing Not Complicated 


Most of the plumbing involved in 
kitchen installations is not compli 
cated and requires no great skill. It 
merely calls for the hooking on to 


existing plumbing and adding new 
is he ie) 


Continued on page 222 





COPPER TUBING is easy to install and its extra cost is paid for by ease of installation. 
Expansion bands and flaring tools make joints simple and water tight 
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The 1956 GENERAL ELECTRIC 


ALL-STAR PROGRAM 
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Offers new profit opportunities in the COMPLETE " business 
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—and only G.E. has this complete package... 
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Ques. 


Ques. 





ANS. ves, positively YES. He has one foot in the kitchen busi- 


ness right now 
But he is 
When he sells Complete Kitchens he sells multiple appliances in 


selling appliances on the principle of one at a time. 


stead of singles 
His sales may be as high as $2,000 or $3,000 per customer in- 
stead of $200 or $300. 

Being a Complete Kitchen dealer simply means that he enlarges 


his opportunities, his sales, his profits 





Should the appliance dealer be in the 
OMPLETE KITCHEN business? 


Complete or integrated kitchens have caught the fancy of home 
owners and alert builders. 


More and more prospects for appliances are seeing—and have 
determined they will have—integrated color, flexible built-ins and 
all the other elements that make up a really modern kitchen- 
laundry. 


The dealer who starts now to offer this new appliance concept 


will have the opportunity of capitalizing on the sales growth of 
this expanding market. 


What is the investment needed to enter the Complete Kitchen business ? 


ANS, It’s much easier than a dealer suspects to set himself up 


in this new Complete Kitchen business. 


An investment must be made, of course, 


but the major invest- 





ment is more in time, in enthusiasm and in ingenuity. 


The G-E Distributor has all the 
plans, facilities and financing. 


details on available dealer 


What appliance stocks should a dealer carry? 


ANS, Unless he wants to, he need not maintain a big inventory 
of kitchen units. It is as simple as this... 





? 
Pe 


The G-E Distributor has these units. He can arrange to deliver 


the units as wanted, when wanted, and as needed on the job. 
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Ques. What kind of manpower does the dealer need ? 


Ques. 


ANS. 1. A salesman who is familiar with kitchen installation 
problems, one who can estimate space requirements, costs, and 
who can intelligently sell the complete kitchen concept to prospects. 


2. Kitchen planning assistance. Suggestions, plans, color styling 
and work-flow recommendations to aid the kitchen salesman and 
his prospect. Real help that results in sales! 


3. Installation men — carpenters, plasterers, electricians, plumb- 
ers, handymen. 


4. Follow-up demonstrations that assure good-will and mouth- 
to-mouth sales for you. 


You need all 4 of these to sell Complete Kitchens. 


What part of this help is available to the dealer from General Electric ? 


ANS. G-E Distributors can help in these four ways. 


1. The kitchen salesmen. The distributor will offer advice on how 
to select a man. Further, he offers training programs on G-E 
Kitchens to help to make experts out of qualified dealer personnel. 


2. Kitchen planning assistance. General Electric has the special- 
ists—color experts, decorators, designers. This help is available to 
dealers in designing kitchen layouts to dealer's specifications. The 
dealer gets real sales helps: blueprints, plans, color swatches, even 


suggestions as to paints, floor coverings. 


3. installation men. Installation men are available on a sub 
contract basis, in virtually all communities. The dealer serves 
simply as a prime contractor, 


4. Follow-up demonstrations. The G-E Distributor has qualified 
personnel who are available, in many areas, to show your custom- 
ers how to get the most out of their new G-E appliances, out of 
their new G-E kitchen. Satisfied prospects become the dealer's 
best good-will promoters, 


Not just for 56... not just 57 or 58— but a 
continuous, year after year program!!! 





General Electric believes that the Complete Kitchen concept has 


a dominant role in the future of the appliance business. 


General Electric has backed up this conviction with a multi- 


million-dollar investment in plant, equipment and personnel . . . 











.. with the most advanced and beautifully integrated units ever 
made by any manufacturer anywhere. Every dealer should see for 
himself on the following pages . . . see for himself that now—right 
now—is the time to start selling complete General Electric kitchens. 
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REFRIGERATOR CENTER oe 


SINK CENTER 








Here's complete flexibility to show and sell 
today. 

This is just one of an almost infinite number of 
kitchens possible with G.E.’s Modular Kitchen- 
Laundry Design. 


For all components are of standard measure, 
to suit your display areas ... and your custom- 
ers’ budgets and kitchen layouts. “U,” “L” or 
Island kitchens take these flexible G-E appli- 
ances with ease. Dealers sell kitchens of all de- 
signs. They're widely flexible in color, too—for 
every type of appliance is offered in General 
Electric’s 5 decorator Mix-or-Match colors. 

Textolite” counter tops, floor coverings and 
fabrics are available in harmonizing hues to 
complete the feeling and heighten the sales ap- 
peal of a wholly integrated kitchen-laundry. 


Modular Kitchens... 


Uneven walls in older dwellings present quite a 
problem in some new kitchen installations. 

Not so with G.E.’s Modular Kitchen-Laundry 
Design. 

General Electric appliances can be installed 
INDEPENDENT of any wall. 

The installer merely levels up the floor and 
places the units upon it like building blocks. 
G-E appliance measurements are standard, 
manufactured to close tolerances. 


Result: A workmanship-like job is assured, 
And, you save installation time and money. 


THEY’RE AVAILABLE—TODAY |! 


These flexible G-E kitchens are here, right now. 





As near to the G-E dealer as his customers’ 
telephones. 


x RANGE CENTER 

















Here’s how to plan 
a General Electric 
Free-standing Unitwall 


ss 
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This is the kind of unlimited flexi- 
bility that can be displayed and 
sold with General Electric appli- 
ances today. The components are 





all standard in measurement, The 
appliances are “stacked on” in any 
arrangement—to best suit your 
customers’ needs and kitchen 
laundry plans. 

This Unitwall can save the cost 
of finishing an exterior wall or 
erecting a partition wall. The back 
of this Unitwall serves as « room 
divider, if desired, and can be 
finished in any motif the customer 
wants. 







From floor to ceiling... only General Electric offers 
you a complete plan for appliance and color integration! 
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Here can be seen how, with General Electric's assistance, a basic 
appliance display can be easily and effectively glamourized. dryer, and wall and base cabinets. General Electric offers a complete 


units, waist-high oven, dishwasher, water heater, combination washer 


Components shown are: wall refrigerator-freezer, built-in surface plan for appliances and color integration. 


Here’s How General Electric’s Expert Kitchen | Only General Electric offers the 
Planning Service can help you put | homemaker such complete decorative 


dramatic style and appeal into kitchens flexibility ...design versatility 


ONLY THE GENERAL ELECTRIC DEALER CAN OFFER: 
ss 


Freedom to combine color with white. 
All types of 1956 G-E appliances in 


\B) 5 Mix-er-Match colors! 
a 


A 


Freedom to start a kitchen, in full color, without purchas- 





ing all appliances at once. 
G-E Textolite™ counter tops — designed to har- 
menize with color-styled appliances! | 


i Freedom to mix or match counter tops, floor covering, fab- 
Fleer coverings, fabrics and wealipaper— i , : . 
epocially erected to lement G-E Mix-or- rics, cabinets and appliances that complement one another. 


Match colers and available from a variety 


of outlets! * 
xs Freedom to change color motifs without changing appliances. 


Readily available paints in Mix-or-Match colors! Freedom to have a color-styled kitchen on any budget . . . 
to suit any decorative taste. 






































carried 


HERE CAN BE SEEN the new appliance concept of “complete kitchens’’ 
through to the ideal 


to present the most vibrant and warmly appealing kitchens 


any home owner could possibly desire 


The G-E Kitchen shown above—“Party Living” contains a wealth of dramati« 
ideas which may be used effectively in new and existing homes ranging in value 


from 0 500 to over $95,000 











This kitchen is one of 8 Contemporary Kitchens on permanent exhibition in 
Monogram Hall, Appliance Park, Louisville. We shall be glad to arrange a tour 
for dealers to visit this idea-stimulating center. 

This collection of Contemporary Kitchens is one of the many tangible evidences 
of General Electric's firm conviction that the real future of the appliance business 


is in the complete kitchen concept 




















Sell the whole galaxy of new 1956 


GENERAL ELECTRIC APPLIANCES 
SELL THE COMPLETE KITCHEN-LAUNDRY 


This is the year to trade up...to sell in terms of kitchen-laundries, . & 
not merely appliances. This is the year of opportunity for a dealer 
to become headquarters in your area for complete kitchen-laundries 
.not merely appliances. This year, as never before, General Electric’s 
full line of beautiful, color-styled appliances can be sold together, 
because they go together! 














THE G-E FILTER-FLO’ WASHER 


heads the country’s “hottest” line of 1956 washers. Women every- 
where have responded fast to the new Washing System that re- 
moves lint, sand and soap scum automatically. It’s the only washer 
that cleans and re-cleans water as you wash. 





¢ Big 10 lb. capacity for normal family wash 


¢ Models with 50% more clothes capacity than many automatics 


¢ Water Saver Control can save many gallons of water when small 
loads are washed 


Activator® Washing Action really loosens dirt as clothes are 
individually flexed and gently cleaned 


Five Mix-or-Match colors to blend in with any kitchen design 


The G-E DRYER with 
AUTOMATIC CONTROL 


has gained tremendous consumer acceptance since its introduction. 
The General Electric Dryer is truly automatic—just turn single control 
to D (for fragile or synthetic fabrics) ... N (for cottons, linens) . . . 
Ii (for bedspreads, rugs, ete.) Drying time and temperature are 
automatically adjusted to suit every size load—every fabric. 
Never under-dries—never over-dries! 

No special wiring necessary . . . completely automatic on 115- 

volt outlet as well as 230 volts. 


Air Freshener fills clothes with sunshine-fresh smell. 
Automatic Sprinkler dampens clothes for easy ironing in minutes. 
Foot pedal door opener \eaves hands free to handle clothes. 
Five Mix-or-Match colors, plus white. 


























G-E AUTOMATIC DISHWASHERS 


Here’s a profitable business . . . without the e¢ Convenient top-loading—no awkward bend- kling clean and spot free. 
usual trade-in problems! ing or stooping—no racks to lift or slide. 
Now is the time to capitalize on the top sales 


¢ Kase of installation—engineered with simpli 
¢ Giant capacity service for eight . . . and fied plumbing to install quickly and simply 
plenty of usable space for odd-shaped bowls, Fits in 24" space. 
platters, pans. 


features of General Electric Automatic Dish- 
washers. . 

¢ 10 models to sell—one model to stock! Easily 
Sparkling clean dishes— tops in washing action interchangeable panels in 5 mix-or-match 
with power pre-rinse—double wash—triple- colors and white, plus four wood front 
rinse cycle. Leaves dishes and glasses spar- panels. 


Year after year— more General Electric Auto- 
matic Dishwashers are built and sold than any 
other brand. Why? Quality—the highest quality 
standards possible produce General Electric 
dependability. 


G-E DISPOSALLS 


Another appliance that is rapidly gaining consumer 
acceptance! The fulllineof General Electric Disposalls* 
featuring both the twistop and continuous-feed mod- 
els, offers you extra-profit opportunities—a new area 
for volume sales. 


And, remember—General Electric Disposalls are 
easy to sell—easy to install—were the first to offer a 
5-year written protection plan. 


























New “Eye-Level” General Electric Wall Refrigerator-Freezer 


Here in a beautiful compact unit is an 11-cubie-foot Refrigerator- ator-Freezer on the bracket—and presto! the job is done! 
Freezer that hangs on the wall like a picture. All your customer This luxurious Refrigerator-Freezer frees valuable floor space 
needs is a wall space measuring 64'% inches by 40 inches. for extra cabinets and extra counter surface. 

A special 5-foot “picture-hook” mounting bracket is fastened to For installation variations, this appliance can also be used as 
the wall studs. Then you simply hang the General Electric Refrig- a smart room divider or as a built-into-the-wall unit. 


BEFORE 





Very little remodeling necessary! With just a few changes, a 
prospect's kitchen can look like the one at right—adding new 
beauty, new freshness and a whole new personality. In this reno- 
vated kitchen, the old cabinets and small refrigerator have been 
taken out. On the wall—at eye level—is the new General Electric 
Wall Refrigerator-Freezer. Along the floor, where the old refrig- 
erator stood, there's room for a new desk. 














485 


many opportunities to create a dramatic kitchen 





ae 










































































. 
' 
_ 
~ 
ae 
BS 
‘ 
t 
ey 
Ke 
+3 F va : 
+ = 
« 
er J > 
: “a 
ee 
: ¥ 
Es 
wa 
ae 
ina: Bow 
- 
any Aa 
ee pad 
en : 














oy. es at 


eat 
Sad > 


wie 
~) tee 
5 


Newest G-E Refrigerator-Freezer has Revolving Shelves... Magnetic Door 


This 14-cubic-foot beauty has Revolving Shelves that put all foods at your 


fingertips .. 


.and a Magnetic Door that closes surely, silently, automatically! 


Actually there are two extra-large appliances in one streamlined cabinet. 


The refrigerator compartment is at the top where it’s most convenient. The 


zero-degree freezer is at the bottom and gives you almost double the freezer 


space found in most other refrigerators. 


MANY OTHER MODELS, TOO! From the lowest-cost budget kitchen to the 


most luxurious, there is a G-E refrigerator model to meet customers’ require- 


ments, both in capacity and price. 


i. Sturdy Revolving Shelves in the refrigerator compartment put all foods 
at the customers’ fingertips. No more overturning of foods. No more 


hard-to-reach corners. Revolving Shelves give you 15 percent more shelf 


room than in previous corresponding General Electric models, 


rigpheat 





Why show “just a range” when 


Speed-Cooking ranges...so safe...so clean...so dependable! 


Show prospects how casy it is to get 
started with acolor-lovely General Electric 
kitchen. 

Show them how they can “dress up” 
walls and cabinets with matching paint. 
Show them the new range of Mix-or-Match 
colors: canary yellow, turquoise green, 
petal pink, cadet blue, woodtone brown 
and satin white. 


The Stratoliner, shown here, can be 
easily installed. If the customer doesn’t 
have 220-volt wiring, arrangements for it 
can be made easily. 

‘yy’ . . 

rhe cost of the range and the wiring 
can be financed with one low down pay- 
ment and convenient weekly terms. 





Fully enclosed Calrod units. No old-fasli- 


ioned open coils. “‘Focused Heat” broiler gives 


meats delicious “charcoal” type flavor. Bake 
and broil units pull out for easy oven cleaning. 


“Focused Heat” broiler and many other exciting features ! 





This broiler cooks steaks crispy-brown outside, juicy and flavorful inside. 
e New Automatic Meat Thermometer with 
convenient dial on backsplasher 
e New Automatic Griddle 
e Lighted Pushbuttons 
e New Automatic Calrod” Unit 
































ou can stir real excitement! 


Magnificent, new General Electric Built-in Oven 


The prospect's kitchen can look as beautiful as her living room. 
A Let her see how the kitchen becomes the family living center. How color- 
blended cabinets, counters and G-E built-in range units—arranged to add 
‘ spaciousness—create a homey atmosphere . .. give her kitchen the luxurious 
“living-room” look that attracts everyone. 
Two General Electric colors—cadet blue and petal pink—were used to- 
gether with striking effect in this handsome kitchen. 
The new G-E all-electric Built-In Oven has the famous “Focused Heat” 
broiler. No old-fashioned open coils. Bake and broil units are fully en- 


closed. They pull out for easy oven-cleaning. 


e Combination all-automatic Oven Timer and Electric Minute Timer « Automatic 
Oven Floodiamp « ‘Starlight Grey” porcelain Oven Liner « New Extra-Hi-Speed 
Giant Calrod” Surface Unit. 





New G-E Table-top 
AUTOMATIC ELECTRIC WATER HEATER > 


The table top water heater with its gleaming white porcelain 
enamel top provides a big extra four square feet of extra work 
surface .. . or, too, you can install it without the top under 


neath a continuous work surface. 







Yes, this water heater offers a variety of practical yet 
attractive installations anywhere in the home—the kitchen, 
laundry, and even the bathroom. 











TWO MORE multiple-sales builders in the new 
1956 General Electric Galaxy of Appliances?! 





Exclusive G-E Kitchen-Laundry Center 


All appliances are under one stainless steel top. An exclusive 
custom appliance for every kitchen. 

Here is the wonderfully new “Kitchen-Laundry Center,” 
the smartly different appliance that so completely solves a 
woman's problems of kitchen remodeling, redecorating and 
modernizing. 

And only General Electric has it for you! 

The G-E “Kitchen-Laundry Center” comes internally plumbed 
and wired—all ready for single, quick installation in almost 
any type of kitchen design. Can be sold for “U”’ kitchens, 


sé 


L”” kitchens and “Island” kitchens, as well. 

Truly, here’s a magnificent star in the General Electric 
1956 line that offers versatility plus. It opens the way to 
faster appliance sales ... helps put the G-E dealer in a firm 
position in the COMPLETE KITCHEN BUSINESS to stay! 


A compact G-E kitchen — 


Contains: Giant oven. Wall oven and base cabinet. Oven 
storage drawer. Range surface units. Combination washer- 
dryer. Disposall®. Automatic Dishwasher. 

Exclusive features: Accessory cabinette featuring glass slid- 
ing panels and built-in G-E radio. Cord center with two 
outlets, two retractable cords. Single control faucet. Plug in 
griddle. 


G-E Thinline Room Air Conditioner 


takes up '/3 less space 





than earlier models! 
Only 16/2 inches thin—litile or no outside overhang. 


Fits anywhere—in upper or lower sash. In conventional double- 
sash windows, it fits in either top or bottom half. Can be installed 
flush with inside wall as shown here, with no unsightly overhang 
outside, 


All-inside or all-outside installation gives you less projection 
than with other air conditioners. And— windows still operate so you 
can leave unit in place all year round without uncomfortable drafts. 


Fits casement windows too! ‘The General Electric Thinline can 
be installed in casements without alteration or mutilation of the 





window frame. In fact, the windows can even continue to operate 
as before. 


ideal for through-the-wall installations! The G-E Thinline, 
housed in a water-tight metal sleeve, can be installed right through The General Electric Thinline comes in 44, %{ and one HP 
any outside wall, mounted flush with inside wall with little or no units—all in the same-sized housing. //igh Power Factor design 


projection outside, assures economy of operation. 











































Ever ask a woman: “WHO makes 
the best appliances”? 


In survey after survey more than 50% of the women interviewed have said that 


General Electric makes the best electrical appliances for the home. 


It’s so much easier to make a sale when you show the prospect 
the brand she wants. 


You need not try to switch her to “another” brand. There’s 
no need to demonstrate a substitute. 


Many women today look for General Electric appliances be- 
cause they are pre-sold on them, and say so. 

G-E appliances are easier to sell because through the years 
people everywhere have come to associate the General Electric 
monogram with dependability. 

They know that General Electric products perform well week 


after week, month after month, year after year. 


Furthermore, General Electric provides you with... 





A continuous program 
G-E appliances are easier to sell because G. E. reinforces this 
preference for its appliances through continuous advertising. 
Whether you look in your newspaper, or your favorite magazine .. . 
Whether you turn on your television or radio... 


Whether you look at a billboard or car-card... 


You are very likely to see the General Electric nameplate and G-E 
monogram. 


In home appliances, therefore, there is no other name that 
means so much to a woman as General Electric. 


As a businessman, doesn't it make sense to sell what women want 
in the first place—General Electric products they've made up 


their minds to want before they enter your store? 





Go atter 
your 
full 
share 


of the 









appliance 


business! 
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TELEPHONE 


YOUR GENERAL ELECTRIC 
DISTRIBUTOR 


FOR DETAILS 


or mail this coupon » 


4@24.0036 





ON THE PRECEDING PAGES are shown flexibility, color and appli- 
ance integration that is almost endless. 

This is an appealing, highly sellable appliance line that delights every 
dealer who has a dealer franchise for General Electric major appliances. 

These are not “Dream Kitchens of Years to Come.” 

These worksaving wonders are in production TODAY. Being delivered 
TODAY. Going to alert General Electric dealers who are proving that the 
concept of the Complete Kitchen-Laundry is the wide-open door to 
multiple appliance sales, and a fatter share of today’s tremendous appli- 


ance market. 


The dealer who starts now to offer this new appliance concept will have 
the opportunity of capitalizing on the sales growth of this expanding market. 


Progress /s Our Most Important Product 


GENERAL €@ ELECTRIC 


General Electric Company, 
Home Bureau, 


Appliance Park, Lovisville, Kentucky 


1 want to be a G-E Complete Kitchen Dealer! Please have your representative 


call on me. 





Store 








City State 















HOW TO 


He Closes Kitchens ree 
On the Second Call 




















If he doesn’t make a sale then, Cameron Gamble 
of New Orleans drops the prospect, but he closes 
three out of five and the time saved pays off in 
other sales 








FOLLOWING UP a prospect whose remodelling was reported by NEXT STEP is t get the prospect into the Kitchens by Cameron showroom 
Dodge Report ind who expressed interest in response t a Here Gamble trie to qualify her further find out exactly what she wants 
mailing ron Gamble make » preliminary call ind needs in her kitchen, how muct he can afford to spend for it 





“G AIN a reputation for selling modern kitchen Usually they ar ey 
+h, 7 | ‘ 


t or for selling the new owners, for the most active r 
J heapest—either way leads to modeling phase is when an owne! 
profits in the kitchen business. It pay newly takes possession of an old 
to specialize at one end of the scale house,” Mr, Gamble points out. “Early 
or the other. We have worked out a in our plan we discovered that th a 
step-by-step system for building sales, fellow we want to see is the hom« : 
reputation and profits in quality instal ywner, never the contractor and hard] 
lation ever his architect. The reason? A con 
Th waker is Cameron Gamble, tractor is not interested in added 
ywner of Kitchens by Cameron, 1717 beauty or added quality or added fea 
St. Charles Ave., New Orleans, La. tures of any sort. He isn’t going to 
In his four years of operation, Mr live in the house. It’s price and 
Gamble has installed around 450 com price alone that interests Mr. Con 
plete kitchens. In concentrating upon tractor. What we have to sell— 
selling q ty installations at higher member, we specialize our appeal on 





price ind mark-up Cameron has quality installations—are the factors 

worked out a system that begins, he which definitely do not interest 

says, with having a clear view of ex- contractor. They do interest the fel 

actly what type of prospect his serv low who’s going to live in the hous« 

ice fits, and where, when and how to ‘And you always run into the fring: 

reach this prospect operators among contractors who tr en < all “ae 
“Half f oul sal ire for new con to obtain pe! onal price conce 1On ARMED with plans and estimates, Cameron moke the second ond crucial 

truction lf for older homes being that d inger, too, 1 ibsent in dealing home call. He shows the customer three-dimensional before and after views of 
mod i hich the owners want Continued on page 1% previous jot testimonial lf he doesn’t get the rder now ‘ sit 
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R FOUR full weeks this Spring, your industry will 
share in two of Chicago’s greatest promotional events 
initiated and backed by the Chicago Tribune. 


A proven Spring sales maker! 

The Better Rooms Pageant annually sets the pace for 
Spring home furnishings sales in Chicagoland. It sends 
hundreds of thousands of shoppers to see scores of model 
rooms in leading stores. Participating retailers report its 
effect on sales is practically season-long. 

The Tribune Better Rooms Pageant supplement, to be 
published Sunday, April 8, will spearhead three weeks of 
intense promotional activity. It will contain one complete 


section devoted exclusively to appliances and television. 


An immediate selling success! 


On April 28, action will swing to the Spring Home Festival, 
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sponsored by the Home and Home Furnishings Council 
of Chicagoland in cooperation with the Tribune. 
Inaugurated last year, the Spring Home Festival was 
an immediate selling success. Results far outdistanced 
advance estimates as attendance soared over 500,000. 
Directly traceable sales of homes totaled nearly $6,000,000. 
The Spring Home Festival will be launched with the 
Tribune’s Spring Home Festival supplement, to be pub- 


lished Saturday, April 28. It will be promoted exclusively 


Chicago 


Chicago New York City Detroit 

W. H. Hattendorf E. P. Struhsacker W. E. Bates 

1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 
SUperior 7-0100 MUrray Hill 2-3033 WOodward 2-8422 
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Two action-packed Spring 
Chicago Tribune sales power! 


a 
vee bay 


“APRIL 28 through MAY 6 


2ND ANNUAL 













, SPRING HOME 
FESTIVAL! 





in the Tribune. 





Tell Festival visitors your product story in this supple- 
ment. They’li be reading it for buying ideas of all kinds. 
* * * 


Remember, this Spring doubleheader is only part of a year- 
long program the Tribune has lined up to help you increase 
your Chicagoland sales. 

Don’t miss out on any of the market-wide buying excite- 
ment these two big events will generate. Get the full story 
from your Tribune representative. Call him today. 


° 
TRIBUNE NEWS SUN-TIMES AMERICAN 
Tribune a a a 


Because it produces best results for them, general advertisers of housing 






Percentage of expenditures of general 
advertisers of housing equipment & sup 
plies and radio & television sets placed in 
each Chicago newspaper, year 1955. 














equipment and supplies, radio and television sets place more advertising 
San Francisco Les Angeles nl , j 
Fitzpatrick Associates Fitzpatrick Associates dollars in the Tribune than in all other Chicago newspapers combined. 
155 Montgomery St. 3460 Wilshire Blvd. 
GArfield 1-7946 DUnkirk 5-3557 
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If this confident salesman makes the right appeals to both husband and 
wife, he'll get his order. 


How to figure out what those appeals should be 


is an important new sales tool called motivation research. Here's how it 


worked out when a psychologist went to work in a big Chicago appliance 


store to find out... 


By JACK LANE 


F you sell, you're a psychologist 

Perhaps you've never cracked 

open a psychology textbook or 

attended a lecture but if you sell ap 

pliances, or anything else for that 

matter, you're a psychologist all the 
samc. 

This is no gag. A Chicago advertis 
ing agency, Weiss and Geller, recently 
had a psychologist conduct a study of 
appliance buyer motivation. 

The psychologist was placed in 
Polk Brothers, Chicago, as a sales 
man, Polk was chosen mainly because 
it was felt the store offered a greater 
variety of customers and a larger selec 
tion of name brands than any other 
in the city. 


The study claims proof of two 
things: First, certain psychological 
factors influence the purchase of 


major appliances, the buyer has no 
control over these factors, but the 
salesman does. Second, all appliance 
salesmen by the very nature of their 
business are practical psychologists 
some good, some bad 

Are you convinced? Probably not, 
but read on anyway. The dictionary 
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defines psychology as a science that 
tries to explain why people act, think 
and feel as they do. How many times 
after you've spent an hour or so 
making your best sales pitch only to 
have the prospect leave without buy- 
ing—have you done just that? 

Put another way, the appliance 
salesmen’s role as a practicing psy 
chologist means that he must have 
the ability to handle people skillfully 
if he is to succeed. Many salesmen 
do this almost instinctively. But 
many others can improve their selling 
techniques by knowing something 
about buyer motivation. 


What Are Buyer Motivations? 


The other day, Mr. and Mrs. John 
Smith walked into the Ace Appliance 
Store, Anywhere, U.S.A., and _ told 
the salesman they were interested in 
buying an automatic washer. Sales 
man Jones was well trained and 
loaded to the teeth with product in 
formation, With a few brief questions 
he established the size of the Smith 
family, that they owned their own 
home, had an old washer to trad 


in and wanted to finance the sale 
over 24 months. 

He also found out that Mrs. Smith 
had a leaning toward brand “X”. 
Advertising had helped convince her 
it had features ie wanted and 
needed. She knew the manufacturer 
by name and often said, “Anything 
they make must be good”. Some of 
her friends owned “X’’ machines and 
praised them highly. She had con- 
fidence in the Ace Store and she 
made no protest about the price. 
Jones’ demonstration was impressive, 
his smooth sales talk convincing. 

Seemingly, everything was right for 
a sale but . the Smiths walked 
out of the store empty-handed. Why 
didn’t they buy? 

Although the reasons are complex 
and well hidden, requiring lots of 
scientific research to uncover, the 
methods of coping with them once 
they are known, are simple and direct. 
Any salesman, say the psychologists, 
can combat them 

Ihe psychological history of a 
major appliance purchase, says Weiss 
ind Geller, consists of three decisions 
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WHAT Makes Them Buy? 


and the events leading up to each 
of them: 

e The decision that the appliance 
is needed 

e The decision to buy a particular 
brand 

e The decision to purchase now 

Women come into an appliance 
store during any one of these three 
stages. If the salesman _ carefully 
observes their behavior and conversa- 
tion, he stands a much better chance 
of overcoming hidden resistances and 
leading the sale into a_ successful 
conclusion. 


First, The Need 


Ihe purchase of a major appliance 
is a joint enterprise of husband and 
wife in which the dominant role 
belongs to the wife. The wife is 
dominant because the importance of 
her household responsibilities is re 
flected in the physical size, cost, ap- 
pearance and complexity of the 
appliance, Yet the husband’s role 
mustn’t be ignored 

The wife needs her husband's 
acknowledgement of her importance. 
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Selling appliances is much like a game of chess 
has husband and wife plus a whole army of appliances to juggle 
If he is successful, he must bring one brand to the fore 
after eliminating others. But as he makes headway with the wife 


around 


Bring husband back into the picture 
be, the husband is essential to the sale in most cases. 
salesman has both parties in agreement, he can move in to close 


sale and overcome last resistances 


She discusses the purchase with him, 
prods him, and usually brings him to 
the store with her. It’s through joint 
shopping that she seeks his recogni 
tion of the importance of her daily 
work as well as his consent to the 
purchase. Shopping together becomes 
a pleasure in itself and the housewife 
likes to prolong it and savor it as 
proof of her family status 

lo the husband, though he plays 
second fiddle, the shopping spree and 
final purchase demonstrate his worth 
as a “good provider’. He needs to 


prove this value. 
But there’s another factor that’s 
highly influential in the husband's 


role. The “gift” of the appliance may 
help allay a buried feeling of guilt 
concerning his  wife’s household 
duties. Even though he _ vocally 
subscribes to the often heard “wom 
en’s work isn’t hard’ school of 
thought, he may have an uneasy 
feeling that his wife works harder for 
longer hours and with less recogni- 
tion than he does 
Husbands, says 
Geller study, have 


the Weiss 
little 


and 
desire to 
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The salesman 





Reluctant though he may 
Once the 


If his cards are played right 


participate in the final decision affect 
ing the purchase. The general as 
sumption is that the husband buys 
the appliance for his wife with his 
money but when it comes to a show- 
down, he wants her to have the brand 













Husbands often withdraw. He may shuffle around and whistle; he 
may retreat to another part of the store; he may want to “Leave 
it up to you dear’’. But that won't work. Before the wife will de- 
cide, adroit maneuvering by the salesman must. . . 


Wife will make the final selection while her beaming husband grins 


approval 


another sale 


and model appliance she most wants 

Most frequent remark heard from 
husbands by the psychologist was, 
“It's up to you, dear, get the one 
you want’. Husbands don’t want to 
be vulnerable if the appliance turns 


Putting Theory into Practice 


Following are some specific sales techniques which might be put to 


the test on the basis of the conclusions reached in this article. 


Evolved 


by a layman with no psychological pre or competency whatever, 
they're listed here only as examples of conclusions any salesman might 


draw on and use with his customers 


@ Tell and shew a woman how an 
appliance will make her a better 
wife and a more efficient house- 
keeper. Don’t tell her it will make 
life easier. 


® Tell a man that the appliance his 
wife is considering will make her 
job easier. 


® Be patient and helpful when a 
prospect, who you both know has 
already made up her mind, wants 
to look at every model in the store. 


1956 


@ If she’s looking at automatic wash- 
ers let her operate the demonstra- 
tion model—just to prove to her- 
self that she can. 


© Stress safety features and the serv- 
ice guarantee. 


® Build up the prospect's belief in 
herself as a smart shopper. 


® Help her to convince herself that 
you both respect and like her as a 
person. 


Now everybody's happy. Husband's ego has been satis- 
fied, wife has what she wants and the salesman 


well, chalk up 


out to be unsatisfactory, Yet, by the 
same reasoning, the little woman too 
has a fear that she might “get stuck 
with a lemon”, 


Enter, The Salesman 


his is where you step to the fore, 
Mr. Salesman. Overcoming these re- 
sistances to buy must be the job of 
the salesman, An important charac- 
teristic of women’s behavior in the 
appliance store is that they are in- 
decisive, they protest too much that 
they need the appliance, and they 
repeatedly seek reassurance from their 
husbands and the salesman 

These signs point to an underlying 
feeling of guilt about the purchase 
and there appear to be two important 
reasons for its existence: 

@ The general question of deserv- 
ingness. Many household appliances 
are not yet defined by society .as 
absolutely essential to a woman's 
work; even the replacement of an 
older, “necessary” appliance with a 
ewer model may be considered by 
the woman as more of a luxury-con- 
venience than an absolute necessity. 


MORE oe 
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WHAT Makes Them Buy? 


Dh unnecessary appliance’ that 


merely frees the wite from household 
drudgery and does not improve the 
quality of her service as a homemaker 


may mean to her that she cheat 
mg’’ her family, She must never allow 
iy suspicion to arise on the part of 
iny family member or friend—or even 
in her own mind—that she’s a lazy 
vife 

@ Any large expenditure of money 
is likely to cause a feeling of guilt, 
vhether it’s for an appliance, a car 
x a house, The guilt often emerges 
6 post-purchase anxiety—the panic 
many people feel as they try to con 
ince themselves that they've “done 
the right thing’. In many cases, the 
psychologists insist, the opposition of 
the husband—real or imagined—may 
iggravate the feelings of guilt and 
therefore the resistance to actual 
purchase 

Overcoming these resistances de 
pends on effective reassurance by ad- 
vertising, the husband andthe 
salesman, in that order. Obviously, 
the salesman has the last crack. He 
must convince the housewife that 
she does “deserve” and is “entitled” 
to the appliance by reason of the 
harsh demands of her housework. He 
must prove that the appliance is 
“necessary” if she is to do the best 
job of serving her family 

She must also be reassured that 
she is “making a good buy’, thus 
proving her competence as a shopper 
ind justifying her expenditure of a 
rather large sum of her 
money 


husband's 


Please Tell Me I'm Right 


Women reassure themselves that 
they're right by consulting a whole 
string of ‘authorities’. They seek out 
friends who have the type of appli 


(continued) 


ance they're in the market for and 
ask their opinion. Ihe “friends’’, of 
course, have their own stake in 
justifying their own expenditure; 
hence, the expression, “A satisfied 
customer is the best advertisement’. 

The clearest attempt to gain sup 
port and reassurance for her decision 
comes from repeating her needs to 
her husband, the salesman and her- 
elf during the course of her shop- 
ping. Again and again, it was ob- 
served that a woman on the selling 
floor needed to convince the salesman 
of her need before he could sell them 
appliances. 

Dr. Cyril C. Herrmann, of Arthur 
D. Little, Inc., a Boston research 
company, believes that the success or 
failure of a new product can be ex 
plained by personal, subjective think 
ing of the individual prospect. He 
says the fact that a new product is 
an improvement over similar items 
on the market is not enough to make 
it a winner. That product, says 
Herrmann, must make prospective 
buyers feel it will boost their own 
evaluation of themselves. 


What Brand Shall | Buy? 


According to the study, most 
women don’t know much about 
different brands: they’re inclined to 
be a little afraid of mechanical con 
trivances, Because of this, they look 
for some “authority-figure” on whom 
they can shift the burden of decision. 

They find these “authorities” 
among friends and relatives, in ad 
vertising, by shopping around in 
various retail stores, by gaining con- 
fidence in the salesman and winning 
his approval and respect and by 
resolving their conflict by making 
their choice based on demonstrable 
features, 


Ihe study makes out a strong case 
for dealers carrying multiple lines of 
merchandise. Women like to “shop” 
or look around. It’s a big event, 
enjoyable, and there’s a psychological 
need to see and compare a great 
many brands, 

Kven those women who come into 
a store already decided on a partic- 
ular brand show the same irresistible 
desire to look, fee, turn the knobs 
and see what happens, to try practi 
cally all the machines on the floor. 
Before she can purchase the brand 
she wants, a woman needs to see 
what she’s not buying as well as what 
she is buying. 

Shopping is an acceptable social 
outlet for a woman's anxiety and in 
decision. She “acts out” her conflict 
by going to different stores, talking 
to different salesmen, inspecting ap 
pliances. Along the way, she gathers 
much useful information which 
serves to reinforce her feeling of com 
petence as a shopper. She dare not 
make herself vulnerable to ridicule 
from her husband by overlooking a 
better brand, bargain or feature. 

Of several hundred people scrut- 
inized by the study, not more than 
25 percent had strong brand pre- 
ferences before entering the store. 
And most of them had shopped else- 
where before. In most cases, the 
shopper doesn’t know what brand is 
best for her and makes up her mind 
at some time during the sale. The 
very fact that sale of a major appli- 
ance takes from fifteen minutes to 
an hour or more emphasizes this fact. 

Generally, it was found that 
women have a few brands or features 
in mind before actually shopping. 
Frequently, it is advertising that has 
stimulated their curiosity. But the 
small percentage of women pre- 
viously committed to a brand still 
spend time looking around and de- 
mand that several machines be 
demonstrated. It’s afterwards that 
they admit they knew what they 
wanted all along. 

In these cases, some personal ex- 
perience with the product has closed 
their minds to other brands. It may 





be their own experience or it may 
be that of a neighbor or relative has 
used the appliance and is enthusiastic 
about it. Occasionally, the woman 
wants the appliance for a specific 
purpose, some special problem, and 
has been convinced that this partic- 
ular brand is specially equipped for 
her purpose. 


Master or Slave 


Traditionally, mechanical con- 
trivances are in the male province. 
Women are experts on diapers, 
dumplings and needlework—not 
rotary drums, gas venting and cen- 
trifugal force. But when it comes to 
buying automatic washers and dryers, 
women must know a great deal about 
such things. 

Although most women may protest 
that they are concerned only with the 
“results” of a modern-day appliance, 
Weiss and Geller’s study found them 
self-conscious about a lack of tech- 
nical knowledge. 

Even more important, women are a 
little afraid of this humming, mys- 
terious machine. For example, it was 
dificult to convince some women 
that an automatic washer could be 
stopped at any point in the cycle. 

Other indications of women’s 
wariness of things mechanical are the 
attractiveness of safety features, an 
intense desire to see everything that’s 
happening, to feel the machine in 
action so as to reassure herself that 
her clothes are safe and to know that 
the service guarantee is ironclad. 

In general, the study concludes that 
women don’t buy an _ appliance, 
per se. They buy safety doors, or 
shampoo action, or suds savers or 
time-line control. In sale after sale, 
the psychologists observed that the 
purchase decision depended on com- 
parison of materially incidental but 
dramatically named features. 

Obviously, there is no way to tell 
prior to purchase which machine will 
wash clothes cleanest or which re- 
frigerator will keep food freshest. Ad- 
vertising helps convince the house- 
wife and lead her to investigate the 

(Continued on page 232) 
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Psychologists have found that in many instances women are awed 
by the intricacies of the mechanical features of appliances and 


lack confidence to buy 
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Women prospects for an appliance are often motivated to pur 
chase not only by comparison of materially incidental but also 


by dramatically named features 
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COLOR! , STAINLESS STEEL! EASY PLANNING! 





More to offer .. . bigger profits 
when you sell TRACY KITCHENS 











SATINY STAINLESS STEEL SINKS~——-how the GLAMOUR COLOR SCHEMES! Tracy’s exciting 
women love them! Capitalize on the decorator swing new Pic-A-Dor cabinets let every woman have her 
to stainless steel with lustrous, lifetime Tracy own way at NO extra cost to you or her. They're 
sinks. Sizes to fit every kitchen. Underbase cabinets the only steel cabinets with sliding doors that can 
in white or Tracy Contemporary Colors.* Sell be ANY material, ANY color. Steel cabinets come 
stainless steel! Sell color! Sell Tracy! in white or Tracy Contemporary Colors.* 














CABINETS FOR BUILT-INS. Tracy has the most COMPLETE LINE, With Tracy, you have the line 
advanced and flexible line of cabinets yet designed variety for every kitchen plan. Stainless steel and 
for built-in ovens and drop-in surface units. Cash porcelain sinks; wall, base and special-purpose cabi- 
. , : in on the tremendous trend to built-ins and start nets; drop-in bowls, high oven cabinets .. . in 
“full-kitchen” sales. Available in white or Tracy white or Tracy Contemporary Colors.* Only Tracy 
Contemporary Colors.* offers such a versatile kitchen line! 


a] ae 


- “ys ~ ye aes teak 
he Bas Sie 


*ALL THIS ... AND COLOR, TOO! The full Tracy Line Dept. EM-3. Tracy Kitchens Division : 
is available in white and Tracy Contemporary Colors ° Edgewater Steel Corp. : 


Turquoise, Pink and Yellow. ° P. O. Box 1137, Pittsburgh 30, Pa. 


A : Send full facts on making money with the Tracy 
mail this coupon today! : Kitchens line. 





NAME 
ADDRESS 


CITY STATE 


KITCHENS 


come on along with the BIG things coming from Tracy! 
foremost producers of stainless steel sinks and quality steel kitchens 
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Get off to a flying start! SWING INTO SPRING with the most 
terrific line-up of Hotpoint Range models and automatic features ever pre- 
sented—and backed up with the biggest advertising push in Hotpoint’s 
history ! 

The exciting new Hotpoint Ranges for ‘56 give you even more to show 
and sell than ever before. On/y Hotpoint offers the world’s fastest cooking 
in Ranges that cook everything in the book automatically! The secret is in 
Hotpoint’s exclusive SUPER-MATIC Unit—the amazingly versatile sys- 
tem that se//s as automatically as it cook 


And nothing has been overlooked in the tremendous all-out campaign 


Here’s How 
You Can Rocket 
Your Range 
Sales in 1956! 


Get All the Details from Your 








RANGE 
CAMPAIGN 






National Magazines! 
BIG DOMINANT COLORFUL those are the key words describ- 


ing the spring magazine advertising on Hotpoint Ranges! This intensive cam- 
paign, using big, full-color ads in 11 top consumer magazines, has been care- 


fully planned to reach the largest possible prospect audience with commanding 





impact. Exciting food dishes are featured in every ad to stop page-thumbers 





and make them interested readers—readers who are invited to go to your dealer 
7 , 
~ ®*) 4 ship for the recipes, and for the complete story on the greatest Range line in 
> % ‘ 
4 gp? Hotpoint’'s history! 


Swing lito Spring WITH HOTPOINT RANGES! J Look Tt 
F HOTPOINT CO, (A Division of General Electric Company) 
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to tell your prospects all about the great new Horpoint line. 
Everything you need to make 1956 your biggest and best 
Hotpoint Range year has been planned and produced for you 
—from dramatic network television demonstrations and big, 


Displays & Artificial Food! 
Two new action displays are avail 
able to identify the advertised 
Ranges on your floor, Set up and 
operating, these Range Displays are 
powerful actention-getters, Reip you 


colorful magazine spreads right on down to point-of-pur- 
chase displays and envelope stuffers! 

























. . t t t-ot-purchase, Use the 
The entire program is designed for just one purpose . . . to artificial food to demonstrate Range 
at . 
attract more prospects into your store...and help you sell a 


them! Look over the details—then get set co SWING INTO 


; Blow-Ups & Counter 
SPRING with Hotpoint Ranges! 


Card Reprints! 


A big, full color blow-up of a two 
page ad in LIFE MAGAZINE tor 
your windows and walls. Mounted 
reprints of other colorful, full-page 
ads will be on hand for you to use 
as counter cards! 


Hotpoint Distributor TODAY! Range Sales Literature! 


You'll cose more sales and keep 
more prospects interested if you 
make use of the colorful, hard-sell- 
ing Range literature Hotpoint has 
prepared for you. Give them this 
material to take home from your 
store, and use as envelope stuffers 
in every mailing! 















Recipe Card Give-Aways! 


For three months, every magazine 
ad will direct the reader to go to 
their Hotpoint Dealer to get the 
recipe for shish kebab. You will be 
furnished with a quantity of color- 
ful, post-card size recipe cards to fill 
these requests—and every one who 
asks for that recipe is a prospect for 
a Hotpoint Rota Grit Range! 


















Give-Aways & Premiums 


The premium plan you may be us 
ing this spring will be doubly ef 
fective if you tie it in with the Hoe 
point Range SWING INTO 
SPRING national campaign, Ask 
for your copy of the bo t Your 
self’ Plan Book, It shows three 
new items that are being made 
available for your promotion, as 
well as many other effective ideas, 





















Newspaper Ad Mats! 


In addition to the wide variety of 
hard-hitting local ad mats regularly 
available, Hotpoint has created 
special newspaper ads for your 
SWING INTO SPRING tie-in, 
They feature the shish kebab juste 
as it appears in the national ads, 
with a slug, “Here is the the Range 
you saw advertised in LIFE, 































“teal J 
Sales Training Film! 


Salesmen sell faster, better after see 
ing Hotpoint’s 1956 Range Sales 
Training Film, “Listen to the Wom 
an. Be sure every salesman sees it 
Listing 5 SOLID SALES POINTS, it 
isa clear, factual presentation of the 
important new feature story of the 
1956 Hotpoint Range line, And 
there's a pocket-size digest of this 
sales-inspiring film for your men to 
carry with them 














Local TV and Radio! 


If you are using local TV of radio, 
plan your show to tie-in with the 
nauonwide promouon. The Ad 
Mat Book also offers you a wide 
selection of local radio and TV 
spots, some of which are specif 
cally designed for your SWING 
INTO SPRING tie-in, 



















Calendar of Events! 


Hotpoint has prepared a special 
SWING INTO SPRING Calendar 
of Events w help you coordinate 
your local tie-in efforts with the 
nauional campaign. It includes the 
date of each national event, tie-in 
suggestions, and space for you to 
write in your local efforts, 
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and LPIA. 
Outdoor Posters! 


If you have included 24-sheet post 

ings on your local advertising cam 
paign, you will want to have the 
Hotpoint Range billboard on loca 

uon during the SWING INTO 
SPRING program. It offers a strong 
nein to the automatic cookin 

features emphasized in the asteall 
ads—and 40" replicas are available 
for windows and walls, for pome 
ot -purchase idenuhcatuion, 


’ . _ Ranges Dishwashers 
(YL Wnodt- ba Refrigerators Disposalls® 
e Pg 









Network Television! | 








One out of every four American families will see the new Hotpoint 
Ranges featured on the ‘Ozzie and Harriet’ television show 
Over 40 million Hotpoint Range prospects will see and hear 
Harriet Nelson demonstrate and talk about the new, exclusive 
Hotpoint Range features—every other week for a full 8 weeks! 






















Swing into Spring 
in Your Market! 


Plan your e-ins now —be ready to 
cash in on the biggest, most con 
centrated campaign in Hotpoint’ 
history. See your Hotpoint Distributor 
today ~he has the full story on Hor 
points entire SWING INTO 
SPRING campaign, and on all the 
colottul, hard-hitting Gein materi 
als available to you 





Automatic Wasners Water Heaters 
Clothes Dryers Food Freezers 


5600 West Taylor Street, Chicago 44, illinois . Customline Air Conditioners 
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WANT MORE ELECTRIC RANGE SALES?... 











sell top performance and appearance 


Today’s range buyers demand TOP performance, 
TOP appearance. You get both when the range 
you sell is topped with slim Microtubes. Microtubes 
put you miles ahead of competition ... put cook- 
ing magic in the range. Faster heat-up. Quick re- 
sponse to every switch change. Better, more 
uniform cooking results. And they’ ve got that slim, 
trim, sales-making look. 

Chromalox Microtubes alone give you these 
big selling advantages. That’s why you'll find 
more slim-tube units on better electric ranges 
everywhere, Microtubes are the product of Edwin 
L. Wiegand Company, pioneer in high-speed sur- 
face cooking units, and the world’s largest manu- 
facturer of electric heating equipment. 


Edwin L. Wiegand Company 


7525 Thomas Boulevard, Pittsburgh 8, Pa. . 
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USE THESE FOUR DEALER-PROVED SELLING POINTS! 


\A 





SPEED —Slim, flat-top Microtubes heat-up CLEAN— Slim Microtubes are modern looking 


and cool faster, are far more flexible than and simple to clean...there’s only one part 
heavy-mass units the reflector to remove for thorough washing. 
/ | = WN . \ 


| ))) 


UNIFORMITY —-Flat-top Microtubes have up RESPONSE. Microtubes respond instantly to 


to 10% more cooking surface. Heat is distrib every switch change. From simmer to boil your 
uted evenly, no hot spots to mar even the customer gets exactly the right heat, when she 
most delicate foods wants it 
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2 Microtubes plus 4 Adaptors 


service 98% of all range openings. Order from 
a Chromolox Distributor. If you don't know a 
Chromalox Distributor, contact one of these... 


CHROMALOX 
DIRECT FACTORY REPRESENTATIVES 


ATLANTA 8, GEORGIA 
C. B. Rogers and Associates 
1000 Peachtree Street, N.E. —Eigin 1733 


BALA-CYNWYD, PENNSYLVANIA 
J. V. Calhoun Co., 349 Montgomery Avenue 
Greenwood 3-44]7-78-79-80 (Philadeiphia Exchange) 
BALTIMORE 18, MARYLAND 
Paul V. Renoff Company 
333 East 25th Street—Hopkins 7-3280 - 7-3281 


BLOOMFIELD, NEW JERSEY 
M. B. Rosevear Company, inc 
Two Broad Street—Phone 2-8600 
New York City: Worth 4-2990 


BOSTON 11, MASSACHUSETTS 
Leo C. Peikus and Company 
683 Atlantic Avenue—Liberty 2-1941 


BUFFALO 2, NEW YORK 
Niagara Electric Sales Company 
505 Delaware Avenue-—Summer 4000 


CHARLOTTE 2, NORTH CAROLINA 
Ranson, Wallace & Co., 116% East Fourth Street 
Edison 4-4244—Frankhin 5-1044 


CHATTANOOGA 1, TENNESSEE 
Harold R. Miles and Associates 
424 Georgia Avenue— Phone 5-3862 


CHICAGO 6, ILLINOIS 
Fred |. Tourtelot Co., 407 South Dearborn Street 
Harrison 7-5507, 7-5508, 7-5509 


CINCINNATI 8, OHIO 
The Smysor Company 
1046 Deita Avenue—Trinity 1-0605 


CLEVELAND 13, OHIO 
Anderson-Bolds, inc. 
2012 West 25th Street—Prospect 1-7112 


DALLAS 26, TEXAS 
L. R. Ward Company 
3009-11 Canton Street Riverside 6279 


DAVENPORT, IOWA 
Volco Com +! 
215 Kahi Building—Phone 3-2144 


DENVER 2, COLORADO 
Richards & Associates 
2415 15th Street—Glendale 5-3651 
DES MOINES 14, IOWA 
Midwest Equipment Comeony of lowa 
842 Fifth Avenue—Des Moines 3-1203 
DETROIT 38, MICHIGAN 
Carman Adams, inc. 
15760 James Couzens Highway University 3-9100 


HOUSTON 3, TEXAS 

L. R. Ward Company 

1814 Texas Avenue—Capital 5-0356 
INDIANAPOLIS 4, INDIANA 

Couchman-Conant, Inc. 

627-631 Architects & Builders Bidg Melrose 5-5313 
KANSAS CITY 6, MISSOURI 

F. D. Moore Company 

106 East 14th Street—Victor 2-3306 
LOS ANGELES 11, CALIFORNIA 

Montgomery Brothers 

2113 ih San Pedro Street — Richmond 7-9401 


MANCHESTER, NEW HAMPSHIRE 
K. E. Marston 
R.F.D. 2, Box 283—Bedford 2-4544 


MIDOLETOWN, CONNECTICUT 
Dittman and Greer, Inc. 
33 Pleasant Street —Diamond 6-9606 


MILWAUKEE 3, WISCONSIN 

Gordon Hatch Company 

531 West Wisconsin Avenue—Broadway 1-302) 
MINNEAPOLIS 4, MINNESOTA 

Voico Company 

831 South Sixth Street-—fFederal 6.3373 
NASHVILLE 4, TENNESSEE 

Harold R. Miles and Associates 

2500 Franklin Road—Cypress 2-7016 
NEW YORK CITY, NEW YORK 

See Bloomfield, New Jersey 
OMAHA 2, NEBRASKA 

Midwest Equipment Company of Omaha 

1614 izard Street—Atiantic 7600-7601 
PHILADELPHIA, PENNSYLVANIA 

See Bala-Cynwyd, Pa. (Suburb of Philadelphia) 
PITTSBURGH 6, PENNSYLVANIA 

Woessner-Mc Knight Co., 1310 Highland Building 

115 South Highland Avenue—€merson 1-2900 
PORTLAND 8, OREGON 

one Brothers 

1632 N.W. Johnson Street—Capital 34197 
ROCHESTER 4, NEW YORK 

Niagara Electric Sales Company 

133 South Clinton Avenue Hamilton 2070 
ST. LOUIS 1, MISSOURI 

C. B. Fall Company 

317 North Lith Street—Chestnut 1-2433 
SAN FRANCISCO 3, CALIFORNIA 

Montgomery Brothers 

1122 Howard Street—Underhiil 1-3527 
SEATTLE 4, WASHINGTON 

Montgomery Brothers 

911 Western Avenue—Seneca 3270 
SYRACUSE 6, NEW YORK 

R. P. Smith Company, inc 

2507 James Street-Syracuse 73-2748 
WICHITA 2, KANSAS 

F_ D. Moore Company, Room 211 Derby Building 

352 North Broadway Amherst 2-5647 


EXPORT DEPARTMENT —1010 Schaff Building 
Philadelohia 2, Pennsvivania —Locust 4-4020 
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How Can You Get in the Kitchen Business? (<ortinve? 


a line are rated as secondary to the 
single factor which, manufacturers 
agree, merits the most investigation by 
tne dealer. ‘The retailer interested in 
taking on a cabinet line should, above 
all other considerations, ask and get 
an answers to the question of, 


HOW GOOD 
IS THE DISTRIBUTOR 


Once the dealer actually gets into 
the kitchen business he is going to 
find that almost every phase of the 
kitchen business will require some 
degree of cooperation or help from 
the distributor. The distributor will 
carry his inventory, will help him line 
up installers, will assist in planning, 
will train his men, will help arrange 
lines of credit, will assist in pro- 
moting—in short, the dealer will be 
dependent on the know-how and help 
of the distributor for almost every 
step he takes in getting into the 
kitchen business. 

Some manufacturers contend that 
the distributor will be good or he 
wouldn’t have a nationally branded 
line. But this is a simplification. 
There aren’t enough top notch dis- 
tributors to go around in every mar- 
ket. And some of the best appliance 
distributors are not yet set up to do 
a job in the kitchen business. One 
of the most active manufacturers in 
the kitchen business admits that some 
of his distributors are still not doing 
the job they should. 

Thus, in addition to qualifying the 
line he wants to carry, the dealer 
should also evaluate the distributors 
he'll be doing business with. He 
should ask a number of questions, 
among them: 

Does the distributor carry an ade- 
quate inventory? Most dealers are 
anxious to get into the business with 
a minimum investment. Most cabi- 
net manufacturers use as an argument 
for the dealer getting into business 
that he will have to carry no inventory. 
Thus the distributor must carry it. 
The dealer should make inquiries as 
to the extent of the distributor’s stock 
and the time interval on deliveries. 
He should ask to see the stock. He 
should certainly check with other deal- 
ers serviced by the distributor to be 
sure that the distributor is living up 
to his claims. 

Is the distributor set up to handle 
the kitchen business? A distributor 
could have the biggest stock in the 
world and still be of little use to the 
dealer just getting into the kitchen 
business. The dealer should make 
sure that there is a specialist or well 
trained kitchen man in the distributor 
organization. If possible, the salesmen 
handling kitchens should be exclusive 
on kitchens or handle only selected 
white goods in addition. The distrib- 
utor salesman who must sell radio and 
TV plus a full line of white goods plus 
kitchens will be of little help to the 
dealer in solving his specific kitchen 
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problems. The distributor shoukd also 
be ready to offer a kitchen planning 
service, In some cases this may be 
available only to the dealer as he 
starts in the business, once in it the 
distributor may feel that the dealer 
himself should handle his planning. 

Installation is another problem on 
which dealers may want to turn to 
their distributors for help. Few dis- 
tributors will actually perform instal 
lation work themselves but the better 
ones will be equipped to help the 
dealer solve his problems. This may 
take the form of merely advice or it 
may be more tangible—even to the 
extent of rounding up craftsmen who 
are available for dealer work. 

There are at least eight methods for 
financing kitchens, Once he has been 
in the business for some time the 
dealer himself may know the relative 
advantages and disadvantages of each 
type of financing. But in the begin- 
ning he will be able to use the advice 
of his distributor on this matter. He 
will also appreciate any help the dis- 
tributor can offer in lining up banks 
and other lending agencies for the 
dealer's use, A good example is the 
open-end-mortgage. In certain areas 
this type of financing is not available 
but even in those localities where 
it is available little use is made of it. 
Bankers themselves are not anxious 
to push it. The impetus for its use 
will have to come from the dealer 
In understanding this type of finane- 
ing and in attempting to sell his banks 
on using it, the individual dealer can 
do with the support of his distributor, 

To find out whether a given dis 
tributor is equipped to provide these 
services the Seskae will have to check 
not only with the distributor himself 
but also with other dealers, banks and 
utilities. 

Does the distributor train the 
dealer? Training isn’t a simple mat 
ter in the kitchen business and it 
isn’t a matter which can be handled 
with a single course, It must con 
tinue even after the dealer is well 
established. Manufacturers can’t af- 
ford to go directly to dealers all over 
the country with a training program, 
They must “train the trainer”—send 
the distributor to school so that he 
in turn can teach the retailer. The 
dealer should make sure that a dis- 
tributor is equipped to provide such 
training on a continuing basis. 

A good summary of the impor- 
tance of adequate training can be 
found in the foreword to “Operation 
Foundation”, a continuing training 
program undertaken recently by Tracy 
Kitchens. “Too many distributors and 
dealers,” says Tracy, “have been mis- 
led, or have failed to understand that 
this is a highly specialized field which 
demands a basic knowledge of the 
business before profitable volume may 
be obtained. . . . There is no quick 
and easy way to accomplish the job 
that must be done. Distributor sales- 
men must be trained, dealers must be 
trained, displays must be erected and 
continuing programs laid out and fol- 
lowed up.” 


Does the distributor offer promo- 
tional help? In_ picking national 
brands the dealer will, of course, in- 
vestigate the national advertising of- 
fered by the manufacturer, But at the 
distributor level the dealer must also 
look for promotional help. He must 
be sure money is available for co-oper- 
ative advertising, that training and 
sales aids are available through the 
distributor, and that the distributor 
will work along with the dealer in 
developing an advertising prograin for 
the dealer's market. 

It should be noted here that most 
co-op ad funds accrue as the result 
of purchases by the dealer, But the 
yew just getting started in the 
kitchen business needs advertising 
cash at the moment he opens his 
business—and he will have sold noth- 
ing to build up a co-op ad fund. Many 
distributors offer some specific plan 
for meeting this problem, either in 
the form of an introductory advertis- 
ing allowance or by letting the dealer 
draw against a co-op fund which will 
build up as sales build up. 

Up to this point we have been 
concerned primarily with what the 
manufacturer and distributor can do” 
to help set the dealer up. There are, 
nevertheless a number of contributions 
which the dealer himself must make, 


WHAT THE DEALER 
HIMSELF MUST DO 


The basic point here seems to be 
a desire on the part of the dealer to 
get into the business, Farlier in this 
article the reasons for getting in the 
kitchen business were outlined. They 
will have different effects on different 
dealers, But they should react in some 
way to produce a real desire on the 
yart of the dealer to be in the kitchen 
sade 

What about manpower? In the be- 
ginning, at least, the dealer may want 
to be his own kitchen specialist. 
That’s the usual pattern, but one word 
of caution is in order, If the dealer 
is already tied down to the store, 
finds it hard to get out even before 
he goes into the kitchen business 
then he does not have the time to be 
his own kitchen specialist. ‘The dealer 
should remember also that the vast 
majority of kitchen sales are closed 
at night. If he doesn’t want to de 
vote his evening hours to this work 
he had better be prepared to add a 
kitchen man to handle it. 

K.ven if a specialist is hired or desig- 
nated to handle your kitchen business, 
the owner himself should undertake 
the same training as the specialist 
If possible, a kitchen-consciousness 
should be developed in the entire or- 
ganization, Every salesman should be 
familiar enough with the kitchen busi- 
ness to see the possibilities for leads. 
And the office and administrative staff 
should know enough about the 
kitchen business so that every routine 

(Continued on page 180) 
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Sell Kitchens 
always desirable or practical. If a 
dealer is just beginning, his volume 


in kitchens will not justify a salary 
big enough to lure away a specialist 
There are other solutions offered 
ro) Jad OFFERS by some manufacturers. One firm says 
the dealer should try to get a salesman 
who has handled some sort of home 


improvement selling; siding, roofing, 


phone call on ordering and installa 
tion does not have to be channeled 
| through the specialist or owner. 
Where can I find a kitchen special 
ist? This is probably the toughest 
question you'll have to answer. The 
best solution is to steal the specialist 
from somebody else. But this isn't 








storm doors are examples. Another: 
manufacturer says that design and 
trade schools are producing graduates 
who could easily iearn this work. 
Sometimes a suitable individual can 
be found within the present organiza 
tion. And sometimes the most un 
likely prospects are the most produc 
tive. A case in point is an eastern 
dealer whose kitchen specialist used 
to be a butcher. The obvious training 
needed by any of these individuals 
(even the home improvement sales 
men may know little about electrical 
or plumbing problems) is added proof 
of the necessity of adequate training 


= 











; facilities being offered by the dis 
TEEL ) tC /_ | tributor. 

1 ZINC-COATED 51 yon door and ihe | > ® | How do I pay my specialist? Ther 

: .a , : . ee « , : / 
That's m6 ‘are made of spar pansy J 4 bd a po ~ all ow - 2 ape plans which 
drawer fronts 4 of baked ename 2 air CONTR “" ll ave worked but the consensus seems 
|, plus two coa il finishes! ishes smok OL UNIT. Exclusive | ; to be that straight commission or a 
ey durable of a and it oa * heat and cooking odors —o design. Ban- draw against commission are the best 
matically. A cooler sien ow the hood her ten the hood systems. For the dealer who must hire 


Sees “off” auto- a new man and who himself is just 
S€wives love it! getting started in the kitchen business 
the draw against commissions appears 

best. After all, the specialist must 

-) make a living while he and the firm 
are getting started in the business 
After some experience it may be de 
sirable to switch him to straight com 


3 TAP-O-MATIC HANDLES mission (plus an allowance for auto 

Another Lyon exclusive and mobile expense). The experienced 
a convenience that makes an kitchen man will probably prefer the 
instant hit with every house- straight commission arrangement any 
wife. Just a tap and cabinet way. 


doors swing open, as if by he dealer must also make some 
, € . . 

: srovision for compensating the other 

~ magic. | | g 


salesmen who may turn up leads for 
kitchens. This may take a number 
of forms. Some use a straight bonu: 
Others allow the salesman a commis 
sion on the new appliances used in 
the kitchen 


aner kitchen and 















MAIL COUPON FOR NEW CATALOG & COMPLETE STORY 

















$500. This does not cover the cost of 
appliances. Some firms think this fig 
ure is far too low. One manufacturer 
last year attempted to qualify dealers 

for the kitchen business and selected 
" ° , | only those who had $15,000 credit 
© Work | . . open with their distributor. This is 
- “ ' (Continued on page 184) 


shelves put a variety of stored 
materials within easy reach. 


LYON METAL PRODUCTS, INC., 321 Monroe Ave., Aurora, Illinois | How big a display is needed? About 
! Please send me a copy of the new Lyon Steel Kitchen catalog. Also, I'd ! here you begin to get all sorts of an 
! like to know how and why the Lyon Direct-to-Dealer policy can mean ! swers from manufacturers. Some 
! bigger profit to me. | think that a small, extremely simple 
! | display is adequate. Most think that 
4 TWIRL-O-MATIC UNIT | COMPANY rs allie Te a complete kitchen should be set up. 
Compare this Lyon unit with | And there are all sorts of variations 
other rotating units. See how Ne ee 2m i in between 
much more storage space it | | Cabinet makers generally put the 
provides. Two roomy circular | city i cost of a display at between $300 and 
I 
| | 
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One breaks . . . the other doesn't! Here's why . . . the genuine hose 
(right) meets original specifications for RCA WHIRLPOOL washers 

. withstands water of over 600 Ibs. p.s.i. pressure at 200° F. and 
800 Ibs. at 60° F.... tougher than conditions anywhere in the country. 


They “torture” 
to protect your 


No service callbacks! One installation . . . that’s all if you use 
only genuine hoses when servicing RCA WHIRLPOOL washers. 
The reason . . 


neoprene compound to the same high quality specifications as 


. genuine replacement hoses are made of durable 


the original hoses to meet the toughest performance conditions. 


Tests prove it! Genuine hoses are subjected to above normal! 
. they do not break even 


after being in air saturated with deteriorating ozone 4 times 


water temperature and pressure . 


the maximum amount found in any locality. 


Hot water from a bursting hose may cause injury to customers 
or their property. You can be sure that genuine hoses for 
RCA WHIRLPOOL washers will remain flexible and strong for 
years of service without costly callbacks. You will keep your 
full profit plus your customers confidence and goodwill that 
can lead to additional sales of RCA WHIRLPOOL products. 








Genuine hose (right) did not deteriorate after 24-hr. test in tank 
of air containing 4-times the maximum ozone content in any area 
of U.S. Even after exposure it passed the pressure test shown at 
left... where ordinary hose failed. 


washer hoses 
service profit 


Whatever the service required .. . if it’s an RCA WHIRLPOOL 
appliance always use genuine replacement parts. They may cost 
a few cents more than off-brand makes .. . but they save you 
dollars in profits as well as your service reputation. Contact 
your authorized RCA WHIRLPOOL dealer, distributor or A.P.J.A. 
parts jobber... they have genuine parts quickly available. 


GENUINE REPLACEMENT PARTS FOR 


© Uhintpoot, rrocuc: 


meet the toughest specifications 
in the industry. 


Service Division, WHIRLPOOL-SEEGER CORPORATION, St. Joseph, Michigan 








PICTURE OF A MAN 





TYING IN 





Why dont you take advantage of 





Kitchen promotion 








this Spring! 








Here’s why it will pay you to join 
“KITCHEN CALL” 


 SiaS F 
% o> 





This big ad will appear in over 150 news 
papers across the country on Wednesday, 
May 23 









or 


fa 


And that evening, on TV's famous U.S 
STEEL HOUR, Mary Kay and Johnny will 
sell kitchens styled in steel to your cus 
tomers. As a part of this commercial, local 
station announcers will cut in to urge 
listeners to look for steel kitchen ads in 





their newspapers. They will mention news 
papers by name and call attention to 
kitchen dealer ads that appear with the 
U.S. Steel newspaper ad. 











Other U.S. STEEL HOUR commercials will 
also be used to promote steel kitchens 


How to make your store headquarters for the new business 
created hy ‘““KITCHEN CALL” 


@ Display the banners, streamers and tags contained in 
the free promotion kit in your store and window. 

@ Schedule advertising featuring the promotion sym- 
bol, the telephone and the theme, “The Call is for 
Kitchens . . . Styled in Steel” in newspapers, on radio 
and TV and in direct mail. 





ON 


iS \ 
yTcae \ 


jp 






7 to boost 

















\ 
4) 


4) My 


U.S. Steel, in collaboration with the Good 
Housekeeping Institute, has prepored a 





new movie on how to plan an all-steel 
kitchen for local use. 


You can get a free ‘Kitchen Call” Pro- 
display materials, suggested 
newspaper ads, radio commercials, a 
merchandising idea book. Also included 
will be a list of the newspapers carrying 
the U.S. Steel newspaper advertisement, 
and the TV stations who will refer tele 
viewers to dealers’ newspaper tie-in ads. 


motion Kit 


@ Use U.S. Steel’s kitchen planning movie as a spon- 
sored 'T'V program, or show it at women’s clubs and 
other gatherings. Complete details concerning the 
movie are included in the promotion kit. 

@ Make every effort you can to take advantage of the 
customer preference for steel kitchens being created by 
“Kitchen Call.” 





UNITED STATES STEEL 
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WITH “KITCHEN CALL” 


U. 5. Steel's huge 



















SEND FOR THE 


“KITCHEN 
CALL” 
PROMOTION KIT! 





Market Development Division, United States Steel 
525 William Penn Place, Pittsburgh 30, Pa. 








Please list: 
Brand of steel kitchen cabinets you handle. RRR SH Best 
Brand of built-in appliances you handle. __ Sa 


Please send me the free “Kitchen Call” Promotion Kit. 


: Name bat e003 i 


Address_ Saas oi ea a aa 














City State 
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Greatest value in 
our 46 years of 




















vacuum cleaner 














SWIVEL manufacturing 





“FLOATING BRUSH” 
RUG NOZZLE 





experience 











It s got looks.. 








SWIVEL 
BARE FLOOR 
BRUSH 














top quality... 








performance 




















THROW-AWAY [- 
a A 


popular price 











...and more 











profit per unit 





E-Z ROLL BASE 


(Standard equipment) 











for you 











It almost sells itself! 

























2-SPEED 
MODEL 888 QUIK-VAC 
Suggested +695 Including 


retail price attachments 





































Cadillac offers you 
a complete line of 
profit makers... 


Reach out for 











extra sales with this MODEL 125 2-SPEED aie 
’ Motor-driven-brush YLINDER 
extra long (28") crevice tool, avail upright ¢ — “= 


Suggested retail 
price $5995 


Including 
5 piece set of 


attachments 


able for “give-away” promotion. Suggested $6995 


retail price 





\. 


Includes same attachments 
as Mode | 888 

Find out how Cadillac's liberal discount MODEL 60 
Motor-driven-brush ‘“‘Hand-Vac " 


policy gives you more profit per cleaner 
Suggested retail price $27%5 





ro 





Contact your Cadillac distributor today 


or write us for complete information 


VACUUM CLEANER DIVISION 


CLEMENTS MFG. CO. 


Dept. A, 6650 §. Nerragansett Ave., Chicago 38, Ill. 


Specialists in vacuum cleaning equipment 
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probably too high to be average, but 
the firm maintains that the dealer 
should be ready to invest $5,000 in 
the kitchen business. 

At the other end of the scale is 
Youngstown Kitchens which this year 
is advocating a simpler approach to 
the market for the “average” dealer. 
Youngstown will continue to have 
kitchen specialists who sell the fan- 
ciest, most expensive kitchens. But 
Youngstown officials think that this 
approach scares off the average dealer 
—and many customers. So Youngs 
town is recommending that the dealer 
confine his efforts to straight wall 
kitchens which require little but a 
cabinet sink and several basic cabi- 
nets. Such a display is relatively inex 
pensive. In addition, Youngstown 
recommends display of additional 
sinks, which the company feels should 
be treated as a major appliance. 

If you pick a line which recom- 
mends a complete kitchen of one sort 
or another you will probably be asked 
to decorate it as attractively as possi- 
ble and to “activate” it. This means 
simply that there should be enough 
props on hand for the customer to 
imagine herself using the kitchen. 

One question which draws contra 
dictory answers is whether it’s better 
to have two small kitchen displays or 
one big, all-out effort. Those who 
favor the two smaller kitchens say 
that you can show a bigger variety of 
products and ideas in the two units 
and that you do not risk the chance 
of discouraging a prospect who may 
be intrigued by a big, fancy kitchen 
but be well aware that it’s beyond her 
budget. ‘The dramatic impact of the 
big unit is cited by its proponents, 
who explain, first, that you can sell 
many prospects up to more than they 
had first expected and that, second, 
you can always sell down if the cus- 
tomer obiects because of price. 

If possible the kitchen should be an 
operating one, but this is not regarded 
as an essential. For one thing, most 
plumbing and water lines are found 
at the rear of the store and manufac- 
turers argue it’s more important that 
the kitchen be up front rather than 
operating. 

What about installation? ‘There are 
two main areas of agreement on this 
question First, no matter what solu- 
tion the dealer may devise, the ulti- 
mate responsibility rests with him and 
he must oversee the actual work and 
check on it constantly. Second, most 
dealers just beginning in the kitchen 
business would be foolish to maintain 
their own installation crews. Such 
dealers are in no position to pay these 
crews while they're waiting for work 
to deve lop 

What's the best solution to the in 
stallation problem? Basically the an 
swer is to let somebody else do it 
Some favor hiring a general contractor 

vho will in turn arrange for all the 
sub-contracting Others favor the 
dealer himself acting as a general con 
tractor and arranging for his own sub 
Fach has some advan 
(Continued on page 189 
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CHRYSLER CORPORATION PROUDLY 
PRESENTS THE FORWARD LOOK IN 
AIRTEMP ROOM AIR CONDITIONERS 








the Deluxe Ever seen any air conditioner to com- 


pare with this smart new streamlined beauty? Your prospects 
—and particularly the women—are certain to agree: this 
all-new Airtemp is the last word in modern styling! All vital 
parts scientifically matched and balanced to produce the most 
efficient cooling at lowest possible cost. And it cools more 
quietly, too—thanks to exclusive 41°; larger Breathing Grille! 
Easy to install—mounts completely flush. 4, 1, 144 and 2 H.P. 

















le ES a 


Deluxe Model, except two control dials instead of three. Has 
all of the most important features any room air conditioner 
can offer, including, even, automatic thermostatic control. 
Yet it’s priced enough lower to be highly useful as the 
“clincher” of many and many a sale where budget limitations 
prevent you from selling the prospect “up”. In % and 1 H.P. 








ESPECIALLY 
FOR 
CASEMENT 
WINDOWS 





the Deluxe There was nothing on the market 

to match it in 54 or ’55. And there will be nothing 

to match the original Airtemp Casement Window 

Air Conditioner this year either! Quickly, easily 

installed from the inside—without removing glass 

or cutting window frame. And nothing—absolutely h S . | 

nothing — projects outside to interfere with opening, t é pecia Now, for the first 

closing or locking of window. time, a lower-priced edition of the 
Can be left in all year ’round . . . or can be easily _ original, tried and proved Airtemp Case- 

removed at any time without leaving any telltale ment Window Air Conditioner. Same 

marks on window frame or sill. For every home and _ basic cabinet as Deluxe Model means 

apartment that has casement windows, here is the same ease of installation. Simplified, 

air conditioner with exclusive advantages that really easily accessible controls. Available 

means business—for you. Now in % and % H.P. in % and % H.P. 


A NEW APPROACH TO INDIVIDUAL 
ROOM AIR CONDITIONING 


THE IMPERIAL 
“ALL-IN-WINDOW" 


Imagine how many homes, apartments, 
offices and other places right in your trad- 
ing area where outside projection of window 
air conditioners is not allowed or not de- 
sired! In this new Airtemp you can sell 
the best answer. Mounts completely flush 
outside—and with amazingly little pro- 
jection inside. In 4, % and 1 H.P. 


THE IMPERIAL 
“ALL-IN-WALL” 


Neatly installed out of the way in wall 
under a window--with no outside pro- 
jection. For new construction or existing 
buildings, the IMPERIAL “All-in-Wall” 
Air Conditioner creates a brand new year 
’round opportunity to sell homes, apart- 
ments, offices, motels, etc. In 4%, % and 
1 H.P. sizes. 








AIL ' WITH THE MOST COMPLETE LINE 


You've previewed them all on the previous pages—15 beautiful Airtemp 
salelel-1, Milo] mi -'1-1 a.m a] o1- Mio) M- lo) o)ifor- halo) a Pam lalollelollale MM -/1-10 Mme dal-Mal-3, a1 eae a 2-1 


Tele] iter: halelaMibe1-1-llale MM ol-i1l-h'alalePeomelal iva Via (-laa] ommal-t- much to offer you in '56! 


Sq | WITH THE NAME PEOPLE KNOW 


AND HAVE CONFIDENCE IN 
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sell... 


DIVISION 
CHRYSLER CORP 





for more room air conditioner 
profits in “o6! 
Dealers... write to AIRTEMP 


Dayton 1. Ohio... today? 
oe 
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tages. By hiring a general contractor 
the dealer need not follow a job quite 
as closely as though he were acting 
as the general contractor himself. 
Also, there is usually only one bid for 
installation work with a general con- 
tractor. If the dealer asks sub-con- 
tractors to bid on the work the cus- 
tomer may feel that several people are 
making money on the deal rather than 
the general contractor alone. ‘This is 
actually not the case but it may pos- 
sibly be a psychological problem with 
some customers. On the other hand, 
some manufacturers think that since 
the ultimate responsibility rests with 
the dealer he should act as his own 
general contractor so that he can 
supervise the work more intimately. 
How about decorating? A good deal 
of help with decorating will be pro 
vided in the original training given the 
dealer. But the advent of color in the 
kitchen has complicated decorating 
problems. Various firms have different 
approaches to the problem. One 
recommends a tie-in with local deco 
rators or home furnishings firms 
Other manufacturers offer more speci 
fic help. American Kitchens, for ex 


SLOG EOIEIEIVI IS SF 


“Dealers who employ more than 
one salesman should not do any selling 
on the floor...” 

Mort Farr, Upper Darby, Pa., dealer 
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ample, has developed a color styling 
service. ‘This service was created by 
Beatrice West, a New York color 
consultant. Five color locations in the 
kitchens (walls and wood trim, 
counter tops, flooring, window treat 
ment and upholstery) are listed. For 
each of these locations the material 
and samples of the material or paint 
which could be used is listed. A speci 
feation list showing the trade name 
of each of the materials and the manu- 
facturer is listed. All of these pages 
are bound into one book which is 
made available to distributors and 
dealers. 

What about promoting kitchens? 
There’s not much new that an a »pli- 
ance dealer would have to learn Fa 
promoting kitchens. He would prob- 
ably want to place more emphasis on 
developing radiation sales than he 
had used with appliances only. And 
home builder and home improvement 
shows might be more productive for 
him as a kitchen dealer than they had 
been when he sold appliances alone. 

As noted before, the dealer should 
investigate the national advertising 
provided by the manufacturer and the 
local advertising by the distributor. 
Some dealers have criticized appliance 
ads on the ground that they don’t 
promote the complete kitchen. A 
change of emphasis is due here. Al- 
ready General Electric has announced 
plans for an extensive campaign this 
year in which the complete kitchen 
will be promoted. 

Dealers themselves might follow 
(Continued on page 192 



















®@ Four Display-5 packages 
Soundcraft Red Diamond Recording Tape 
One Display-5 with five 600 ft. reels 
One Display-5 with five 1200 ft. reels 


Soundcraft Plus-50 Recording Tape 
One Display-5 with five 900 ft. reels 
One Display-5 with five 1800 ft. reels 


®@ Display Card 


One card for shelf or counter, easel-mount 


With this complete package, the Soundcraft Dealer 
Pack, you start selling to a really fast-growing market. 
Over 2,000,000 recorders are now in use! 


Soundcraft's Dealer Package contains the finest quality 
tape. The tape your customers want: Soundcraft Red 
Diamond, Soundcraft Plus-50. Under Sound Retail 
Plan, tape is priced to compete at a profit! Stocks won't 
gather dust. 

EVERYTHING YOU NEED in one compact package that 
your Soundcraft Supplier can tuck under his arm to 
bring you! And to reorder you need only ask for 
additional Display-5’s. 
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PUT YOURSELF IN THE TAPE BUSINESS 


with the most complete Tape merchandising package ever offered. Here it is: 






































uts any dealer 
in the 
fane business 
at a profit! 


@ Now Soundcraft helps dealers 
compete in soaring tape market. 
@ Features low inventory, compe- 

titive pricing for fast turnover, 

complete merchandising aids. 








@ Literature and Literature Holders 
Red Diamond, 40 folders and one holder 
Plus-50, 40 folders and one holder 


@ “Recorders Sold Here" Streamer 
Attractive window streamer that tells your 
customers you sell recorders. 


@ Wire Rack Bonus 
Contact your distributor for sturdy bonus rack. 
Holds tape and displays. Lights up with your name 


Order this new SOUNDCRAFT SOUND RETAIL PLAN merchan- 


dising package from your distributor, or write to Sound- 
craft direct to find out how you can participate. 


FOR EVERY SOUND REASON 


sexvea SOUNDCRAFT cone. 


10 East 52 Street, New York 22, N. Y. 
3386 WN. LaBrea, Hollywood, Celifernia 
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AND IT ALL BELONGS TO 


PHILCO DEALERS 


WHY HOME-OWNERS ARE READY TO BUY 


You'll be hearing a lot about the “Built-in 
LOOK Without The Built-in COST in 
the months and years to come. It's a com 
mee. new idea in appliance buying and 
itchen planning ...an idea that was pio 
neered by Philco to meet a real need of 
home owners 


You know as well as we do that the vast 
majority of home-owners shy away from a 
permanent built-in kitchen installation, They 
do so tor many reasons 

dislike of “tearing up the kitchen 
the Axed design and lack of flexibility of 
permanent installations 


cost of remodeling 


che possibility ot 
change of location or living arrangements 


It is exactly for this vast group of home- 
owners that Philco Custom Sectional Appli 
ances were created, They can be placed ina 
kitchen without remodeling. They can be 
added to switched from one side of the 
kitchen to another, made to accommodate 
changing family ideas. They can even be 
moved out of one house and fitted snugly 
into the kitchen of another 


Thousands of home-owners who might 
never install built-in equipment of a perma- 
nent type will be highly interested prospects 
for Philco Custom Sectional Appliances 
particularly because of Philco’s heavy adver- 
using and promotion on this line 

















MARCH, 


1956—ELECTRICAL 


MERCHANDISING 














Refrigerator-Freezer, Elevator Oven, Surface Cooking Units, Dishwasher-Sink, 





ELECTRICAL 














Philco means Business 
in this New Kitehen Business 








Philco Dishwasher-Sink, Sectional Refrigerator, Surface Cooking Units, Elevator Oven and Freezer 


How Philco helps its Dealers Sell 


Not only are these appliances built to Philco top 
standards of quality and performance, but they 
are properly proportioned for greatest efficiency and 
flexibility; not over 34%’ high co fit under the 
counter when desired; not over 33'4"’ wide to 
prevent the door from becoming unwieldy, and 
of a depth to allow it to be used with standard 
cabinets and counter tops in the kitchen. This is 
a typical example of how carefully Philco has 
planned so you can sell Philco Custom Sectional 


Appliances easier and without qualification 


NATIONAL MAGAZINE Advertising 


Starting this month, Philco is launching a national 
advertising program in leading magazines to bring 
Philco Custom Sectional Appliances to the attention 
of millions of home-owners right at the time when 
modernization is a subject of high interest. 





Sales-Getting PROMOTIONAL HELP 


Along with its national advertising, Philco makes avail 
able point-of-sale materials that can be used effectively 
with ooh groups and individual home-owners to demon- 
strate the flexibility and versatilicy of Philco Custom Sec 
uional Appliances, and the big savings they make possible 


If you would like more detailed information about Philco Custom Sectional Appliances, write to 
Builder's Div., Ext. 473, Philco Corporation, Phila. 34, Pa., or get in touch with the Philco distributor 
in your locality. Ask about Philco’s floor plan and financial arrangements, too. 
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this example. Much of their present 
toward the complete kitchen concept 

by showing the individual appliance 

s8588 «vege as an integral part of the new kitchen. 

tas 

played in a functional setting, sur- 

rounded by cabinets. Thus the dem- 

onstration of an individual appliance 
the customer’s kitchen e 

Everyone agrees that the first step 

once the dealer is ready to begin sell 

W i KE G ing kitchens is to stage a grand open- 

eee ing. There’s nothing unique about 

this; the standard gimmicks, door- 

prizes, teaser advertising and so forth 

FAN PROMO i IONS i are recommended. Neither should it 

since the dealer can expect consider 

e¢ able help from the distributor in foot- 

« National Radio e National Te evision ing the bill and providing prizes. 

rom this point on the dealer is 

pretty much on his own. He’s opened 

his doors as a kitchen dealer. His 

a sense will never be complete. But 

the fact remains that he is now in the 

kitchen business. His success at it 

it himself and the cooperation he 

receives from his manufacturer or 

distributor. 

tween dealer, distributor, and manu- 

facturer will continue to be an inti 

mate one in the kitchen business. 

expected of it; no one should expect 

more than he’s been promised. ‘There 

is a spot for the dealer who makes the 

spot for the all-out cffort. The dealer 

should keep this in mind as he shops 

for a line. When he has found a 

feels gives him what he needs he 

should in turn be willing to give what's 

expected of him. There’s no other 


appliance advertising might be slanted 
Vth Mises In addition, appliances could be dis- 
could lead to talk of basic changes in 
be excessively expensive, particularly 
WHERE DO WE STAND 
training 1s far from complete, and in 
will depend on the effort he puts into 
That's because the relationship be- 
Each party should be aware of what's 
minimum effort. There is likewise a 
line—and a_ distributor—which he 
way to succeed in this business. End 





.. and COMPLETE Sales promotion assistance * Newspaper Ad Mats * Catalogs 
Mailing pieces * Action Displays * Counter and Window Cards * Photo Prints 


All Designed to Help You Sell More Fans in '56 





fin " 
" 


“1 KNOW IT'S AN ELECTRIC RANGE 
BUT | STILL SMELL GAS.’ 


LAU FANS The Lau Blower Company 


2007 Home Avenue, Dayton 7, Ohie © Kitchener, Ont., Canada * Azusa, California 
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PENN IS PART OF YOUR SALES STORY 


gas oven temperatures are always 
“recipe-right” with a PENN thermostat 


You can always count on Penn to deliver 
oven temperatures that are just what the 
recipe ordered. That’s why a Penn oven 
thermostat is such an important part of your 
gas range sales story. With Penn, the heat 
you dial is the heat you get—every time 
When the dial setting is changed, the new 


oven temperature desired is reached faster 


with a minimum of under-shooting or over 
shooting the selected level 

Tell your prospects about this amazing 
gas oven control—for Penn belongs in your 
sales story. If the gas ranges you sell don’t 
have Penn oven thermostats, ask your range 
manufacturer to get them—they cost no 


more but give much more in performance 


PENN CONTROLS, INC. cosnen, iors 


Automatic Controls For Heating, Refrigeration, Air Conditioning, Gas Appliances, Pumps, Air Compressors, Engines 
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Wage Town's millions largely reject the more sophisticated ways 
of “white collar’ living. Yet, Wage Earners represent 54% of our 
population, have 62% of the*Nation’'s “loose money” to spend. 


Here are a few examples of typical workers and their weekly pay 


Bricklayer Plasterer Electrician 
$126.07 $120.81 $115.82 
Cost Accountant Office Manager Chief Draftsman 
$116.11 ‘ $102.89 $103.64 


q+ () 
NP 
‘ty 
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In the Middle Majority, the Wage Earner usually has a higher rate 
of pay than the white collar worker. 















Here’s how a Wage Earner family can have the same amount of income as 
an Executive family: 


























Executive Family of 4 Wage Earner Family of 4 
OCCUPATION INCOME TAXES OCCUPATION INCOME TAXES 
Husband Bank Vice Pres. $12,000 $1,636.80 Electrician $ 5,964 $ 818.40 ‘ 
Wife Home - -- Home - - 
Son (Age 23) Law School _ - Machine Tool Operator 3,536 511.20 
Daughter (Age 17) High School ~ ~- Switchboard Operator 2,500 333.60 
Total $12,000 $1,636.80 Total $12,000 $1,663.20 


Remember, 
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Here’s why the Wage Earner family can have more “loose money’’ to spend: 


Executive Family Wage Earner Family 


$12,000 $12,000 
Taxes Living Expenses (DSP) Other Taxes Living Expenses (DSP) Other 
$1,637 $6,583 $3,780 $1,663 ($26 more) $4,690 ($1,893 less) $5,647 ($1,867 more) 


Living expenses include son’s tuition and campus living costs, land- 


Living expenses are broken down into family household expenses, 
scaping, and other necessities to “keep up with the Jones.” 


and fixed expenses outside of home accruing to son and daughter. 


And here’s a way to cover the vital core of the Wage Town millions! 


TRUE STORY families are WAGE TOWN families...and 
Of of True Story’s primary households are not reached 
o by any of the women’s service magazines! 
re) of True Story’s primary households are not reached 
© by any of the four big weeklies! 


°o of True Story’s primary households are not reached 
o by any of the four top store magazines! 















True Story 
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For many years National has been building 
top quality sink-type electric food waste 
disposers for homes. In their own plant 
National designs, engineers and builds 
NATIONAL DISPOSERS to exacting stand- 
ards. The all-new 1956 line of NATIONAL 
DISPOSERS inherits all the benefits of 
National's precision manufacturing, plus 
the latest ideas in conveniences and styling. 











ao 


National has consistently offered features 
that give the owner more for his money. 
And this year each of National's models is 
far ahead of its field, actually makes other 
disposers seem obsolete. 








og 








It's a fact that only National offers its 
dealers a really complete line of food waste 
disposers, for every market and budget, as 
well as a complete dealer merchandising 
and display program. Each model has ex- 
> clusive National features that spell saleabil- 
ity. And, every NATIONAL DISPOSER 
grinds all food wastes quicker, quieter with 
self-sharpening Micro-Sizing grinders. You'd 
be smart to get in on the growing, profitable 
disposer market with NATIONAL. 





PA 





™ 


IMPERIAL SUPREME 


CUSTOM 


2511 


A Product of National Rubber Machinery Company 
47 W. Exchange St. Akron 8, Ohio 


‘Ther is a well-trained National Dispose: factory salesman in your 
area, who will g@ladly discu the disposer busine vith 
end u r name, and well have him call on you 

Address dept, 6/4 356 well just send you literature 
NAME 
STREET 
CITY STATE 
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learned that of the 
in the country, 10 
areas, 


50 million homes 
inillion are in slum 
Another 20 million are in need 
of repair and improvement and only 
20 million are in fair to good shape. 

The statistics are startling and 
alarming. Officials realized that even 
the broadest slum clearance program 
can't cope with the situation if the 
homes on the brink of slums were al 
lowed to deteriorate further. 

lor this reason, ohi gained the sup- 
port of President Eisenhower and 
high officials. On Jan. 16, 
Operation Home Improvement was 
kicked off with a banquet in Wash- 
ington, attended by leaders from both 
houses of Congress, White House rep 


other 


resentatives, and leaders from press 
and industry 
Albert M. Cole, administrator of 


the Housing and Home Finance 
Agency, issued a Federal proclamation 
designating 1956 as Home Improve 
ment Year. The declaration 
“Aware of the 
urgency of this need 
our older homes, 


said, in 
magnitude and 
to rehabilitate 
the President has ex 
his desire that the Housing 
ind Llome Finance Agency stimulate 
our communities, the building and 
lending industries, and private citizens 
everywhere to a full and systematic 
achievement of ‘a modern home for 
every American,’ ”’ 

Cole promised that his office would 
recommend — liberalization through 
both legislation and regulations, to 


part, 


pre ss ad 


in extent that will bring our mort the mailing list of people interested 
gage insurance facilities into phas in Ohi had grown to 15,000. ‘Thi 
vith today’s standards.’ is just one indication of how thi 
Specifically, the Federal Housing promotion has snowballed 
Administration will recommend to lunds for the drive are being " 
mig that | litle | be made a tributed b manufacturer isso 
vermanent activity of FHA, and tions and publications int ted ! 
PHA litle | home improvement loan the home improvement market. Uh 
extended both in dollar limits and ohi budget of $150,000 is bein 
n time to repay ribed thu i nanufracturel tl 
WV baal th 1 ire desirabk f SII } i 
oli otheial i thie in not ¢ 1" i th mn n 1} t 
tial t 1 Sl ful crive At the Cont | ! we 
( %< 4 
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ent time, the litle | 
$618, well under the $2500 maxi 
mum, and the loan is paid back in less 
than the current time limit. 

Director Doscher points out that 
half the homes in America are owned 
scot-free. And the majority of these 
are the older homes in need of repair. 
I'he other half have about a 50 percent 
equity—more than cnough to form a 
basis for re-borrowing for improve 
ments 

In spite of this, the Federal Reserve 
Board finds that last year 40 percent 
of all home owners spent nothing on 
home maintenance or improvement. 
Of those who spent anything at all, 
half spent less than $300 

Small wonder, says Doscher, 
there are 30 million homes in 


averag loan is 


that 
Amer 
ica today that haven't been painted in 
ten years. More important to the 
appliance dealer, there are 13 mil 
lion homes with no bathtub or shower, 
7 million with no kitchen 
7 million with no 


sink, and 
running water 


From A Need, A Promotion 


The need for an Operation Hom« 
Improvement was Last Sep 
tember, under the sponsorship of the 
U. S. Chamber of Commerce, the 
groundwork began for ohi and Home 
Improvement Year. 

John Doscher, assistant to the pub 
lisher of Life, was named executive 
director. His first news letter last Sep 
went to 500. By 


obvious 


tember December 








There is no finish as SCRATCH-PROOF 


as PORCELAIN ENAMEL! 


tf | 





PORCELAIN ENAMEL 











THIS LABEL identifies genuir 


Porcelain 


j 


Ipp 















ances and other products 





The glass-hard, fused surface of Porce- 
lain Enamel defies the kitchen knife, 
or the rough abrasive bottom of a 
heavy cast iron skillet or other kitchen 
utensil. Porcelain Enamel is the most 
“scratch-proof’’ of all the materials 
used for appliance finishes. 

This fact makes an effective sales 
point, because your customers want 


household equipment that doesn’t 
quickly become worn and old-looking. 
You can assure them that Porcelain 
Enamel—-white or in color— retains its 
original beauty and sparkling luster 


for life! 


PORCELAIN ENAMEL 


Associations Building, 1145 


Please send me information 


Demonatration Kit 
Slide Film 


Name 
Company 


Address 


ermanelmly 


“ee ad 







“eeeeee 


HEAT- PROOF 
STAIN- PROOF / 
RUST-PROOF 0. 


The completely inorganic, fused 
rock-like character of Porcelain 
Enamel accounts for ita un 
equalled ability to resiat fire 
acids, rusting, fading, yellowing 
or other evidences of service and 
age. Truly Porcelain Enamel is 
the LIFETIME FINISH, moat 


desired by your customers! 


oe eee ewe ewnewnwewenwewnanne® 


INSTITUTE, INC 
Nineteenth St., N.W., Washington 6, D.« 
Check items desired 
about Please send me a free copy of 
“Selling Facts about Porcelain Enamel”’ 
“Prove for Yourself ...’’ Booklet 





Come in with the leader...the profits are fine! 


You're REALLY IN the 
sell Youngstown Kitchens 





DELUXE SINKS 
(2 models) 


























DIANA SINKS FOOD WASTE DISPOSER 


(5 models) (Installs easily + 5-year parts 
warranty * Only $79.95, retail) 











It’s easy to sell the BIG4... 
a size—a style—a price for every customer! 


Luxurious Diana cabinet sinks . . . 24 to 66 Feature-loaded Deluxe cabinet sinks . . . 54 Bargain-priced Promotional cabinet sinks 
inches wide . . . stainless steel trim, cutting or 66 inches wide . . . Deluxe faucet, rinse in Standard models . . . 42 to 66 inches wide .. . 
board, single-handle faucet, rinse spray .. . spray, removable cutting board . . . recessed single or double bowls and drainboards, swing- 
color at no extra cost — Star White, Dawn toe and knee space ... up to 17.5 cu. ft. of ing mixing-faucet, up to 19.3 cu. ft. storage 
Yellow, and Meridian Blue, storage space ... gleaming Star White finish. space . . . Star White! 


All with heavy-gauge steel construction throughout! 
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kitchen business when you 
cabinet sinks! 





You'll sell complete 
kitchens — dishwashers, 
cabinets, built-ins, and 
related appliances! 


As a Youngstown Kitchens dealer, you sell the 





best known kitchen line in the world . your 
customers are pre-sold by the industry's largest 
advertising campaign! So cash in with the leader 

. DEALERSHIPS STILL OPEN! For full 
details, contact your Youngstown Kitchens dis 
tributor. Or write: Director of Marketing, 
Youngstown Kitchens, Dept. EM-356, Warren, 
Ohio. 





Your prospects will see this full-color ad 
this month in America’s leading magazines! 





FOR THAT NEW HOME LOOK 





SOLD IN THE UNITED STATES, CANADA, AND MOST PARTS OF THE WORLD 


YOUNGSTOWN KITCHENS DIVISION OF American-Standard, WARREN, OHIO 
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20” PORTABLE WINDOW FAN 17°-12" WINDOW FANS 


(with casement window hanger bar free) 
when sold in pairs, you offer your customers 
the finest yet least expensive ‘Twins 


20” PORTABLE WINDOW FAN 


with 3 speed push-button control 


with thermostatic ‘comfort control 
Electrically or manually reversible 


electrically reversible, gives maximum air 


delivery with minimum noise 
sold anywhere 














HASSOCK FLOOR FAN 
All Fans Carry A Special — safe, draft-free, exclusive inverted cone 


base for dust-free operation. 


WheelaBreeze Circulators 20” 
(also in 17) model Fasco 5 Year Guarantee 


cash in on Fasco’s "> (; Fan Plan 


Number 5 


Mere’s where you 


(of course) bigger profits 


Know these facts and you'll know why no and correspondence and to hand out on your mear 
other fan plan can hold a match to Fasco’ ervice calls. Carry photos of complete line You get the benefit of F'asco’s nationwide pub 
Vumber J, Your Fasco fan order automati Vumber 3. You get the complete Fasco Mat licity program which puts extra teeth in your 
Coop Ad Program Service plus radio commercials ... every one local advertising, by keeping your custome) 
Fasco Fan Conscious all summer long 


cally enrolls you in Fasé 
tested. Money can’t buy them 


Number 6 FASCO SURPRISE FAN PACKAGE 


profits of full seale local consumer! 


where you reap tre 
advertising Number 2, You get envelope they’re yours free—Number } You get bigger 
bigger discounts which .. » THE “LUCKY SEVEN” FAN PROMOTION— 


tuffers to include in your monthly invoices profit margins 


Here's where you cash in on the 


ASCO FAN PLAN FOR 56 


Know the facts, check your distributor or write 


AUGUSTA ST., ROCHESTER 2, N.Y. 





FASCO INDUSTRIES, INC. + 131 


es 
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underwrite the campaign with $5,000, 
no m Virms with smaller gross 
sales can contribute a proportionately 
smaller share of the $5,000 limit 

lo date, more than 40 manufactur 
ers and 27 trade associations have 
joined the Chamber of Commerce in 
sponsoring the movement. The $150, 
000 budget of ohi, however, is a small 
portion of the total amount going into 
the drive. The ohi seal and theme will 
in almost $600 million worth 
of national and local advertising. 


ippe dl 


Anvone can use the seal in advertis 
ing, whether he ts 
r not 


1 sponsor of ohi 


Besides this tremendous advertising 
push, ohi is drawing heavy support 
from magazines and newspapers. Col 
her's kicked off the drive with an edi 
torial in their Jan. 20 issue. House 
Beautiful devoted its entire February 
issue t Ameri 
can Home ran seven consecutive pages 
on ohi. The Saturday Evening Post 
is planning editorial support and al 
ready has a $5 dealer display package 
(available from Channing Way, Sat 
urday Evening Post, Philadelphia, 
Pa 

\mong other magazines planning 
editorial support are Look, Household, 
Popular Mechanics, Popular Science, 
Mechanix Illustrated, Farm Journal, 
Successful Farming, Sunset, House 
ind Garden plus others 

Iwo magazines—Better Homes & 


home improvement 


Gardens and Home Modernizing—are 
planning contests tied into the ohi 
them« 

The $25,000 Better Homes & Gar 
dens contest was announced in the 


January issue. Contestants compet 


for prizes by doing home improve 
ment projects in four divisions—exte 
rior, interior, additions, and kitchen 
utility area. The 
1956 

Dealers have an opportunity to win 
ilso in this contest 


contest runs through 


For becoming a 
home improvement contest headquar 
ters, one store in each of ten cate- 
gories (including appliance stores) will 
win $10. Four of these ten winners 
will receive $100 as dealer finalists 
ind the grand prize winner, out of 
these four, will win $500. 

(Information is available from Bet 
ter Homes & Gardens Merchandising 
Division, Home Improvement Con 
test, 1716 Locust Sr., Des Moines 3, 
lowa 

The Home Modernizing contest is 
1 $100,000 event, sponsored jointly 
with Colgate-Palmolive. Top prize is 
$10,000. Contestants can enter any 
one of eight categories and they 
merely complete, in 50 words or less, 
i statement like, “I want to remodel 
mv kitchen because The three 
month contest begins April 1. 


How To Tie In 


For the appliance dealer interested 
in tying into the Operation Home 
Improvement drive, the first step is 
to obtain the ohi kit 

This $5 kit contains a counter card, 
1 window streamer, display or truck 
poster, sample radio and TV scripts 
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reproduction proofs of the seal, mats 
of the seal in three sizes, a booklet 
on how to make the most of Opera 
tion Home Improvement, a two-color 
decal of the seal for doors, trucks, etc., 
a gtaphed print of the seal for sign 
painters to copy, and an order form 
to order quantities of any of the indi 
vidual pieces in the kit. Dealers who 
order the kit will also be placed on 
the mailing list of the bi-weekly ohi 
newsletter, 

I'he kit can be obtained by sending 
$5 to Operation Home Improvement, 
10 Rockefeller Plaza, New York 20, 
N. Y. 

Step two for the appliance dealer 
is: contact your local or nearest Cham 
ber of Commerce to see what is being 
done in your area. In many cities, 
dutch-treat luncheons have already 
been held to get all elements of the 
local home improvement industry to 
gether. 

For meetings such as these, ohi has 
produced an 18 minute color, sound 
film-strip presentation. (This presen 
tation is available from ohi headquai 
ters for $10.) The film-strip outlines 
the scope and purpose of ohu. 

Usually, the Chamber of Commerce 
will arrange for a get-together. In 
some communities, however, it has 
been the lending agencies or the utili 
ties or the dealers who have initiated 
the action 

Step three is: make sure any local 
Operation Home Improvement pro 
motion includes electrical home im 
provement. If the appliance dealer is 
to profit from this promotion, the con 
sumer must think of electrical living 
when he thinks of home improvement. 
By taking an active part in any local 
movement, the appliance dealer can 
be certain that electrical living will be 
stressed in publicity, shows, exhibi 
tions, proclamation, etc. 

Step four is to identify yourselt 
with the Operation Home Improve 
ment campaign. The dealer is free to 
use the seal in any legitimate way h« 
can devise. Several appliance firms 
especially the steel kitchen cabinet 
manufacturers—are planning promo 
tional materials and displays = the 
dealer 

Your local newspaper will have spe 
cial mats and features on the ohi 
theme that you can use in your ad 
vertising. ‘The Associated Press is 
offering newspapers a special home 
modernizing supplement and_ several 
companies have prepared direct mail 
material that can be used with your 
imprint. 

The final step is to participate. The 
extent of a dealer's participation will 
probably depend on his size and his 
interest in the “home improvement” 
field. 

Radio, television and housewares 
can’t legitimately come under ohi. But 
virtually every big ticket appliance 
and certainly a modernized kitchen or 
laundry—does come under the scope 
of Operation Home Improvement. 

The alert dealer will find many ways 
to turn this multi-million dollar pro 
motion to his advantage ind 
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POWER-HOO0 


The Unique Kitchen Ventilator 
Completely Contained in the 
Hood... 7AKEC NO CABINET SPACE 


Adjusts to fit any size cabinet 10° to 42 


inventor b fills all entilator hood requirements 
Y y 1 


Exclusive Turbo Radial Impeller Wheel 
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expels greater 
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Feature The Complete Fasco Ventilating Line 
..- Each is a Profit-Maker In Its Own Class 


FASCO OUTSIDE WALL 
VENTILATING FANS 


6’, 10” models, Standard and Automatic 








FASCO CEIL-N-WALL FANS 


7” and 10” models for ceiling and inside 
wall installations. 








FASCO ADJUST-O-HOOD 


One Hood Fits Any Requirement—30” 
te 42”, Reduces | laventery 
—Merage—Instails faster and easier thon 
any other hood 








WRITE FOR COMPLETE CATALOG 


FASC @ iousteies, INC. + 131 AUGUSTA ST. + ROCHESTER 2, NY 
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NEW G-E PORTABLE RADIOS FROM 





General! Electric is really loaded with profit-builders for 
’b6. Take a look at the complete line-up. Every G-E Port- 
able Radio in an unbreakable case! A Tripmate price leader 
at $19.95—lower than ever before!G-k Portables have new 
style—new pre-tested colors, new features to demonstrate! 
Exclusive G-E Convertibles and the G-E All-Transistor 
Pocket Radios wrap up the sales-clinching package. 
Now’s the time to prepare for Spring and Summer gift 


New pre-tested colors—New demonstration features 


business. G-E Portable Radios will be more popular than 
ever for Mother’s Day, Father’s Day, the new bride and 
groom and other special occasions. The sales pressure 
starts soon in full-color ads in Life and other top circula- 
tion magazines plus network television. So get details 
today—then stock up for tomorrow’s profits. Contact your 
G-E Radio Distributor. General Electric Co., Housewares 
and Radio Receiver Division, Bridgeport 2, Conn. 











New G-E All-Transistor Pocket Radio — outperforms ’em all at popular 
price. Smaller than a posteard. 200 hours on one tiny battery. 4 
new colors—$49.95*. Earphone and carry case accessories. 


New G-E Tripmate priced at just $19.95*—boasts BIGGEST VOICE of any 
portable its size. Weighs only 4% lbs. In ebony, red and white 
or turquoise and white. Accessory carrying case available. 





New G-E 3-Way Portable with exclusive power cord hideaway. Most 
sensitive antenna in its price class. Choice of ebony, ebony and 
white, terra cotta and white, turquoise and white—$29.95* 


New G-E 3-Way Convertible — Dramatic! Exclusive! Irresistible! A clock- 
. radio—a clock—a portable with a 1-2-3 sales punch that’s a real 
profit knock-out, Unbreakable case in 3 two-tone colors—$44.95* 
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‘13°? HAVE UNBREAKABLE CASES — 


New low prices for bigger-than-ever profits 


NEW G-E PORTABLES 
WITHSTAND BRUTAL 
“PENDULUM SHOCK” IN 
DRAMATIC IMPACT TEST 


Smash! Bang! Crash! 1%-lb. 
steel ball on a free pendulum 
swings through 5 feet of space 
against a General Electric 
portable radio cabinet. This 
is more than three times the 
impact acceptable for product 
listing by Underwriters’ Lab- 
oratories. The G-E unbreak 
able cabinet takes this shock 
without the slightest damage. 











gives the “sales pitch” for you 
...makes it easier to sell more 


) n 
, h isu w 
new G-E Portables — faster! Lae pohnon menial 
Outstanding for strength nr Ieailienoy 
ng life, 


( NEW IN-PAC DISPLAY CARTONS 


You can start displaying—start selling—G-E Portable Radios the instant 
they arrive. Just open carton, and you have an effective display piece 
you can set up in seconds. Nothing extra to order! No extra cost! You 
save money—time. And you can repack in an instant! 


*Manufacturer'« ommended retail or Fair Trade price. Includes 90-day written warranty 


, 
even on labor. Batteries and accessories extra. l’rices alightly higher Weat and South 


See GE. on TV: “Warner Bros. Presents’ (ABC-TV) and ‘The 20th Century Fox How (CBS-TV) 


Progress /s Our Most /mportant Product 


m GENERAL @@ ELECTRIC 
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HOW TO HELP YOUR SALESMEN 
SELL MORE FANS 


Standardize on American Blower’s complete line of electric ventilating 


equipment — and you'll be doing your salesmen a favor. 





The reason is, of course, that by carrying a single, well-known line, you 
simplify their job, make it easier for them to sell, 








Because, with American Blower products, they have a line that’s com 
plete in all the fan sizes, capacities, and types they'll need — clearly and 
concisely presented in easy-to-use catalogs. Consequently, they aren't faced 
with the arduous, time-consuming task of learning the nomenclature and 
the 


ins and outs” of several lines 





in order to fill every customer's needs, 





What's more, American Blower backs you and your salesmen with hard- 


hitting advertising in national and trade publications . 










. and provides a 
complete sales service through branch and sales offices located strategically 
throughout the U.S. and Canada. 


Your nearest American Blower branch ofhice has full information. Why 
not call today while it’s still fresh in your mind? 





UTILITY SETS 


Designed for general sup- 
ply or exhaust duty where 


VENTURA FANS 


A complet line of pro 












peller fans for commere ial 


and industrial ventila 










duct work is required. 
Self-contained. Multi- 
blade wheels—3 to 36 
inches. 








tion. Certified ratings, 10 


; 


to 72 inches 













HOME 
VENTILATORS 


An Aeropel home venti 


ATTIC FANS 


For comfort cooling at 
low cost in homes, apart 
ments, hotels. V-belt 


drive, low fan speed, 


lator is ideal as a kitchen 
fan, or for many small 


commercial ventilating Models for vertical or 





jobs. Quiet, easy to install, 





horizontal operation, 
smartly styled. 











AMERICAN BLOWER CORPORATION, DETROIT 32, MICHIGAN 
CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONTARIO 


Division of Amamcan - Standasd 


Si BLOWER 


American Blower 
products serve industry 


Air Conditioning, Heeoting, 
Vv. ib s i * 

Mechanical Dreft Equipment 

industrial fans and Blowers 

Centrifugal Compressors 

Gyro! Fluid Drives 

Dust Collectors 


ry 
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They Sell 
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9. Get four $500 jobs to one $2,000 
one, 

10. Stay away from arguments on 
decoration. 


Installations Whipped 


Ihe store has a kitchen crew con 
sisting of d carpenter, an electric lal 
and a plumber. All belong to their 
unions. All work for the store full 
time, and realize that quickness of in 
stallation is the essence of the business 

When they go to a home to esti 
mate it, they draw up a blueprint 
Ihe prospect is encouraged to make 
add-ons. 

Customers are not given a blueprint 
until the contract is signed. Head of 
the installation men is L. L. Smith, 
who has been in the kitchen business 
for twenty years. He says that the es 
sence of installation of a steel kitchen 
is to have things fit “short” rather 
than long. You can space them out, 
while cutting off is difficult. At the 
shop, where an inventory of around 
$5,000 is carried, they are equipped to 
cut steel and build custom tops 


Department Store has a Decorator 


One of the boons the department 
store enjoys in the kitchen business, 
declares Milo Cool, is an interior deco 
rator. All debates, all arguments arc 
laid in his lap, putting the salesmen 
in the clear. 

Other aids to a department store 
operation are a good president, a good 
merchandise manager, a good comp 
troller, a good advertising man and a 
good trafhe system, all of which takes 
a load off the appliance sales head. 

At Robertson’s much of the Cool 
success is due to its president, Philip 
Welber, who appreciates the impor 
tance of the appliance business in the 
store, even if they do not give the 
margin soft goods offer. He realizes 
that appliances bring in charge a 
count customers and home owners 

The Welber method is to hire good 
men and give them plenty of fre« 
dom to operate 

Robertson’s Department Store does 
not use F.H.A. in its kitchen equip 
ment sales, but has a permanent con 
tract account system. It is more flex- 

(Continued on page 209) 





"TRANSISTOR RADIO? LET'S SEE, 
| HAD ONE HERE SOMEWHERE...” 
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ON THE MOST 
EXCITING 

SALES FEATURE IN 
RANGE HISTORY! 


Turn page for the inside facts wf. 













$ New! The first and only 
range with built-in 


Broils meat on both sides at once! 





— 
' 
The greatest advance in electric cooking you've ever seen! 


Your big chance to pull range sales away from your competitors! 


Surprised? Then imagine what your customers’ in natural meat juices, broils in half the usual time, 
reaction will be when they first lay eyes on this without smoke, spatter, clean-up mess...that it 
revolutionary new Norge Vertical Broiler! It’s times itself, even shuts off automatically for per 
so completely different, everybody who sees it fect broiling results! Why, your customers 

will stop to examine it—to see how it broils will find the whole idea so appealing, 

meats on both sides at once, with the door closed! you'll have a tough time keeping 


And just wait until you point out that it seals your demonstrator model! 








YES! And your salesmen 
will agree it’s the ——> 














Feature Model 






in the Electric Range Field! 


ra 
NORGE ferme tance 


ALL-PURPOSE WITH MORE DRAMATIC 
PROOFS OF CONVENIENCE THAN ANY 


OTHER RANGE! 


Smokeless Vertical Broiling is just one 
of the many outstanding features you'll 


have to talk about when you sell the 


new Norge Futura Electric Range 
‘There are dozens of other exciting new 
features to clinch sales and make this 


one of your biggest range years! 








INFINITE HEAT CONTROLS 
PROVIDE GREATER FLEXIBILITY 


Norge’s new Infinite Heat Controls tune in 
any degree of heat as easily as you adjust the 
volume on your radio. Lighted dial changes 
color to indicate surface unit settings 


MEAL SENTRY "WATCHES" 
COOKING 


Put just a pan on the Norge Meal Sentry unit 


and it becomes automatic—turns heat up or 


down to the precise temperature you have 
selected. Foods can never burn or scorch! 





PLUG-IN REDI-GRIDDLE 
FOR HURRY UP MEALS 


Gives thermostatically controlled, even heat 
Plugs into appliance outlet for quick prepara 
tion of pancakes, hamburgers, grilled sand 
wiches. Optional at moderate extra cost 


ask your DIST 


WORGE SALES CORPORATION, Subsidiary of BORG-WARNER CORP., 
Merchandise Mart Plare, Chicage 54, IIl. Canada: ADDISON'S LTD., TORONTO 


gisuTor ABOUT 


“VISU-MATIC”" ELECTRIC 
CLOCK TIMER 


Easy to use for beginners or experts. Control 
has signal light that shows fully automatic 
operation of Master-Oven. Complete meals 
start, cook and stop automatically. 












Available in pastel pink, yellow, green and pure white 


NORGE 


furura 
EES ELECTRIC RANGE 


GIANT "BLENDED HEAT" 
MASTER OVEN 


Blended heat gives perfect uniform heat for 
perfect cooking results. Oven is fully auto- 
matic. Full 21” wide with huge 3!'% cu. ft 
capacity for banquet-size meals. 


e ~ 
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ible in permitting add-ons, and allows 
more types of goods to be financed. 
Minimum monthly payment is $5, 
and minimum amount that can be 
sold by this method is $20. If the 
customer pays up by 90 days, there is 
no interest charge at all. 

Monthly payment rates are as tol- 
lows 


Amount of Sale Monthly Payment 


$ 50-100 $ 5.00 
101-150 7.00 
151-200 9.00 
201-250 12.00 
251-300 14.00 
301-350 16.00 
351-400 18.00 
401-450 20.00 
451-500 22.00 
501-550 23.50 
551-600 25.00 
601-650 27.50 
651-700 30.00 
701-750 32.00 
751-800 34.00 
801-850 37.00 
851-900 40.00 
901-950 42.50 
951-1,000 45.00 


Advantage of this system is that it 
allows many items not permissible un- 
der F'.H.A. to be financed and a wider 
range ot prices 


OP BBD DDD) PPP DDD DD 


Remember the one way an elec- 
trical appliance dealer can get along 
with folks is to not try to get ahead 
of them. 


OP BBB BDI DDD DDD DD DDD 


Backing up the Robertson success 
in kitchens is the local distributor, 
Radio Equipment Company. Heading 
its kitchen activities is William Shirra, 
who sums up the South Bend market 


is follow 

1. One built-in appliance is sold 
with one out of every 20 kitchen 
moved 

2, One out of every ten conven 
tional kitchens will buy new equip 


ment 


3. It all depends on the salesman 


whether built-in stuff is moved. He 
can tell them how they can save 
pace, and this does it 


Radio Equipment Company carries 


in $85,000 inventory which is drawn 
on by Robertson’s, and is one of the 
reasons that its kitchens get in so 


promptly and satisfactorily. End 
IT’S SPRING... 
and once again Electrical Mer 


its attention to Elec 
the theme of the 
For informative 
subject, all wrapped 
up in the editorial treatment which 
has made these special issues so 
helpful to dealer and manufacturer 
alike turn to the April, 1956. . 


chandising turns 
tric Housewares as 
April special issue 


articles on the 
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elements in more appliances 
from more manufacturers 





MAKERS 
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than ever before! 





It’s breaking all previous records for the Driver-Harris Co.! And you're bound to 


profit too... because Nichrome* can help you make more sales—and more extra- 


profit sales! It’s so easy. Your customers trust Nichrome quality. So tell them 
“This appliance is equipped with Nichrome Heating Element’. These few words 
speed the sale of electrical appliances at every level of distribution. 


Sichrome ‘ i Sioterennd 


Driver-Ha@ 7715 comvany 


HARRISON, NEW JERSEY 


OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTROWIC ALLOYS IN THE WOR 
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NEW 1956 CHEVROLET 
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MIDDLEWEIGHT CHAMPS! 





TASK:-FORCE TRUCKS 


ELECTRICAL 


Just arrived...new champs of the lightweight and middle- 
weight haulers! New Chevrolet trucks bring you higher 
capacities, new hour- and dollar-saving power and per- 
formance — plus new and exclusive Task-Force features! 


A Modern V8 for Every 
Model! Short-stroke, engine- 
saving power in the most 
modern of all V8’s. Standard 
on some models, optional at 
extra cost on others. 


New, More Powerful Sixes! 
New gas-saving 6’s with 8.0 
to 1 compression standard on 
all lightweight and most mid- 


MERCHANDISING—MARCH, 


dleweight Chevrolet trucks. 


Wider Range of Drives! Hydra- 
Matic now available in even 
more models! Revolutionary 
new Powermatic and 5-speed 
manual shift in new 5000 
and 6000 series trucks! All 
extra cost. 


Tubeless fires Standard on 
All Models! Other 


modern 


features include High-Level 
ventilation and concealed 
Safety Steps. 


New, higher capacities! New 
middleweight champs are 
rated clear up to 19,500 lbs. 
G.V.W.! Stop by and see ’em 
at your Chevrolet dealer’s. ... 
Chevrolet Division of General 
Motors, Detroit 2, Michigan. 
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mar kend more information on Sub-Zero Built-in freezers and 


v. fetrigerators. We are interested 
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Before You File 





market would be $4,625. Note that 
each item is compared separately in 
determining the lower of cost or mat 
ket, rather than merely comparing 
total cost with total market value. 
Appliances that you are not holding 
for sale but use for rental purposes 
should not be included in your in 
ventory. ‘They should be treated as 
assets of the business, however, and 
depreciation should be taken on them 
Such items may be sold at a sub 
tantially different price than your 
regular merchandise. Provided such 
sales are not frequent or substantial in 
amount, if the appliance has been 
used in your business for more than 6 
months, your profit on the sale may 
be a long term capital gain, but a loss 
may be a regular deduction. (Your 
profit or loss on such items is not 
measured by the price paid your dis 
tributor but that figure less depreci 
ation deductions you have taken. ) 
Although statistics of sales furnished 
in the January 1956 issue of Exec- 
rRICAL MERCHANDISING indicate that 
trade-ins decreased in 1955, every 
dealer has some to contend with. The 
appliances accepted as trade-ins are 
part of your inventory. ‘The cost of 
a trade-in is its market value at the 
date you accepted it. (Incidentally, 
the amount of income on a trade-in 
sale is the value of the trade-in a 
cepted plus payments to be made by 
the customer. For example, if you 
sell a refrigerator for $400 and allow 
$100 trade-in on old box that is really 
worth only $40, the amount of the 
sale is $340.) 
Similar treatment would be ac 
cord d re posse ssed appliance cs where 
an installment account has gone bad. 


lew dealers are able to maintain 

large volume of credit sales without 
ome sort of outside financing 

Chis will have no effect on the ac- 
ounting method used. If you use the 
installment method, financed accounts 
should be treated as collected upon 
receipt of funds from the finance com 
pany. ‘The interest costs of financing 
ire deductible If an account is un 
collectible, you will ordinarily be re 
quired to make good on it. Whether 
this is done by a direct payment or a 
charge against amounts due you from 
the finance company, these are bad 
debts and are deductible. 


Dealers may find it advisable to fur- 
nish a personal guarantee that an ap 
plance is free from defects. You may 
not estimate and deduct in advance 
the amount required to honor any 
utstanding guarantees 

\ similar problem is encountered 
where the dealer furnishes a service 
policy at an additional cost. You may 
not deduct in advance from the sums 
received for policies the amount esti- 
mated as necessary to furnish services. 





CONTINUED FROM PAGE 147 





Also, the entire charge for the policy 
is to be included as income for the 
year in which the policy is sold. 


Many sales are made by men work- 
ing in the field and using a store as a 
base of operations. Any expenses they 
have that are not reimbursed are de 
ductions and can be taken even if they 
do not itemize their other deductions. 

For example, Joe Carter earned 
$6,000 in 1955 selling vacuum clean- 
ers in the home. He had expenses of 
$475 that were. not reimbursed. He 
deducts the $475, leaving $5,525. He 
may then deduct his contributions, 
medical expenses, etc., or he can take 
the optional 10% deduction allowed 
all taxpayers, or $552.50. (Note that 
this amount may not exceed $1,000.) 
Ihis is very important because until 
recently Joe could not have deducted 
the $475 without itemizing all his 
deductions. Under the old law, he 
would have deducted 10% of $6,000, 
or $600 in lieu of all deductions; now 
he takes $475 plus 10% of $5,525, or 
a total of $1,027.50 


Periodically, large scale replacement 
of store equipment is necessary. Here, 
too, tax considerations play a rol 

If you can sell the old equipment 
for more than its cost less depreciation 
taken, you have a profit which may 
be taxed as a capital gain. This tax 
can be avoided by trading in the prop- 
erty. In that case, your cost for the 
new equipment and fixtures will be 
the cash paid plus the undepreciated 
cost of the old property. 

For example, you are going to r 
place the store’s air conditioners that 
originally cost $10,000, and on which 
you have taken $9,500 in depreciation; 
the cost for tax purposes is $500. You 
can sell the units for $800, or you 
could get a trade-in of $800 on new 
equipment costing $12,000. If you 
sell, there is a $300 profit that may 
be taxed as a capital gain, and thi 
tax cost of the new conditioners is 
$12,000. If you trade, there is no 
tax on the $300 spread, and your tax 
cost of the new property is $11,700 
(You paid $11,200 in cash plus the 
tax cost of the traded property, $500.) 

On the other hand, if the property 
is sold at a loss, you have a deduction. 
This deduction is lost if the property 
is traded in and the cost of the new 
property is still the cash payment plus 
the undepreciated cost of the old 
property. 

To illustrate—assume the same 
facts as above except that the property 
can’t be sold or traded for more than 
$100. If sold, you have a deductible 
loss of $400; if the property is traded, 
there is no loss deduction and the tax 
cost of the new property is $12,400. 
(You paid $11,900 in cash plus the 
tax cost of the traded property, $500.) 

(Continued on page 214) 
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Nothing hits home like 


ADVERTISED IN 





LIFE reaches 11,880,000* households every single week— 
more households than are reached by any other magazine. 


No wonder LIFE ranks first in Household Equipment 


advertising . . 


. no wonder appliance advertisers know that 


LIFE captures the largest audience for you. 





Build retail sales for these products advertised in LIFE during March: 


February 27, 1956 


Crosley Refrigerators page, color 
Electric Companies Advertising 
Program — page 
Frigidaire Washer-Dryers 
General Electric Television 


page, color 
spread, c, 

General Electric Laundry | quipment 
spread, color 

Magnavox Television—page 

Musical Masterpieces Society —4 pe. c 

Universal Vacuum Cleaners page, c, 

Youngstown Kitchens page, color 


March 5, 1956 


Ampro Tape Recorders—ly page 
Bendix Washers— page, color 
Eureka Vacuum Cleaners 
Frigidaire Refrigerators 


spread, c, 
spread, color 
General Electric Dishwashers—page 
Morse Sewing Machines—' page, c. 
Philco Television page 
RCA Television Service page, color 
RCA Victor Records-—page 
Regina Electric Floor Polishers 

page, color 


March 12, 1956 


Bell Sewing Machines 
Crosley Refrigerator-Freezers— page, ¢, 
4-Star General Power Mower 


4 page 


4 page 


Frigidaire Ranges—spread, color 
General Electric Ranges 
Norge Washers—page, color 


White Sewing Machines 


spread, color 


page, color 


March 19, 1956 

Amana Refrigerator-Freezers—page, 
color, facing page 

Bendix Washer-Dryers—page 

Vy page 

Fedders Air-Conditioners—page 

Frigidaire Washer-Dryers 


Emerson Television 


spread, c, 
General Electric Ranges—spread, colot 
General Electric Tubes—'4 page 
General Electric Washers 
RCA Tubes—'4 page 

RCA Victor Records—4 page 


RCA Victor Television page 


page, color 


Universal Vacuum Cleaners—'4 Pg. c 


March 26, 1956 


Crosley Ranges—page, color 
Duo-Therm Power Mowers—page 
Excello Power Mowers—'4 page 
Frigidaire Ranges—page, color 
General Electric Wall Refrigerator 
Freezers—page, color 
Hammond Chord Organs—'y page 
Lewyt Vacuum Cleaners page, color 
Norge Refrigerators— page, color 


Sunbeam Lawn Mowers page, color 


LIFE's circulation is 5,616,818—LIFE’s weekly audience is 26,450,000 


"Source 
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Before You File 





If the equipment purchased is new 
and not secondhand, you are entitled 
to use one of the new rapid deprecia 
tion methods. These methods permit 
a larger depreciation deduction in 
earlier years than was allowed pre 
viously. Depreciable property acquired 
before 1954 ordinarily has to be de 
preciated on the straight line method 
Under this method, a depreciation rate 
was determined based upon useful life 
which would be applied to the cost of 
the property, less any anticipated sal 
vage value. Vor a life of 10 years, the 
rate would be 10%; for a life of 20 
vears, 5%, etc. 

A common rapid depreciation 
method is declining balance, using a 
rate twice that under the straight line 
method. Vor example, the 10-year- 
asset rate would be 20%; the 20-year 
rate, 10%. ‘The rate in this method 
is applied to the full undepreciated 
cost of the asset. As prior de preciation 
is used to reduce the cost, the depre 
ciation decreases cach year 

Assume new equipment purchased 
has a cost of $10,000, has an esti 
mated life of 10 years, and it is felt 
that the net amount realizable after 
10 years would be $500. This amount 
is subtracted from your cost and th« 
difference, $9,500, is the amount to 
be depreciated. The straight line rate 
would be 10%; the declining balance 
rate, 20%. Depreciation charges un 
der these methods would be 


Straight Declining 

Year Line Balance 
1 950 2,000.00 
2 950 1,600,00 
3 950 1,280.00 
4 950 1,024.00 
5 950 819.20 
6 950 655.36 
7 950 524.29 
8 950 419.43 
9 950 335.54 
10 950 268.43 
Total 9,500 8,926.25 


Note that after four years the de 
clining method yields a 
smaller deduction than the straight 
line method, Also, the total deprecia 
tion is less under the declining bal- 
ice method, This is offset partially 
by the substantially greater deduction 
in the carly years. In addition, you 
can change from declining balance to 
straight line at any time. Although 
the fifth year was the first time declin 
ing balance depreciation was less than 
itraight line, a change then would 
result in straight line depreciation les 


balance 


CONTINUED FROM PAGE 212 








than that allowed if the declining bal 
ince method is retained. After six 
vears, the change can be made to best 
advantage. ‘Then, under declining bal 
ance, you have taken depreciation of 
$7,378, leaving undepreciated $2,622. 
Che salvage value estimated after 10 
years is $500, leaving $2,122 to de 
prec iate over four years, or approxi 
mately $530 a year. This is greater 
than the amount you could have de 
ducted under declining balance in 
the remaining years. 


If members of the family render 
actual services, a deduction for reason 
able salaries paid them is allowed, 
and they may carn up to $600 without 
incurring any tax. (Remember, how- 
ever, that if you file a joint return, you 
must include your wife’s income. ) 

If your children are under 19, or 
are full-time students, they can earn 
over $600 without loss of their status 
as your dependent. You must still 
furnish more than one half their sup 
port 

Kor example, your son, 
works in the store during vacation 
periods from school. He earns $1,000 
during the year. His living expenses 
for the year are $2,300, including his 
tuition. As you furnish more than 
half his support, you get a $600 ex 
emption for him. When he files his 
tax return, he also takes a personal 
exemption of $600. In effect, ther 
are two deductions of the $600. 


Unfortunately, most people don’t 
think of their taxes until they prepar« 
their return. This is too late. All 
transactions affecting your tax have 
occurred and little can be done. Plan 
Tax conse 


George, 


ning is a year-round job 
quences of business activity have to 
be considered at all times 

Above all, don’t jump to conclusions 
in your planning. Experiences of other 
dealers may not be helpful. In_ the 
light of your individual circumstances 
savings promised by adoption of a 
course of action may fail to material 
ize 

l'ax planning may require the serv- 
ices of a properly qualified advisor. If 
vou engage a certified public account 
int, consult him regularly. Remem 
ber, complicated tax problems, as well 
is appliances, are not proper fields for 


the “do it vourself’” addict END 





In the April issue you'll find out .. . 

WHAT'S HAPPENED TO THE ELECTRIC HOUSEWARES INDUSTRY 
Manufacturers, distributors and key buyers get together to take a 

searching look back at what’s happened since the end of World War Il 

In those ten years the electric housewares industry has passed the billion 


dollar mark. 


But products and problems have multipled, too. For a 


long-range view of where the industry stands today see the... . 


April Issue of ELECTRICAL MERCHANDISING 


MARCH, 


1956—ELECTRICAL 


MERCHANDISING 
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4 PATENTS PENDING 

... Tempered, tough wire core ... Insulation covering wire spiral .. Tough, colorful, hygienic . i 
gives “muscle” for seals out rust and humidity, plastic sleeve of 

more flexibility, longer life. improves air flow. high lustre; easily cleaned. 





Here’s a sure sign of quality on any vacuum cleaner . . . make 
sure the brand you handle has Dayton’s revolutionary DAYFLEX, 
made by an exclusive process! All other vacuum hose becomes 


outdated and obsolete by comparison. Just see for yourself! the 
see 


FEATHER LIGHT AND FLEXIBLE... 


DAYFLEX Vacuum Hose has instant consumer appeal because 


of its colorful, brilliant, easy-to-clean plastic sleeve, Every Va C u U Mm i S e 
housewife immediately sees the advantages of its lighter weight, 
plus greater flexibility without loss of control. And Dayflex f 
is tops in tests for abrasion-resistance and service life! that 0? Od 


ADDS GLAMOUR AND SALES APPEAL! 


NO vacuum cleaner is better than its hose. DAYFLEX has helped the SY | p | 


raise performance levels of many of the leading makes in the 
vacuum cleaner field, and through Dayton’s national advertising 
more housewives learn why Dayflex Hose 

is a sure sign of quality. 


Write the Vacuum Cleaner Hose Division of 
The Dayton Rubber Company, Dayton 1, Ohio 


for names of manufacturers using DAYFLEX, and full 
NATIONALLY 


information regarding its impressive laboratory test results! 
ADVERTISED 











“oe oe sume op 
Guaranteed by > 
Good Housekeeping 

" - 


Or as AOveRTisio eee 





7] 
Dayton) hwbbex 


ee By the world’s largest makers of Vacuum Hose... 
THE DAYTON RUBBER COMPANY + DAYTON, OHIO + WAYNESVILLE, N.C. 
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This is IT! Today’s stand- 
out phonograph buy! 
V-M Model 1285 has features you just 
can’t find anywhere else at this price! 
All your favorite music will sound 
hetter than ever! Tone control, fine, 
‘Fidelis’-inspired furniture styling, two 
hamber! Fully 


speakers ina bass- reflex c 
and 


automatic changer! Lazy -Lite 
! Choose yours in blonde 





Siesta Switch 


or mahogany at the same low price 


139.85" value 
tor ONLY * 9922 


includes $99.50*° V-M Model 1285 pho- 
nograph PLUS $6.95° legs, $2.45 record 
shelf and $2.95 45 rpm spindle at no 
extra cost PLUS $28-value Diamond 
Needle ($7.50 to Dealers) if you choose! 


7 \™= 





*Slightly higher in the West 






During "Voice of Masic Days” 


Pocket “Movies” Teach You the Latest Dance Steps! 
Come in—see the V-M Pleasureland, listen to your 
favorite music and Get Your Free Dance Lessons! 
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Make YOUR Store a Pleasureland During Second Annual ‘Voice of Music Days!” 


EVERYTHING is. included in t 


na 


@ THE Feature Phono of This or Any Other @ 3-part, 3-D Display for the BRAND NEW 
Year! ‘Teentime’ 45 rpm Portable! 


@ Four-page Full Color Tabloids—IM- 


PRINTED! @ Pleasurama Phono Centre Full-line Dis- 


play! 


@ FREE “Learn to Dance’ Pocket Movie 
Give-aways! @ Mobile-action Window Banners! 


@ Full-color, Full-line Product Banner! @ Crowd-pulling Newspaper Mat Ad! 





There’s a V-M Model for Every Gift Occasion! 


Fidelis’ High Fidelity 

Table Model (Model V-M Model 990 

560). Blonde or Mahog Portable $59.95° 

any, $149.50°. Wainut NEW ‘Teentime 
$154.50*. Ebony 45 rpm Portable 
$159.50°. Black or V-M Model 556 ¢ Model 675) 
Brass-finish Legs with High Fidelity Port %, $39.95" 
Record Shelf Optional able. $119.95° . 


V-M Model 1250 
I is Versatile tape-o , Phono. $59.95* 
matic®—the Tape 
The Fabulous ‘Fidelis’ ® High Recorder Adaptable to ir V-M ‘Playtime 


Fidelity Console (Model 565) Play Binaural Record . P Portable (Model 
Bionde or Mahogany, $199.95.° C2 ’ ings! $179.95° V-M Model 1275 wv ) 210). $29.95° 
Walnut Only $5 More Portable. $79.95" 





The right line, the right promotion, the right margin for BIG business. It’s all yours from 


the oice of Music’ 


*Slightly higher in the Weet 


V-M CORPORATION e BENTON HARBOR, MICHIGAN 
WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 
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He Closes Kitchens 


CONTINUED FROM PAGE 169 ——————— 





directly with the owner. Recently, onc 


puts you ontop... 
. of these fringe boys dropped in. He 
keeps you on top a with the was inoiiiedan the Peo. oct of a 


new 150-home development. Would 

e we work out a lower mark-up on the 

kitchens for these in view of such a 

t —motlt large order? You bet we would, I told 
onges him. “Then put one into my own 


home at a special price,’ he told me, 





and if it works out well, maybe we ° " 
: th . d t | can do business on the 150 new 
in e inaus ry: homes.’ That’s the kind of thing | 
mean.” 
- . 
Here are all the essential ingredients for an Prospect Selection 
outstanding season in home comfort ap- Gamble has worked out a step-by- 
pliance selling: A complete line to serve all step plan for (1) finding the best 


prospects, and (2) closing their orders. 
“We tried a lot of ways,”’ he reports. 
competition — yet provides you with a sub- “First we tried out the shotgun ap 


customers’ needs; pricing that meets or beats 


stantial profit margin; and well-designed, proach in direct mail. We'd take the 
Garden District, for example. This is 
an old section of New Orleans. It has 
big homes with fifteen-foot ceilings, 
enormous rooms and lots of them 
It’s very fashionable and today many 


6 ALL-NEW ROOM AIR CONDITIONERS of these fine old houses are being mod- 
WITH MANY EXCLUSIVE FEATURES ernized, The owners are an excellent 


kind of prospect. We do many jobs in 


well-built, fully warranted appliances you 


can sell with every confidence. 





There are Coolerator Custom and Super models the Garden District. So | sent out mail- 
in capacities from % HP to 2 HP. The many out- ings directed to every street in the 
standing, sales-clinching features include: extra arca—a shotgun approach It brought 
health filters, concealed push-button controls, ex- few results. I also tried the shotgun 
clusive night light, 4-way directional, draft-free in postal zone “18” which consists 


largely—but not wholly—of better 
but older homes, many needing mod 
ern kitchens. Again, results were 
negligible when compared to the size 


5 NEW WINDOW FANS, PACKED WITH of the effort. So we put the shotgun 


away and turned to the rifle, with a 

CONVENIENCES CUSTOMERS WANT lot better results 
l'oday, Cameron Gamble’s mail 
ings are sent selectively. Although 


grills, beautiful styling, easiest installation, 


whisper-quiet operation. 


High capacity 20 and 24 inch models that turn 


n n Cc 
on and off automatically as room temperature each person who receives them ma\ 


changes. Electrically reversible and two-speed not buy from him in the end, yet each 


operation at the push of a button. Finger-proof is a known kitchen prospect The 
grills, near-silent running are other features your ource of names 1s simpk “TL study 
customers will appreciate Dodge Re ports daily,” he reports, 


and whenever a remodeling job is 
hown, or when I see a home costing 


THE OUTSTANDING, NEWLY-STYLED ib 0 a certain figure sige mee . . 
COOLERATOR DEHUMIDIFIER in other words, one which calls for a 


better kitchen—that name is used for 


This is your best opportunity to profit in the fast- mailing. We have a regular routine - ns 
growing Dehumidifier market. Eliminates the It consists of three mailings, each 
discomfort of high humidity and the damage it with a return card, None of these is a 


form letter. We find that the extra 
effort involved in individual typing 
pays off, thanks to the fact that we’r 
ending cach message to a name with 


causes in the home. No installation — just plug 
in to operate. Removes up to 24 pints of moisture 
daily from areas up to 13,000 cu. ft. Operates 


quietly, styled for any room in the home. 1 known need of our services and a 


known ability to pay for them. If no 





mailing brings an answer, we tel 
Sen en en creer enna ee Pewee phon 

Me Graw Electric Company | Once a return card or phone call i 
Lonergan Mfg. Division, | ecured, a planned selling sequence 

713 North Clark Street, Albion, Michigan ! succeeds the prospecting steps 
: ’ | ‘Initially, a salesman goes out to 
Please send me complete information on the | call on the prospect,” Cameron ex 
feotelell-lae-hie?la Coolerator Home Comfort line. J plains “At that call, he shows ideas 
sites ; examines thie area, makes general 
" recommendation ind comes back 
TTT if an Company . | with the data our estimator needs to 
| | ie Ga | prepare plans and estimates. By the 
ad ~ = Aibteetn | way, we do not charge for plans and 
| perspectives. These are done on what 
City a eS og ! you might call a speculative basis. It’ 

ie AR ae I ee ee (Continued on page 220 
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itis now. ET 
SPRING BONUS | 
PROMOTION! 





you'll get 
BIG VOLUME-— BIG PROFIT 


on every sale with 


LEWYT’S Sensational “BONUS DEAL” 


Contact your Lewyt Distributor TODAY! | 


LEWYT CORPO RATION, 84 Broadway, Brooklyn 11, New York Also sold through leading Canadian Distributors 
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He Closes Kitchens 


COUNT OM THE VALUE-APPEAL OF THESE NEW ————=- CONTINUED FROM PAGE 218 —————— 





true that a lot of effort and 


| 
can go down the drain when a 


tomer doesn’t buy But when we 
tried instituting a sinall servic harg 
for this, refundable on an order, v 
found that prospects just dried up 
We lost so many sales opportuniti¢ 
that we found it better to again offer 
the ‘ 


service without charg 
RADIOS TO KEEP YOUR PROFITS CLIMBING! 






























While the estimator is at work, the 
ilesman attempts to get his prospect 
into the Kitchens by Cameron show 


room. That’s so he can be qualified 





in idea obtained of what he needs and 
what he cannot afford. Additionally, e 
the opportunity for demonstrating 
built-ins gives a chance to increas 





the order by adding appliances and 
installations that the salesman had not 


been able to include on his hom ul 


That Crucial Second Call 





‘Of course we don’t insist,’ Cam 
cron points out, “and wheth ve get 
the qualifying store visit or not, w 
go out on the next trip loaded fo ree 
bear or an order. We have worked one y 
out a number of things which are in Sune 
cluded in this second home presenta ben 
tion. In addition to the obvious plan s 
ind perspective we bring along ‘be 
fore and after’ pictures of previous fa 
installations, letters from past custom 
Cl samples of fixtures, et We'r Vv 
ready for any question which might £m 
pop up and also ready to get down to 
ARVIN STARLIGHTER clock-radio has new pano- ARVIN DUOPHONIC has twin 5-inch speakers with ” rs 2 by h . a -— a ke W Z ‘ 
ramic clock face for easy reading, with famous Tele- new mercury-type treble-bass selector to bring in ee het By cht ik hughes 
chron clock and timer. 1100-watt appliance outlet. music with real high fidelity. Easy-tuning lighted ts cose “ae ae lee me tnen ¥ : 
Follow-up buzzer alarm. Alnico V speaker. New Air slide rule dial. Rich Velvet Voice tone lives up to If the sale is not closed on ( “eit i 
Loop antenna makes long-distance reception rou- the richness of its distinguished modern design and pices second visit, he considers tha 
- : ~ name dead. “But if the customer re 
tine. One of the biggest clock-radio values in the gold trim. Five tubes including rectifier. Outstand- ; ® 
trade. Five tubes including rectifier. Model 957T, ing value in every respect! Model 956T, Turquoise, visits My by making a an & cal - 
Ivory, Willow Green, Sandalwood, Flame. $39.95 Sandalwood, Ivory and Coral, $32.95 pads: b we comtinue alter i me os 


ourse,” he adds I’ve kept pretty 
careful statistics on this thing. They 
how that if a sale isn’t closed on 
that second call, we’re not very likely 


e 
Top value in every to get it and we're better off going 


ifter new prospects than continuing 


& 7 with the same one. ‘Too many tim " 
price ass; they decide not to do it, or to bw 
ae omething else instead. Some star in 


— Seer rrrTceree Te ers . Today’s radio shopper knows exactly what he urance salesmen to whom I was talk 














wants and is prepared to pay for it—but he ing about this say that it’s pretty much » 
still looks for the biggest value he can get. the same in their field of selling or in 
Arvin’s great line has what it takes to make iny field—if you don’t get a prospect 
that customer happy — whether he wants a by a certain point, drop him. Lest 
$13.95 shatterproof set for his boy’s room, or this sound like a waste of prospect 
the utmost in FM/AM reception at $66.95! let me say that our system of planned 
There's selling power in the Arvin name— call pays off pretty well: We get three 
a fine quality of reputation built by years of orders out of five calls.” 





national advertising, and by the sterling per- \fter four years in the busine 
formance of millions of Arvin radios in the Gamble finds himself in the happ' 





hands of satisfied owners. And Arvin offers you position of having his customer group 
everything to help you sell—displays, folders, nowball. That is, he explains, many 
ARVIN MODERNAIRE has the sleek styling its name newspaper mats, radio spot announcement old customers send him new ones. “T 
implies, with slick performance to match, All-new copy. Ask your Arvin distributor for the whole keep in mind, however, to what typ 
printed wiring. AC/DC super-heterodyne circuit, story —now! people we sell,” he says, “and resist 
110-120 volts. Alnico VPM speaker makes the most Electronics and Appliances Division the temptation to organize this thing 


of famous Arvin Velvet Voice tone. Five tubes 4 by offering prizes or cash for names of 

~~ ‘ nn ™ ™ . / : ' 
including rectifier. Conelrad markings. Model 951T, Ar vin INDUSTRIES, Inc. prospects. People who can afford 
Ivory, Cherry, Citron, Bitter Green, Coral and Columbus, Indiana quality installations (our average or 
Sandalwood, $19.95. Model 950T,, Rosewood, $17.95 der is $2,700 and many are a whol 


lot higher) would be insulted at such 


in ofter. Instead, I give each one a 

Arvia Arvin Arvia Arvia , 
frie arve Outdoor Dining \roming ~~ tecuie TE) small present afterward, not as pay 
Radios Penta Peruitere Tables ons Cook Heaters ment but rather as a mark of my ap 


preciation End 
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Ne Royal Family of, Home Laundry Equipment 


Bowl Shaped STAINLESS STEEL TUB 


Famous Arc-cuate TRANSMISSION 


No other automatic 


can match SPEED QUEEN 
on all these 4 points 













: Oni cae Ww 





A flick selects WARM or COLD Rinse W | 
, A fick solece 11, 7. 4 oo denhenne Weahieg Tons 
A flick selects HI or LO agitator and spin speeds 


A twist of dial selects NORMAL for dap-illecte felis 
—or SHORT for delicate fabrics. 


© A twist of dial selects 13, 11, 9, 7 of 5 gals. of wash water 
All of which adds up te America’s most automatic . . . avtomatic 


GUARANTEED for a LIFETIME 


This chip-proof, rust-proof, mirror-smooth, stainless steel tub puts a 
100% exclusive Sales-Closer on your floor. 


GUARANTEED for 5 YEARS 


Here also is a 100% exclusive Sales-Closer which builds product 
confidence in the prospective purchaser's mind 


Mechanical DEPENDABILITY 


William Leck, one of the washer industry's largest dis- 
tributors, covering metropolitan N.Y., made this statement 
when he recently signed a Speed Queen franchise: “My 
decision to switch to the Speed Queen Line is based on the 
solid fact that Speed Queen products have the necessary 
MECHANICAL GUTS to give (1) the user more and longer — 
satisfaction, and (2) the dealer a minimum of service 
problems. That's the best profic team in the business!” 


Write for the complete 1956 Speed Queen profit story 











WASHERS - DRYERS - IRONERS 








Whether you're selling p 


roducts or services... . 


a PITTSBURGH OPEN-VISION FRONT 


will help buil 


Yhon 


AS REIMERS A Ph 


DRUG STORE 
The Prescription Shop in Moline, Illinois, owes much 
of its smart good-looks and eye-attracting appeal to 
its bright Pittsburgh Open-Vision Front. The big panels 
of Pittsburgh Polished Plate Glass make the entire in- 
terior one big showcase and the recessed entranceway 
featuring a Herculite® Plate Glass Door and Side- 
lights —~ draws the passerby into the shop. Carrara® 
Structural Glass and Pittco® Store Front Metal complete 


the shop front. Architect Wm. A. S« hultzke, Moline, IIL. 


THEATRE 

Denver Theatre, Denver, Col- 
orado, makes the most of an 
attractive lobby with its Pitts- 
burgh Open- Vision Front. 
Pittsburgh Polished Plate 
Glass and six Herculite Plate 
Glass Doors were used to 





create this inviting, wide- 


open effect. The installation 
was completed with gleam- 
ing, beautiful Pitteo Store 
Front Metal. The doors open 
easily on smoothly-operating 
Pitteomatic™ Hinges. Archi 
tect: Walter H. Simon, Den- 
ver, Color ado. 


Send for free booklet ! 


For more information about Pittsburgh Store 
Front Products, and about the effectiveness of 
their use on both new and remodeled buildings, 
just send in the convenient coupon We'll be glad 
to send you a. opy of our free store front booklet. 


PAINTS « GLASS + CHEMICALS + BRUSHES ~- PLASTICS 


BURGH ee Be GLASS Cc 





IN CANADA: CANADIAN PITTSBURGH INDUSTRIES 
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d business! 





DAIRY STORE 

The Purvin Dairy Company, Wilkes-Barre, Pennsyl- 
vania, shows how effectively a Pittsburgh Open-Vision 
Front draws attention to a small store. Pittsburgh Pol- 
ished Plate Glass and a Herculite Plate Glass Door 
create the open-vision front, while Carrara Structural 
Glass is used for facing on the building front and for 
the attractive name signs. Pittco Store Front Metal 
supports the Plate Glass panels and the entranceway. 





Pittsburgh Plate Glass Company 
Room 6129, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pa. 


Without obligation on my part, please 
send me a FREE copy of your moderni- 
tation booklet, “How To Give Your 
Store The Look That Sells.” 


Name 


Address 


FIBER GLASS 
OMPANY City State 


LIMITED _——— 
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Easy to Install 
CONTINUED FROM PAGE 152 


vater outlet 

[he introduction of copper tubing 
ha helped to implify the job his 
copper tubing can be swung around 
almost like a hose without any of the 
difficulties that are encountered with 
rigid galvanized pipe. In addition, us« 
of copper tubing greatly reduces the 
ymount of labor needed in plumbing 
in the new kitchen, thus offsetting th 
higher cost of the copper in the con 
nection 

Water-tight joints are easy to mak« 
with copper tubing. The use of a 
furling tool or compression ring help: 
to simplify the job 

Where sinks are installed, there is 
1 problem with drains Common 
practice in old homes is to plug up 
the old drain and cut a new hole 
through the floor so that the new 
drain can run down to the basement. 
Where it hooks on to the old drain, 
4 pipecutter is needed and the cut 
has to be threaded for the new con 
nection, If the old water pipe has 
to be connected, it has been found 
that saddle tees will do the job effi 
ciently and in leakproof fashion with 
out breaking into old lines 

One thing to remember about sink 
installation is that a special tool—a 
sink wrench—is necessary in order to 
reach up in the back of the sink and 
screw on the faucet connections. 

If the installation is being donc 
with copper, only a cutter and a fu 
ling tool are needed. If galvanized 
pipe is to be used, then a pipe cutter, 
threader, vise for holding the pipe 
and a reamer must all be used. Also 
1 couple of Stillson wrenches and pipe 
dope are needed. 


The Carpenter's Problem 


The carpenter's major problem is 
in shimming up the walls so that 
cabinets will hang true and square. 
Various tricks of the trade can _ be 
used to do the job. Wall cabinets are 
put up first and the soffit is put in 
later Plywood may be used on 
straightaway soffit runs, but on curved 
portions beaverboard, which bends 

(Continued on page 229) 








"Fresh and Frozen Food Centers” 


The new way of food-keeping your customers will surely come to! 











..» the fabulous ‘SHEL VADOR TWINS"’ 





... Show together! ... sell together! 
, - to bring you business no one else can touch! 





Stops both Freezer and Refrigerator prospects! 
Here’s double the selling appeal! One unit helps sell the other! The “au” 
Refrigerator with its extra fresh food space in place of a freezer was created 
for freezer owners. And you'll see brand-new interest in freezers with the 
perfectly-matched Crosley Freezer. Sell them as a pair, or separately to go 
with the prospect’s present refrigerator or freezer. 


Fits where awkward single combinations fail! 


° er 
People want and need more food-keeping space, but 4 





balk at rebuilding their kitchens to get it! Shelvador 
Twins fit any prospect’s home! Each unit takes just 
28'2 inches of space. Install them side-by-side or sepa 
rately, for far more practical storage capacity than any 


single, hard-to-fit combination offers! 


CROSLEV 4&4 BENDIX Home Appliances 
Divisions of AYVCO Manufacturing Corp. 
Cincinnati 25, Onio 








Call, write or wire your Crosley and Bendix Distributor today! 
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Good display and helpful price information is the policy of the Frain sets up a gleaming display of Graybar-distributed 
Manor Electric and Appliance Company. Here, owner Don De housewares in a section of front window of his modern store. 


Mr. De Frain has been in the ° 
electrical appliance business for . 
19 years — and a steady Gray e 


bar customer for most of the 


th 1! t H 
years ai nis present tocation e e 4é i 
is convinced of the power of di 
rect mail to stimulate traffic and ° 
. 


mails up to a thousand personal 


ized flyers daily, with additional > 9 
seasonal mailings of the Gray ° 
bar Gift Catalog to his regular e 

- 








Stas 
zi 
ae 


customers. This technique has 
been so effective that Mr. De 
Frain is presently Se ° Says DON DE FRAIN, Owner “I put today’s trend to relaxed, casual living to 
$75,000 to $80,000 in traffic « Manor Electric & Appliance Co. work for me by promoting a combination of 
appliances * 3701 N. Southport Avenue, Chicago, Illinois modern, recrentional-type furniture and elec- 
trical housewares for quick, easy meals. 

“Just as this latter combination seemed to be 
a ‘natural’, it was natural that I order most 
of the housewares via Graybar. | remember 
the days when there were shortages of appli- 
ances and how Graybar’s fairness in allocating 
hard-to-get items impressed me. In my book 
turnabout is fair play now that everyone wants 
my business. 









* 
“Then, too, mine is a neighborhood trade built 
on repeats. Selling is easier when my customers 
recognize well-known brand names. Graybar 
supplies me with a fine line of nationally-adve1 . , 
tised products. In the same vein, | can depend 
on Graybar for assistance in planning promo- 
tions, for display materials and for the latest 
news about products and prices. 
“I find Graybar salesmen good people to work 
with in every respect. They make regular calls 
and are more than willing to do the leg-work on 
; items that need to be repaired or replaced. 

Customers like to see plenty of well-known items Graybar Salesman Bob Bollow and Don De Frain “I feel that this kind of cooperation and Gray- 

and Don De Frain even stores packaged stock discuss orders and promotion plans during a nee seeuinn te o vital factor in the success of 

where it can be seen. Here's a portion of the 60 weekly visit. Note how work and-time saving av business.” ane 

foot shelf that runs on both sides of the store and housewares are displayed in conjunction with . 

consists almost entirely of housewares via Graybar, modern easy-living furniture. 

J 
Your Customers WANT the popular appliances... 
GRAYBAR ELECTRIC CO., INC. 
Executive Offices 
Grayber Building, 420 Lexington, Ave., New York 17, N. Y. 
IN OVER 130 
PRINCIPAL CITIES 5 
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HERE IS THE MOST CONVINCING SALES STORY | 


“If you want KITCHEN BUSINESS be sure to read this! 
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There are thousands of 
outmoded kitchens like this 
In your trading area... 


..and 
thousands Of sesso mses 
homemakers tile 

- who want 
and can afford 
personalized 
\GENEVA 





Peeveseosesoseeeeeses 





OFFERS A COMPLETE PLANNING SERVICE 





GENEVA MODERN KITCHENS PLUG - A DEALER TRAINING PROGRAM 


Geneva, Illinois — Division of Acme Steel Co. 


Send complete details on GENEVA . . . the quality kitchen 
line competitively priced, 


NAME 
STORE 7 5 | 
ADDRESS GENEVA MODERN KITCHENS .- Geneva, Illinois 


Gi Veiionncaee: 





4 dim 




















Easy to Install 
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gracefully, does the job. A level is 
his best friend on this job. 

Before hanging the cabinets, how- 
ever, it’s a good idea to call in the 
lady of the house and have her reach 
up against the wall to see what is easy 
reaching distance to the shelves of the 
wall cabinets. The height of the 
cabinets may be 84 inches from the 
floor for the tall woman or 81 inches 
tor the short woman. In addition, 
inquiry should be made as to what 
appliances, such as mixers, the woman 
plans to place under the wall cabinets. 
Where there is a utility cabinet, that 
very often determines the height of 
wall cabinets. 

Where the job is being financed 
through the FHA, its requirements 
should be consulted for the correct 
amount of shelves. Incidentally, the 
FHA also sets standards on the num- 
ber of square feet of counter tops and 
the base cabinet drawer capacity. This 
applies to speculative buildings, and 
rarely to the old homes done over. 

But, in general, the hanging of wall 
cabinets is an easy carpenter job. 

Before base cabinets are put in, a 
new floor covering must be installed. 
Contrary to what most dealers think, 
this new floor goes under the cabinet 
to the wall. Most floors dip in egg- 
shaped fashion toward the center and 
cabinets must be shimmed off on one 
side to make them level. 


Ovens May Require Plastering 


Built-in ovens may call for the use 
of a plasterer if plywood is not used. 
Few walls permit a big enough recess 
to allow for a built-in oven and that 
usually means it is placed in space 
especially planned for it. If plywood 
and not plastering is used to frame 
the oven, it can readily be cut to fit 
by means of a_ portable hacksaw. 
Otherwise, plastering is necessary. 

Dishwashers may present a puzzling 
problem. Should water pressure be 
low, as often happens in the suburbs 
where home owners have their own 
water systems, there may be a need 
for adjustment with the dishwasher. 
his is because some appliances have 
an inlet valve which allows so much 
time to fill. Naturally, city water 
pressure, up to 50 Ibs. per sq. in., will 
fill much more rapidly than a country 
system with 25 to 30 Ib. per sq. in. 
In this case, adjustment must be made 
on the appliance itself to change the 
timing, and arrangements on this can 
best be made in advance when the 
distributor supplies the dishwasher or 
automatic washing machine. 

Among the tools needed to install 
a kitchen are: Level, two kinds of 
screwdrivers, Phillips and standard, 
a portable hacksaw, hammer, mallet, 
socket wrench, extension cord, plumb 
bob, 4 inch electric drill, two Stillson 
wrenches, 10 and 18-in., pipe dope 
and a crowbar. 

The power hacksaw must be used 
to cut to fit the continuous top in 
the kitchen installation. In some 
cases, however, a distributor will pre- 
cut the continuous top End 


VEN TItGa Tin CG 


SALEM STATIONARY 
ANTIQUE COPPER — 30” TO 48” ; STAINLESS STEEL — 30” TO 48” 


VEN FLEA T ENS VENTILATING 


STATIONARY 
COPPER — 30” TO 48” 


VENTILATING 


EXPANSION y | EXPANSION 
STAINLESS STEEL — 30” TO 54” COPPER — 30” TO 54” 








7755 PARAMOUNT BLVD., DEPT. Em 
RIVERA, CALIFORNIA 
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Giving you the features 
that speed replacement sales! 


























REFRIGERATOR — FREEZER 
It’s BIG! It’s NEW! It’s excitingly different 


...and only Hotpoint has it! 


oop To pS 
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FEATURES EASY TO DEMONSTRATE... 
EASY TO SELL? 


Here's che industry's newest, most startling, most conven- 
ient refrigerator-freezer—Hotpoint's revolutionary Big* Bin 

.. the combination for families whose needs have out- 
grown their present refrigerator. Big*Bin is the combina- 
tion designed to speed up replacements in this market 

Easy to demonstrate? It demonstrates stse//! The Big* Bin 
with its huge swing-outstorage compartment swings ‘round 
the clock needs out in front! 


Almost every time your customers open their refrigera- 
tors, they reach for the kind of food that’s stored in Hot- 
point’s Big*Bin door. That's why Hotpoint made it the 
world’s largest—to provide plenty of room for the milk, 
beverages, fruits and vegetables used every hour of the day! 
And, for added convenience, Hotpoint’s Big’ Bin Retriger- 
ator-Freezer is available in left-hand or right-hand doors— 
at no difference in cost 


Here Are the Dramatic Features That Make the Door of 
Hotpoint’s Big-Bin Your Door to More and Easier Sales... 





SWING-OUT BOTTLE STORAGE— Thic SWING-OUT VEGETABLE CRISPER—Thec NEW DAIRY-STOR—The largest, most 
Hotpoint Big-Bin holds as many as eight Big-Bin Showcase Crisper puts fruits and vege- complete dairy compartment of any refrig- 
¥, gallon bottles of milk, with space to spare tables out on display, yet seals freshness in, Holds erator—with special storage for eggs, butter 
for pop and other beverages. Makes storage up to % of a bushel, Entire crisper can be easily and cheese, Keeps everything at the proper 


of tall bottles easier, safer removed for cleaning or refilling temperature and humidity, 


Here Are More of Big-Bin’s Many 
Plus Features That Give You 
More to Show...More to Sell... 


EGG RACK —holds a dozen eggs FROST-AWAY AUTOMATIC DE- 


n individual, easy to reach nests FROSTING — frost can't build us 
CHEESE KEEPER | as much as 7 lbs 4-WAY SHELVES © glide in of our 
at Correct temperature and humidity move up or down 


BUTTER BIN — holds a full pound 


has adjustable temperature control 


MEAT TRAY keeps meat handy 


at rigenit te perature 


ALUMINUM DOOR SHELVES 
extra deep, for jars and bortles 3-ROW ICE CUBE TRAYS = quick 
casy, automatic reiease 
2 SEPARATE COOLING SYSTEMS 
the mark of a true combination. CAPRI INTERIOR COLOR-STYL- 
12.2 CUBIC FT.CAPACITY—plenty 'N@—adds beauty and distinction 


ot room tor a large tamily reeds 
ee sta WRAP-AROUND CONSTRUC- 
75LB.CAPACITYFOODFREEZER TION —pives added strengrh 


big space tor frozen tood storage eliminates crevices 


And Another New Convenience You 
Can Demonstrate ... ROLLERS ON 
ALL 4 CORNERS 





for cleaning and decorating ease, Toe 
lever locks rollers when not in use 


and REMEMBER 

Big+ Bin is just one star in the brand new 
feature-packed Hotpoint Refrigerator 
Line for '56' There are 5 new combina 
tion models and 2 new Refrigerator Mod 





els in all—one for every purpose and 
pocketbook. Have your Hotpoint Dis- 





tributor show you the entire line 
Hotpoint Refrigerators Also Available 
In Beautiful COLORTONES 


In addition to Classic White, Hotpoint Refrigerators offer a choice of 
Sunburst Yellow, Meadow Green, Coral Pink, Seafoam Blue and 
Woodland Brown 


Talk to your Hotpoint Distributor about Hotpoint’s liberal financing plan. it helps you to buy and it helps you to sell! 


feok +» Hotpoint for the finut... fit 


RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS + DISPOSALLS” +» WATER HEATERS + FOOD FREEZERS + AIR COWDITIOWERS + CUSTOMLINE 
HOTPOINT CO. (A Division of General Electric Compony) 5600 West Taylor Street, Chicage 44, illinois 
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SERS 


ONLY i) COIVMITINIOON oFFrEerRs: 


a revolutionary new appliance...a complete line...a full profit margin! 


——_ 






eee 








For over 30 years Dominion has 


well-styled quality 
n appliances 
health) 


The exclusive, new Dominion Automatic is brand new 
and loaded with features to make it the hottest-selling 


PROFIT POLICY: 


-d a reputation for dependable, 
a When you stock and sell Demunee : 
table range you've ever handled! Thermostatically-con — 1 of continued full margins ™ 
trolled Tuttle & Kift Monotube elements automatically 
provide an infinite number of controlled heat settings 
on both quick-heat burners, King-size aluminum griddle 
(165 sq. in, of cooking surface) is perfect for frying, See your Dominion Distributor today! 
cooking, toasting. And it stores neatly in base of range — 
when not in use. All these features plus range-type dial come 2) 
switches and white porcelain top and base make the ~# OMINION 
Dominion Automatic (Model 1435) a real retail value 
at only $34.95 


ree 

you are assu 
sale! 

prof percentage on every 


DOMINION ELECTRIC CORPORATION © MANSFIELD, OHIO 


in Canada: Samson-Deminion Limited, Toronto 


P.S. And that's just the beginning! The complete table stove line includes 4 more feature-full double burner 
models and 2 single burners all from Dominion, world's largest manufacturer of table stoves and ranges 
*$25.95 Denver & West 


Check the complete 
line and see 

if you don't agree 
there's a 


Dominion Table 


Stove for every 


Purse and Purpose!’ 
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What Makes Them Buy 
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distinguishing features but there is 
nother, and more basic, factor that 
controls buying 

he woman purchasing an appli 
ince needs to feel she is making up 
her own mind. She has a certain 
ense of adequacy—her role as an in 
telligent buyer or her competence as 
i eniiaienalion but when she attempts 
to select one from a dazzling array of 
brands, that sens« 


f adequacy is apt 
to be undermined. In her dilemma, 
she turns to something she can 
readily learn, evaluate and decide 
upon—the special features. 


Now’s the Time 


As a woman approaches the final 
and crucial point of decision she looks 
for what psychologists call an “au 
thority-figure”’. ‘This is someone who 
can be trusted to tell the buyer what 
she should do; relieve her of making 
the actual decision. ‘The buyer has 
the somewhat dubious comfort of 
blaming the authority figure if the 
choice is a bad one 


rom earliest memories, people 


OP PDBD DP DPD DPD DDD PDD DDB ehh 


There’s only one bad thing about 
having a soft job in an appliance 
store—it’s so hard to hold! 


ODP BD PDD DPD DP DP PDD DPD DDD 


rely on authority figures. Parents, 
teachers, friends, husbands or wives 
all become authority figures at one 
time or another. When it comes to 
buying a major appliance, women 
most frequently lean on the salesman 

Often, they try to coax their hus 
bands into position as the authority 
but husbands are inclined to back 
off, look disinterested or even retire 
to another part of the store. ‘This 
leaves the wife to the tender mercies 
of a salesman whose eyeballs flash 
dollar signs at every blink 

Caution! Don’t muff it now. If the 
average woman were told that she 
didn’t make her own decision in buy 
ing, she’d resent it or brand the state 
ment as ridiculous. Why, they all 


(Continued on page 236 





“THAT'S MY WATER PISTOL NOT THE 
REMOTE CONTROL GUN 
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How “Informative Packaging” 


speeds appliance selling! 





McCall’s Use-Tested Tag on an appliance helps speed the sale of that appliance on dealers’ 
sales-floors in three ways: 


AUTHORITY ... certification of the performance features of the appliance by the most 
authoritative homemakers in the world—the editors of McCall’s—backed by McCall’s 23 
years of product-testing experience. 


SELLING INFORMATION ...each McCall's Use-Tested Tag contains finger-tip facts and 
point-by-point information on the performance and features of that specific appliance. 


\ EDITORIAL SUPPORT ...every month more than 12,000,000 McCall's readers learn about 
the informative, reliable new guide to appliance selling—McCall’s Use-Tested Tag. 


McCall’s calls its use-testing and product-certifying program “Informative Packaging’ —helping 
the consumer to buy the appliance best-suited to her needs. 


tight now more than 1,700,000 new appliances are being sold with McCall's Use-Tested Tag 
dramatic proof of how ‘‘Informative Packaging’’ speeds appliance sales. 


// Why not see how this new kind of “‘Informative Packaging,” through the use of McCall's Use- 
|] // Tested Tag, can help speed YOUR appliance sales? 


ISE-TESTED 


* 
(BRAND N AME) 
| APPLIANCE 
| e on this Tag 
*To pul your eo Seiad 


T 11 
i this Tag 0” ! B st 
oa the man from McCall 


‘ve used ib and we like it! 


VicCalls 


230 Park Avenue, New York 17, N. Y 


9) 
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MORE THAN 
1,700,000 

NEW APPLIANCES 
ARE NOW BEING 
SOLD WITH 
McCALL’S 
USE-TESTED TAG 


TAPPANn 


NORGE 
NECCHI 


Waring 


) UNIVERSAL 


Dazevy 


HARDWICK 
minnie 

ELNA 

Presto 

















Record first-quarter order volume proves wt—- 









is the strongest 


with new . 








products -- 








Completely new washers and dryers... 
brilliantly styled ... with floodlit control 
panels, two separate washing cycles, 
automatic Suds-Saver and Fluff-Dri 


drying for delicate fabrics! Wonderful! 





a new 











performance story 





New Touch-and-Go Controls that let your 
customers do any washday job in 
seconds! Just four simple Touch-and-Go 
Controls give you the last word in 
automatic laundering. A powerful 


sales-making demonstration! 





More Hamilton washers and dryers are being sold right now 
than ever before in history! Let your Hamilton Distributor show 


you the profitable, painless way to this sales bonanza...with S ELL 


Hamilton—strongest exclusive laundry line going! 
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exclusive laundry line going! 


















Hamilton Manufacturing Company, Two Rivers, Wiscensia 
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powerful new 








promotion | 


Broader-than-ever, full-color national 


magazine advertising ... plus billboards 
... television... direct mail... complete 
merchandising and display kits... and 


dozens of other items—all ready for you! 


and | profit}; making 


local programs 


Your Hamilton Distributor has the whole 
story! He’s all set with Hamilton’s big, 
new program of powerful local-market 
programs to help you sell more Hamilton 
laundries all this year—get in touch 


with him now! 


FOR ’56! 
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% 4 x Now being played on cash What Makes Them Buy 
registers all over the country... 


THE AM PRO know better than to trust a salesman 


Any woman knows that other 


women maybe influenced by a sales 
RING ONG man, but not her. She confident 
that she mad up her own mind after 


an objective analysis of all brand 


CONTINUED FROM PAGE 232 ———— 











As any salesman knows, this is not 
what happen But it’s to his ad 


YOU GIVE YOUR CUSTOMERS megs il Matansoppe 


lieve so. Somewhere along the 
line during a sale, the shopper almost 


1 invariably asks, “Well, which one do 
you think is best?” Or still more 
plaintive, “What kind do you have?” 

| Before the woman accepts the sales 


man as her authority figure, she tests 
@ Membership in Recorded 





him in one or more of three ways 


Tape-of-the-Month Club, @ technical knowledge and demon- 
including 12 preview tapes. tration ability 


@ Full-length recorded tape @acceptibility in looks, dr ind 

of member's cheice — ' - oa 
a ' ~ ecognition oO mr mdividuants 

an Ampro extra! 5\ = and problems 
@ Immediate value, ~ 2 What every women secks in a sales- 
$10.95. Potential man authority is greath dependent 
2 value to your Oo on the personality of her previous au 
™~ 


customers, $40.90 oe 


or more! 


thority figure. Somehow, during the 
period of the sale, she must decide 
that she can safely shift over to him 
the responsibility for the decision 
Now, not only must the woman 
demand that the salesman earn her 
respect, she must at the same time 
earn his. She doesn’t want to be an 
“easy mark” or a “sucker”. She also 
wants the salesman’s friendship. She 
may apologize for having taken so 
much of his time or in some other 
wav demonstrate her consideration 
Polk Brothers’ Sol Polk, thinks so 
highly of the study that he has incor 
porated its findings in all his sales 
training. He thinks the study can 
be applied equally well to the small 


™s aS . retailer 
C ~ — aa Edward H. Weiss, president of 
b ORDER / , , Weiss and Geller, makes clear the 
“ ra \ 4 important point that the findings of 
(Models 758 or 758-T) Se et 4 4 his study are not meant to tear down 


or even remodel the sound selling 
practices of successful salesmen 
Rather, savs he, “We have found that 
a knowledge of human motivations 
can serve effectively as an_ idea 
stimulus for merchandising, sales 
training, dealer relationships as well 
as other areas of marketing activity 





It's a give-away" promotion to bring customers to 


your store .. . and it doesn't cost you a penny! You It’s the salesman who has the last 
make your full profit on every sale, and you'll make It's a pleasure to y+ pane a 2 ge ow 
plenty of sales with this terrific offer. The Ampro demonstrate Ampro's ang value or cost of the product rises, the 
$pring $ong is a money-making melody for you formance and versatility eat con bee dheg: lesman sa ee 


. and you get all the words and music in a mer Features that make prospects 
blossom into buyers: Electro- 
Magnetic ‘Piano-Key'’ Con- 


trols; Automatic Selection Lo 


chandising package from your Ampro Distributor. 


YOUR CUSTOMERS ARE READING ABOUT THIS North of the Border... 


cator; Electronic Recording they’re selling apy 


EXCITING OFFER IN inces t r 

e ® L | “Ee ” . im tr j Elect Merct r 
eve ye ; Automatic Tape ee » of ’ 

pr ‘ r tir } erie nw 

Cut Off; Two Speakers; Hand our northerr neight } 
A Subsidiary of General some Cabinet. : - ~; ~ -- ' oy = 
Precision Equipment — ms + e ‘ — eo — 

. Corporation 3 € ‘ t ‘ 

to aiden: Slee let inte! Model 758 (shown) . . S24 YQ at 





Model 758.-T, with . 
built-in AM radio . . 9445 Trends in Canada 
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Sales Up...Profits Down ? 





Then we say it’s high time you 


top Kidding Yourself! 


You're in business to make money 
... Not just to move merchandise! 





Granted. Sales are fine. They’re important. We 
can’t get along without them. 

But taken by themselves, sales —as such —don’t 
mean a thing! 

It’s the profit they bring in that counts, Nothing 
else. Not even a sales trophy or a new golf bag. 

Yet — what with all the price-cutting and horse 
trading that goes on these days—profits are be- 
ing dealed to death. 

Why? Because dealers are pretty well convinced 
that in order to stay in business they’ve got to cut 
profits to the bone. 

This might hold true with a lot of lines. But not 


with Amana. For, in spite of all the cut-throat com- 


petition, Amana dealers have consistently — month 
after month — enjoyed the highest net profit per unit 
in the refrigeration industry. 

The reason for all this is quite basic, Amana has 
the quality, the particular features, the special styl- 
ing, that women want — really want. Price is a fae- 
tor—sure! But here it’s only secondary. They're 
willing to pay the few extra dollars to get what they 
want. It’s that simple! 

Result: Amana dealers are not forced to fire-sale 
prices. They make their full profit. 

So, how about it? Tired of trading dollars? Want 
to see your efforts turned into cash? Get in touch 


with your Amana distributor. Sooner the better. 


Make more...keep more! Sell 








( Just flip this page and see how) 

















AMANA SUPERIORITY starts here at the factory MORE EFFECTIVE SELLING is introduced through AMANA LEADS THE INDUSTRY in freezer sales. 
where every pha eotl production receive the hawk the Amana Plan for Better | iving The new food plan Also in all surveys of “most preferred” by housewives 


eye” watch of perfection-minded in pector is 0 flexible even small dealers can use it. who plan to buy freezers. 











AMANA, WORLD'S LARGEST MANUFACTURER OF FOOD FREEZERS, 
BRINGS YOU AMERICA’S FINEST QUALITY HOME REFRIGERATION PRODUCTS 
Producers of Food Freezers, Freezer-Plus-Refrigerators, Built-in Refrigeration, 

Room Air Conditioners, System Air Conditioning 
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Sweet Line that 
“Woos’ the Ladies 


Amana Stor-Mor Freezers are 
guaranteed to outperform all others! 







Amana’s quality story is “told” countless times every 





day through the superb performance of Amana Freezers 





now if use, 









As a result, sales have climbed steadily year after 





year... have made Amana the largest-selling food 






freezer line in the world. 






This leadership has come through Amana’s constant 





quality —unvarying standards of all-around product ex- 
cellence plus outstanding engineering and craftsman- 
ship that go into every Amana product. 

This constant quality plus full profit make Amana the 
No. | franchise in the industry. It'll pay you to get the 
facts on this profitable line. Fill out the coupon on the 


next page and mail it in right away. 





Features like these help make Amana the 
“world’s largest manufacturer of home freezers!” 


@ Every cubic foot counts! No @ Dessert-Bar **Planned- 
“fake” freezer space! Model 19 Over” Shelf. Special ice cream 


, 


holds full 685 Ibs. of food. 

@ Positive Contact Freezing 
Coils top, bottom and every 
shelf freeze more food, faster 
insure even-zero temperature 
@ Stor-Mor Door holds 80 Ibs 
of food alone! Automatic, ad- 
justable package holders dis 
pense food in order stored. Spe 
cial rack holds 20 cans of 


frozen truit juice concentrate 


frozen dessert compartment 
with pull down door. Six color- 
ful containers in special shelf 
for leftovers 


@ Durable design quality 
construction. Extra-strong “X- 
Brace” frame. Super-dense, 
double-thick insulation. All 
metal cabinet is Bonderized 
Two-coat enamel is electrostati- 


cally applied for perfect finish. 














Good Ol Days Still Here 


MODEL FPR-18 






Pulling in Prospects the Amana Way 


THE PHIL SILVERS SHOW, 


the Amana story into the homes of over 40 million 


V's top hit, beams 


families every week. Laraine Day handles all com- 


mercials .. . urges prospects to visit dealers. 


—— 
other Homes) 


o 






RECORD AD CAMPAIGN will bring in prospects 
by the thousands, Full-color, hard-hitting ads will 





appear in LIFE, SATURDAY EVENING POST, HOLIDAY, 





and BETTER HOMES & GARDENS, 





Buyers get on waiting list to 
purchase new Amana top-profit item! 





The market was there and waiting. But it 
took the Amana Freezer-Plus-Refrigerator 
to find it. And when it did, things began 
lo happen! 

Orders poured in fast! So fast that the 
factory couldn't keep up. Andi while Amana 
doubled its production, dealers used their 


floor samples to take even more orders! 


Check the features that can fatten your bank roll! 


@ Model FPR-18 (shown here) holds 297 


Ibs. of frozen food in giant 8.5 ecu. ft 
freezer section refrigerator space equal ge 
to conventional 12 cu. ft. model 


@ All freezer shelves plus top and bot- 


tom, are prime freezing surfaces 


@ Automatic 


sure even U 


lemperature Control — in 
constant 40° in 


Refrigerator defrosts 


in freezer 
retrigerator auto 


matically. No more defrosting worries. 


able 
@ Jumbo-Size Stor-Mor Door 
quart ye trotthe «qt heve 


Holds 


rage pite her 





pours from door, removable for table use, 
6-lb. cheese ke eper 


» drawer holds 2 dozen 


ive with Amana! 


Imagine now! All this taking place while 
competition was shouting price-cuts up and 
down the streets! 

Why this fabulous success? The Amana 
Freezer-Plus-Retrigerator fills a real need, 
Phat’s why. It offers housewives two appli- BACKED BY A CEN 
ances in one, \ complete freezer plus a 


OF FINE CR 
roomy retrigerator. . . s0 compact it re- 
quires no more kitchen space than an or- 
dinary refrigerator! 


It’s a real “natural” all right. Keep your 





Q 


2, 





eyes open for more of the same! 






———— 


‘ 


$-Ib. butter kee per. 


Amana Refrigeration, Inc. 


Exclu Amana 16, lowa 


@ Plus dozens of other exclusive. sale Name 
Amana features that make this Stor 
Mor Freezer-Plus-Refrigerator America’s Address 
most exciting kitchen applianes 
City 


TURY-OLD TRADITION 


AFTSMANSHIP 





Want immediate action? 


Why not call or wire us 
collect right now! 


INTERESTED IN BOOSTING PROFITS THE AMANA WAY? 
CLIP THIS COUPON AND GET ALL THE MONEY-MAKING FACTS! 


State 








America s ie 

only ¥ 

Wringer Washer << 
Designed for 
Kitchen 


“NO RINSE TUBS NEEDED”... 
Manufacturer of this sink-side 
clothes washer claims four-fold sav- 
ing for housewives who use this 
Super-Regent model—saves time 
(faster wash and power rinse) ; saves 
water (uses 1/3 less) saves space (no 
rinse tubs needed); and saves steps 
(wash right in kitchen- 
climbing). 


no stair 


Introduced last year, the patented 
dual hose feature has made this 
washer a best seller. Dealers were 
quick to realize that here was the only 
really new wringer washer on the 
market. welcomed the 
washer that brought them out of the 


basement. 


Housewives 
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New this year is the unusual variety 





of pastel shades—pink, yellow, blue, 
green or all white—to blend hand- 
somely with modern color schemes. 
The 1956 model has semi-automatic 
control—selective timing for tricky 
fabrics—and also features an exclu- 
sive, dual-range, pressure-cleansing 
Lovell wringer. The two-position con- 
trol bar shifts quickly from “high” to 
“low” pressure, as required by chang- 


ing materials. 


TWO-WAY HOSE PERMITS 
WASHING AT KITCHEN SINK— 
Novel, two-way “fill ’n drain” plastic 
hose attaches to sink faucet with uni- 


versal adapter. Hot water enters tub 


MARCH, 











After 


washing is completed the washer’s 


via upper channel in hose. 
electric pump dishcharges wash 
water through lower channel in same 


hose—down the kitchen drain. 





_——— —. 
ae PC, —— 
es 


aire 
i, 


Women’s Friend Regent washers are 
sold direct to dealers—Inquiries may 


he addressed to 


CENTRAL RUBBER & STEEL CORPORATION 
Findlay, O. 
MAKING GOOD WASHERS OVER 50 YEARS 
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ELECTRICAL 





SHETLAND Foodsmith 


The Shetland Co., Inc., 

Lynn, Mass. 

Device: Shetland bkoodsmith com 
bin / pplian cs im on compact 
unit 

Selling Features: Combination mix 
er, blender, slicer, knife sharpener 


meat grinder, salad maker and can 
opener; occupk less counter space 
than many mixers; white enamel 
finish with ebony trim and chrome 
plated metal parts; 110 volt a. « 
motor th variable speeds for all 
function 

Price: $69.95 for 4 unit 

jae 


- 





ge 


G-E Freezer 


General Electric Co., 
Louisville, Ky. 


Device: G-l RollOut” 5 cu. ft 


treez 
Selling Features: Automatic defrost 


freezer takes up standard kitchen 


ibinet space 304 in. wide x 243 
in. de can be installed under 
winter or placed free-standing am 
vher i kitchen #2 in. high 
hold lbs.; 9 position temper 
iture trol; 4 removable mini 
ib tra ingle drawer roll 
ut f ca 2 porcelain 
toras ompartment idds coun 
tert ork pact iwailable in GI 
Mix Match vellow turquoise 
pink, | woodtone or white; tur 
quoise nterior with matching 
breaker trip opper anodized 
iluminum shelf; gasket filled with 
la fibers; no handles or latche 
protrude—control concealed be 


ELECTRICAL MERCHANDISING — 





APPLIANCE 


yo se a iste 






hind a fold-down cover panel abo 
roll-out drawer; black base trim 


“ee 
REVCO Refrigerator 


Revco, Inc., 

Deerfield, Mich. 

Device: Revco-Bilt-In refrigerator 
RI with ice-maker 


Selling Features: 8 cu. ft. capacity 
divides to provide a 26 Ib. freezer 
compartment and 13,3 sq. ft. shelf 
rca; push button fast automatic 
defrosting; spacious door shelve: 
meat keeper; butter conditioner 
cheese keeper; large crisper; remo 
ible half-shelves with sliding wide 
helf; has same exterior dimension 
is custom line, fits into exterior 
cabinet space of 2x3 ft.; left on 
right hand doors; stainless, antique 


copper or 25 custom colors 








EASY Washer-Dryer 


Easy Washing Machine Div. 
Murray Corp. of America 
Syracuse, N. Y. 


Device: Easy washer-dryer CDI 


Selling Features: Available in fre 
tanding and under-counter model 

27 in. wide, 36 in. high to porcelain 
top; 25 in. deep; tub has 4 cu. ft 
or 8 Ib. dry clothes capacity; re quire 
no Springs, sho k absorb« rs or vibra 
tion dampeners; operates on singh 
pushbutton—built-in “water saver” 
meters water according to size of 
load; use less water and detergent 
for an § lb. load, 6 gal. water i 
used for wash, 16 gal. for rinse 

lilt-tub; Ttumb-L-ator wash action 


MARCH, 1956 


NEWS 


NEW PRODUCTS 


ca eS 





deep and spinaway rinses; 250 rpm 
maximum speed extraction; dryer 
features include “safety pre-heat” 
which starts in final rinse; circulates 
over 200 cfm air; no special timer 
setting required—Temp — Selector 
regulates temperature of wash and 
rinse water and automatically de 
termines length of drying cycle and 
iutomatically shuts off when proper 
degree of dryness has been reached 
for regular fabrics; autostop-control 
provides full flexibility regardless of 
fabric content 

Price: $479.95 





G-E Electronic Clock 


General Electric Co. 
Clock and Timer Dept., 
Ashland, Mass. 
Device: G-} 
clo ¢ 

Selling Features; Picks up clectric 
unpulses from air through medium 
of an electronic Pylon transmitting 
circuit, and utilizes them to keep 
clock hands perfectly synchronized 


lelechron clectroni 


to correct time—no cord or direct 
clectrical attachment to clock is 
required; classic scroll numerals 
hands of polished brass; brushed 
silver on aluminum side panels 
crystal rosettes hour dots; 113° in 
wide, 4 in. deep and 74 in. high 





s 





WESTINGHOUSE Center 


Westinghouse Electric Corp., 
Mansfield, O. 

Device: Automatic appliance center 
for electric housewares 

Selling Features: A central unit that 
provides adequate current for 5 
clectric housewares at a time in 
cluding pull-out retractable exten 
ion cords, an automatic timer and 
selector, a panel of circuit breakers 
with reset switches; enclosed in 





a steel casing 1-ft, high and wide 
and 11 in, deep; it fits into standard 
cabinets or can be installed in 
custom-builts; wired for 220-volts 


Price: “under $100 





KITCHENAID Dishwasher 


KitchenAid Div. 

The Hobart Mfg. Co., 

Troy, Ohio 

Device: Kitchen-Aid built-in 
counter height, automatic, dish 
washer, 

Selling Features; Decorator styled, 
counter height model for built-in, 
off the floor, eve level installation: 
revolving wash action, dual straines 
system, cushion coated racks; large, 
5 compartment silver basket; self 
cleaning; sanitary wash chamber 
ind round water-sump; permanent, 
ctlective overflow; controls permit 
interrupting cycle to add forgotten 
pieces; ay lable in stainless steel, 
antique copper, white or can be 
finished any color 





HOOVER Hand Mixer 


The Hoover Co., 
North Canton, Ohio 


Device: Hoover hand mixer 
Selling Features: Weighis less than 
3 Ibs; 3 speed: chrome plated iteel 
beaters; fingertip control; beater 
ejector; steel wall bracket; gray 
handle and housing, white motor 
casing; gray flat plastic cord and 
plug 
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NOTHING BUT 
PORCELAIN 


WIPES NEW...ALWAYS 


Sell Up! Sell 
REFERRED 


on household 





Appliance buyers’ strong preference for Porcelain enamel, 
as revealed by independent surveys among Saturday 
Evening Post readers, can help alert dealers build bigger 
sales—and at higher profit margins. 


Not only is Porcelain enamel the ‘‘first choice” for the 
inside of all major appliances, but it is an overwhelming 
WON'T SCRATCH becouse it con't scratch! favorite for exterior finish on washers and dryers, on 


a jt er refrigerators and home freezers... and on ranges, of course. 
ghtint e metal. You can scrub if, write on it, try 


to burn it... and nothing happens. Look for it, and Yes, Porcelain enamel has real appeal to appliance 


get it on the exterior of your next home appliances 


buyers—and more buyers will learn of its natural advan- 
tages through such advertising as this in The Saturday 
Evening Post. 


WON'T RUST becouse it 
can rus orcelain enamel 
protection 
it te per 


e metal 










UILD BIGGER 


behind this 


moisture 



















Ad No. 12 appearing in 
Cfujnines MARCH 17 issue 
Rs TEL 


PORCELAIN ENAMEL 






— 








FERRO CORPORATION 


“A GETTER BUY"’ 


says this labe! 


FERRO 


Developers of 


BGui~e<~tGg & 


PAGE 242 MARCH, 1956—ELECTRICAL MERCHANDISING 





eeReEenN FRIEN AE An Se Bi eo ee 2 Bee 1 ee ee | 7, few rr" reer OS = 











NOTHING BUT 


li Porcelain! (Gictaae 


aT od te, a eee se) 





nel, 
lay 
ger 















the vie 
‘ing Ad No. 13 appearing in , 7 ere 
on MARCH 31 issue , ‘ata “ie | 
rse. SS oi oe 
a WON'T STAIN becouse it can't stoin on 
= : scratch either Porcelain enamel is as ermarent 
nce “0 al ee oe 4 
a : A } as it is beautiful actually fused inte the metal 
an- Lf | Ak ‘ a slass-hard, non-fading, it.is unoffected by house 
’ ¥ j old acids, alkalies and detergents. Ask about Por 
day 4 Wt : colein exteriors when you nent chep far apipiienens 


Pit 3 


SALES, PROFITS 


big campaign appearing 


CLEAN, SANITARY! And 





every other week in the 


PORCELAIN EMAME 
a a-1-eMets) 1-19) F Gale). CEE 


Developer yf 


today’s tiner Porcetein ename “~ SETTER BUY” 


f Al says this label 
vt ’ 


* NASHY ° ANGE . forerg ’ 
BGubetig & 
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CORPORATION 


today’s finer Porcelain enamels 























Roll out the big guns! Strike up the band! 
e are the models... the campaign ... the sales 
felps you need to make ’56 your biggest fan year ever! 


3 NEW MODELS! guaranteed for five years. 













New Portable 3-Way 

Ventilator! New “Do-li¥@urself” New 20” 
Popular price . . . 24” “Pancake Birect Drive Electrically Reversible 
beautifully designed! Attic Ventilator! Window-Type Ventilator! 















ia T "anal ahead 


DIEHL’S “56 FAN LINE IS SO COMPLETE, SO BROAD, 


FFER A £ F AN 


A Sadness 


PROD LITERATURE AND DISPLAY MATERIAL GALORE 





EHL MANUFACTURING COMPANY 


THE SINGER M : Electrical Division of THE SINGER MANUFACTURING COMPANY 
Makers of the world-famous SINGER SEWING MACHINES Finderne Plant, SOMERVILLE, NEW JERSEY 


ATLANTA + GALTINORE + CHARLOTTE,W.C. + CHICAGO + CINCINNATI « DETROIT - Mu . MASS. - MEWYORK © PHEADELPHIA - PITTSBURGH 
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Westinghouse 


gives you major appliances 
in colors women want... 





plus a demonstration 















selling center that tells 
the entire color story... 





solves your inventory problems... 
produces sales. / 


The new, fresh, fashionable Confection Colors 








on the 1956 Westinghouse Major Appliances will 
build sales for you in two ways. 

1. Speed the decision to buy NOW on the part of 

YOUR customers who have been “Hold Off” buyers 


2. Make other prospective customers dissatisfied 
with their present appliances and stimulate inter- 
est in NEW Westinghouse Confection Color 
Major Appliances. 


You'll not only sell Color with Color . . . you'll 
sell white with Color. 


The sweetest cotor 
story ever torah... 








You can have Color 
Inventory 


Westinghouse Refrigerators let you offer 90 Choose-N- § 





a 















: ~ 
al < a 


—s 


ln p ——" —_ 


10 
Changeable 


Panel 


























Colors cesta 
(ere f =\ aw =a) 
= 7 ———_S —._ : . 
Cabinet | a. 








Colors 





Westinghouse ends the headaches of color selling with these new 1956 refrigerators ! 


For your customer —a color selection to Westinghouse way is more than a decora floor space, no slow-moving colors! 
match every kitchen, plus the chance to — tive whim... these refrigerators blend in Westinghouse Confection Color excite- 
change the Choose-N-€ hange panel to withcabinets and counters to look built-in, ment will pull traffic to your floor, in- 
fic her new color scheme. And color the For you—no big inventory, no crowded crease your prospect list, build your sales. 


you CAN BE SURE...iF ITS 


BIE COL ONT Ry, 






















that Sells without 
Problems: 


Change Color Combinations with only 5 Cabinet Colors 


“The Sweetest Color Story Ever Told” will be told and 
sold in every way to help you sell more appliances! 

















IN WELL-TEAMED, WELL-TIMED ADS! 


Life. Eye-stopping 5-page spectacular in full color kicks off these new 
Westinghouse lines . . . pre-selling 26,000,000 Life readers 







errrfereerinis 


Westinghouse Studio One. In-home demonstra 
tions by Betty Furness to over 20,000,000 prospects 
week after week. 


B TO THE GREATEST AUDIENCE EVER! 





- 

~ 

= a ; 

= Political Broadcasts. Most of America and election on TV and radio 

= will see a hea sett furnes 

. e and hear Betty Fu ° Newspapers. Key City ads from 

= promote these new appliances coast to coast in the widest use yet 
= A = when Westinghouse covers the of local advertising, excite interest 

~ & national conventions, campaigns right in your market 














NEW DEMONSTRATION SELLING CENTER! 


Color Showplace Display an age, full-line folder, demonstration 
organized, compact “Confection kits, selling guides, mats, promotion 
Colors Selling Stage” that helps you 





ideas, kitchen planning booklet 


sell color, or use color to sell white everything to help you make this 


Selling tools. Window display pack your biggest year! 


And look at all these features that put 
power in your sales punch 


Stoop-saver Refrigerator. Shelves moisture to keep up to 16 pounds of 
used most are up top, and they roll meat fresh days longer 
. | 1 : 
if out, too Giant Freezer. Holds %4 pounds of 
Extra Space. Westinghouse Refriger frozen foods in handy Roll-out Basket 
- . ators have more specialized storage New Transparent Showcase Crisper 
than similarly priced models tilts down lifts out for easy load 
; : ; ing and cleaning. Keeps 24 bushel 
Cold in Motion. New refrigerating ‘ y 
, of vegetables dewy fresh 
system keeps air constantly circulat A le Twi : 
* - 5 ing gives uniform cold from top reeatiyere win Juice Pmt par y eee 
to bottom protects foods better! Mixes aNd serves two kinds Of fruit 


juices, instantly and automatically! 


Special Meat Storage has proper (Optional) 

















‘aS 


See more exciting news on next page.. 








Here are features every 
homemaker wants fea- 
tures that do more for her, 
like the Electronic Unit on 
which Foods Can't Burn 

Color-Glance Controls that 
light up to show cooking 





speed Automatic Clock 





and Timer for cooking com 








EXCLUSIVE PLUG-IN UNITS 


that lift completely out for quick 


SUPER COROX SURFACE UNIT 


that is faster than ever.. gets Red 


MIRACLE SEAL OF FIBERGLAS 


that holds heat in so that oven uses 











plete oven meals whether 


she’s at home or away 


plus... 





clean-up of spillovers give un current only seven to ten minutes 


of every hour . . . allows perfect 


Hot in 20 seconds boils a cup 





limited choice of heat settings, too of water in less than one minute 


baking in any rack position. 


New Westinghouse Ranges a | 
give you MORE FEATURES THAT SELL 








Here is a King Size 24° Oven in only 30" floor 
space compact with big-range features. New 


) 


24 oven, too! 


46 range has 





SELL MORE OVEN SIZES Westinghouse Range with an oven size © satisty Now, Built-In Ovens in two sizes 17° and 24 





Double oven range above is the dream range of every customer including 17 4°, and the only plus platforms in two-unit and four-unit models. A 
every woman, with features galore. There's a 10” oven made really flexible line for “custom” jobs or Builder Business 


Every year you look to Westinghouse for the highest finishes of Stainless Steel, Brushed Chrome, and 
quality, most beautiful styling, more features that Antique Copper. 


Make yours tne Sweetest 
Cofor Story 


do more tor you Now you have all these, plus Your Westinghouse Range Line meets any pur 


beautiful Contection Colors,too the most wanted 


chaser’s requirement four body sizes three 

: ol,” Colors selected by today's purchasers. Light Pastels oven sizes Confection Colors . . . and Built-Ins 

ever in Mint Aqua, Lemon Yellow, Nougat Gray, with a choice of two ovens, three platforms, and 

and Frosting Pink to blend with every color now color. It's a perfect combination making it 

to create MORE SALES! styling. The new Built-Ins offer additional metal the most flexible, most wanted line on the market 


you CAN BE SURE...1F s Westinghouse 


WESBTINGHOVSES & StecrTrriic CORPORATION « APPLIANCE OirvistiQon +«©+§ Manstieid, 
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WESTINGHOUSE Built-In 
Ranges 

Westinghouse Electric Corp. 
Mansfield, O. 
Models: 2 new built-in ovens and 
3 types built-in surface units in 
1956 built-in line. 
Selling Features: Oven OJ-24, 24-in. 
Miracle Sealed oven available in 
chrome, copper, 4 colors; features 
include look-in glass panel plus 
peek-a-boo light manual switch; 
iutomatic timer and clock, oven 
signalite automatically cuts current 
off when selected temperature has 
been reached; removable Corox 
tubular heat unit. 

l'rue-Temp, 17-in. oven matches 
new built-in _ refrigerator-freezer; 
ivailable in chrome, copper or 4 
colors; features automatic timer, 
clock, single dial oven control all 
located beneath oven door 

2 new surface units have been 
idded, each with 2 elements, each 
available in 4 colors plus stainless 
steel: PJ-66 features new 6-in 
Super Corox and a 6-in. standard 
Corox. PJ-88 offers a standard 6-in 
and standard 8-in. Corox. ' Both 
models have remote controls that 
can be located at any convenient 
place 

A 4-element unit with two 8-in 
ind two 6-in. units of the plug-in 
type, completely removable for easy 
cleaning—no wires, one of the 6-in 
elements is a Super Corox. 
Availability: OJ-24 oven and PJ, 4 
element surface unit are currenth 
ailable. The 17-in. OJ-17 oven 
ind the two new 2-element surfac« 
units will be available in the pring 


Prices: Oven t-in. $199.95, 17-in 
$169.9 t-element surface unit, 
$159.9 2-clement models $85.95 
md $89.95 








THERMADOR Double Oven 


Norris-Thermador Corp., 
5215 S. Boyle Ave., 
Los Angeles, 58, Calif. 


Model “Masterpiece” _ built-in 
double oven with rotisseric 
Selling Features: Stainless steel 


trimmed in polished brass; doubl 
oven model has 2 eve-level fully 
automatic ovens in a single frame; 


ELECTRICAL MERCHANDISING— 


NEW PRODUCTS 


requires only 45 in. wall width; 
each oven has 6500 cu. m. oven 
space; features uir-cooled oven 
doors; plastic handles and inclined 
controls finished in Midnight blue; 
recessed infra-red broilers, each 
with specially designed pan and 
tray for smokeless broiling; Space 
miser rod-type baking element fo1 
uniform heat distribution; twin 
electric clock and automatic timers 
dual-range electric leleminute 
timer and full-length protective 
hood; left oven is equipped with 
bake-and-broil ‘Thermador rotisserie 
composed of 3 individual spits self 
contained on single rack, one king 
size for large roasts, 2 slender spits 
for small birds, ribs, or shish kabob; 
each spit equipped with 2 sharply 
pronged meat skewers to hold food 
in broiling position; built into back 
wall of oven interior a double-drive 
motor with geared reducer gives 2 
separate rotating positions—one at 
6 rpm, the other at 4 rpm; Vari 
speed switch control provides 
“thousand and 1” heat selections 
for proper and gradual heat-pene 
trating action; removable heat-r 
sistant handles on each spit. 





WESTINGHOUSE Built-In 
Retrigerator-Freezer 

Westinghouse Electric Corp. 
Mansfield, O. 
Device: Built-in combination 1 
frigerator-freezer 
Selling Features: 2-door unit, can 
be installed horizontally with re 
frigerator and freezer side by side 
or vertically with freezer compart 
ment below refrigerator as a “stoop 
saver’ model; both models have 
12 cu. ft storage capacity with re 
frigerator holding 54 cu. ft. and 
freezer over 3 cu. ft.; freezer hold 
105 Ibs. frozen foods 

Showcase crisper has 4 bu. ca 
pacity; mounted on door at waist 
level; removable egg keepers; chees 
and butter keeper; wire fruit basket; 
16 Ib. porcelain meat drawer; spe 
cial slide-out, left-over compart 
ment with 3 separate container 
34 easily-accessibl storage she lve 
2 slide out. Freezer las deep, roll 
out wire basket for bulky package 
2-door shelves for cartons and juice 
cans; pull-out freeze tray tilts down 
for easy loading and deluxe ice 
trays. 


Availability: “Late summer.’ 
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AMANA Freezer and 
Refrigerator 


Amana Refrigeration Inc., 

Amana, lowa 

Device: Amana ‘Twin _ built-in 
freezer BI-F and built-in refrigera 


tor BI-R 


Selling Features: Identical in size 
these matching units can be in 
stalled flush with cabinets or wall, 
placed side by side or one over the 
other; completely finished on all 
sides; each unit is independent of 
the other with its own hermetically 
caled refrigeration system; each has 
approximately 7 cu. ft. capacity 
freezer holds 234 lbs; right or left 
doors; provides 8 levels of cold from 

lb. butter keeper to below zero 
of freezers 5 freezing surfaces—3 
shelves and coils at top and bottom 
Stor-Mor door of automatic defrost 
refrigerator holds 1.44 cu. ft. 2 
crisper compartments hold 8 Ib 
fruit and vegetables; drawers for 
eggs and cheese; roll-out shelves; 
9 Ib, pull-out meat tray and a 7.5 
qt. porcelain crisper. 

Stor-Mor freezer door holds 45 
lbs.; has 3 vertical racks for storing 
24 standard food packages; a juice 
bar for 16 cans and a shelf of 5 
plastic, re-usuable containers for 
leftovers; aluminum interior spe 
cially designed lights make food 
easy to find in both refrigerator and 
freezer; Polaramic temperature con 
trol located at top of main storage 
compartment 





GILBERT Cooker 


A. C. Gilbert Co., 

New Haven, Conn. 

Device: Gilbert electric cooker 
Selling Features: Holds 44 qts.; 
thermostat control built into de- 
tachable plug; with plug removed, 
cooker is completely immersible, 
can be washed like dish: turquoise 
porcelain finish; clement has tem 
perature range of 130 to 420 degs 
making it suitable for low tem 
perature Dutch oven simmer to 
skillet and deep frying; a steam 
bead design provides self-basting; 
walls are high enough to prevent 
splattering and retain full flavor; 
heavy cast aluminum. 

Price: $24.95 including self-basting 
cover 
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NUTONE Built-In Center 


NuTone Inc., 

Cincinnati, O. 

Device: NuTone “In-Built Power 
Maid.”’ 


Selling Features: In-Built features a 
motor-driven mixing bowl revolving 
in opposite direction to beater, 
6-speed, 300-watt motor; food 
blender with 6-speed selection; and 
electric knife sharpener using cat 
borundum dise principle; features 
sclect-o-matic drive; mixer and 
juicer automatically connect with 
clutch that rotates at 1/20th speed 
of a center shaft used to turn 
blender and sharpener; 6 speeds 
imake it possible to pick correct 
speed to accomplish specific food 
preparation task; designed to fit 
flush with countertop, can be in 
stalled over a drawer, or im any 
void space OI dead commer inh a 
cabinet—a flat stainless steel plate 
94x11 in., rectangularly fits over 
recessed control dial and power 
drive without disturbing workspace; 
motor is recessed under counter, 
attachments fit inside mixing bowl 
and can be stored in nearby drawer 
or on shelf 











EMERSON Air Conditioners 


Emerson Radio & Phono Corp., 

14th & Coles Sts., 

Jersey City, 2, N. J. 

Models: 12 models in 3. series 
Super Compact, Portable Super 
Compact and Super Dynamic 
feature electronic germ-killer 
Selling Features: llectronic germ 
killer reduces airborne bactevla; 
other features include Jet Scoop 
dehumidification; multi-directional 
forced air flow; full weather-control; 
2-speed motor; 10 window positions 
plus through-the-wall and trans 
som mounting; two 4 h.p, models 
feature 7.5 amp, 115 volt motor 
requires no extra wiring, Super 
Compact models are available in 
4 and 3 h.p. models; Portable Super 
Compact series also consists of one 
4 h.p. and 33 h.p. models; Super 
Dynamic series comprises two |-h.p 
models, a 14 and a 2-h p model 
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SEATTLE, WASHINGTON 
Kelvinator Dealer Mol Herfendal reports Tide’s overwhelm- 
ing appeal to women increased his washer sales 250% . 
from 8 to 28 washers sold monthly. 

MEL HERFENDAL, owner 


HARTFORD, CONNECTICUT 
Sunset Appliance 


Frigidaire Dealer Sam Warren credits Tide's popularity with 
boosting his automatic washer sales 90°% 


when he tied in 
with the Tide Premium Plan. 


SAM WARREN, President 
Case-Warren Co., Inc. 


OTTAWA, ILLINOIS 


Speed Queen Dealer Phil Anderman reports the Tide Pre- 
mium Plan boosted his washer sales 300% 


... from 3 to 12 
washers sold per week. 


PHIL ANDERMAN, owner 
Anderman’s Furniture Co. 


SAN ANTONIO, TEXAS 


Norge Dealer Hal Halamuda reports that Tide's popularity 


is so powerful that he has used the Premium Plan for years 
with great success! 


HAL G. HALAMUDA, VP. 
Praeger Hardware Co. 


NORFOLK, VIRGINIA 


Dealer Harry Price reports store traffic up 76% when people 
flocked in to watch a demonstration of the new Maytag... 


and get their free box of Tide. 
OAKLAND, CALIFORNIA 





HARRY B. PRICE, JR., President 


Price’s, Inc. 
Maytag Dealer Lawrence J. Lovier reports washer sales really 
boomed when he offered free Tide to customers for just watch- 
ing a washer demonetration. 
LAWRENCE J. LOVIER, Sec’y-Treas. 
Lovier’s Home Appliance 








Yes, dealers all across the U.S.A. 


report the Tide Premium Plan 


Tht Maan a 


helps them sell automatic washers! 


Results prove Tide is an outstanding premium for 
creating traffic ... boosting sales up to 300%! 


Tide’s unparalleled popularity makes it a top premium offer. Dealers everywhere, 
in small towns and big cities, all report phenomenal success with Tide for bringing 


housewives into their stores and closing automatic washer sales. 


More and more appliance dealers across the nation are taking advantage of Tide's 
tremendous consumer acceptance and attention-value as the country’s most popular 
washday product. These dealers are buying Tide under the Premium Plan, which 
offers them a special merchandising allowance of $1.75 per case. 


ym Plan works: 


(Contact your distributor or manufacturer for full details) 


You offer a free box of Tide to each woman who comes in just 
to watch an automatic washer demonstration. 


You offer a big supply of Tide, as a bonus, with the purchase 
of each automatic washer-—a proven sales-closer! 


You receive a special merchandising allowance of $1.75 per 
case of Tide which makes Tide a really economical premium. 


You receive free display material, imprinted with the name 
of the washer brand you want to promote. 


USE THE TIDE PREMIUM PLAN. It's easy to put to work! 


It’s effective for increasing traffic and sales! 


mber, more women use Tide 
than any other washday product 


2. case. 





cure 


...and Tide comes packed in 4 out of every 5 automatics made! 


ABC-O-MATIC BLACKSTONE HOTPOINT SPEED QUEEN 

AMC CORONADO KELVINATOR THOR 

AMBASSADOR EASY KENMORE WHIRLPOOL 

APEX FIRESTONE MARQUETTE WIZARD 

BARTON GENERAL ELECTRIC MAYTAG ZENITH 
HAMILTON ONE MINUTE 


Each of these manufacturers puts a free box of Tide inside every top-loading automatic they make 
A Product of Procter & Gamble 
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WESTINGHOUSE Ranges 


Westinghouse Electric Co., 
Mansfield, O. 


Models models in 1956 line in 
chuck i double oven. tv tan 
two $6-in. and two in, range 

Selling Veatures; Double Oven 


Commander AJ top of line feature 

Miracle Sealed ovens with Fiber 
las, providing draft-free baking in 
my rack position; new Corox tubu 
lar bottom units standard in both 
ovens; Surface units include Super 
Clorox 6-in red hot in 20 sec 
in electronic surface unit that auto 
matically maintains temperature of 
food bemg cooked, a dual purpose 
level peed cooker raisable iit 
face unit; aqua back has fingertip 
heat controls that can be set for 
pitiniite ettings from simmer to 
high; all control dials are black 
with gold center urrounded b 
chrome including automatic oven 
timer, clock and oven control 
color glance heat control provid 
different colors of light to indicat 

regular heat setting high 
mounted fluorescent licht acro 
10-in. bach plasher 

Imperial 40 BJ featus On 
range with twin broiler; doubk 
thickne ot tubulas 


(Clorox oven heater: removable ra 


insulation 
ind support plug-in surface unit 
lude clectronu unit Super 
orox and two Sin, Corox: full 
width fluorescent on backsvlash 
Iso fingertip heat 
color glance 
Champion t0-in, range No. DJ 
iT lyon, oven, full width sto 
adi r, and an additional storag 
drawer that can | 


f 


ont ol vith 


converted to 


warming drawer plug-in surface 
init inclu j Super Coro 
in, Corox, an Sin. Corox and 


thr level speed cooker itomati 
oven timer and automatic outlet 
electric clock and electric minut 
timer plu heat control 
Imperial 36 and Custom ire 
new 56-m, wide models wit hin 
Miracl Sealed: with 


removable Corox tubular heat unit 


1 
wice oven 


urface units include two 6-in, and 
two S-in, Corox units with 5 heat 
full width storage drawer. Imperial 
KJ has built-in automatic oven 
timer, electric clock and minute 
timer as standard equipment; Cu 
tom 36 Hi], has automatic oven 
timer, and clock as optional ace 
sories 

Imperial 30 and Custom 30 fea 
ture 24-in, wide ovens with remoy 
Imperial 30 
I] deluxe model features automatic 
oven timer, electric clock. minute 
timer, Peek-A-Boo oven lieht and 


ible Corox clement 
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NEW PRODUCTS 


ok-in door, Super Corox unit pli 
61. and two im. Corox unit 
il with 5 regular heat settings and 


color glance 

Ry h mtomatic oven timer 
electric clock and minute timer 
two standard 6-in ind two Le 


(Clorox unit 


AJ, DJ, EJ and FJ tilable in 


(Confection olor lem 
1jtla pitie TA md ¥ it 
Prices; rom 995 for RJ Cu 


tom 30 to $479.95 for AJ Doubl 


Oven Commande 


"yr? 


¥ 


. 
€ 


7 








ADMIRAL Hideaway Range 


Admiral Corp., 

3800 Cortland St., 

Chicago, 47, II. 

Device: Admiral free-standing oven 
with THlideaway surface range unit 
Selling Veatures: 
range top moves out of sight under 
it touch of 
t+-clement sur 


Powel opel ited 


oven when not in use 
button a Ilideawa 
face unit slides out from under 
oven; when retracted it provid 
idditional work surface ifety bar 
iutomatically cuts off power upon 


contact; surface units contain 
features of latest Admiral range 
ly ' Flex-o-Hleat control 





HOOVER Cleaner 


Hoover Co., 

N. Canton, Ohio 

Device: Hoover “Lark” cleaner 
Selling Features: ‘I riple-action, light 
veight upright; features Ultrafles 
hose for cleanin tool hose 
tretch to nearl twi normal 
leneth: beige and Wedgewood bluc 
finish; quiet operation; low motor 
hood; powerful suction throw 
iwav” dirt bag; automatic nozzl 
idjustment; front cleaning tool con 
vibrate with helical 


brush ind smooth ent remover 


version rug 


operate ona. c, ord 


Price: $59.95 


control lights, Custom 





G-E Blanket 


General Electric Co., 

Housewares Div., 

Bridgeport, Conn. 

Device: New year-round lightweight 
iutomatic blanket “slumber cover 
Selling Features Sleep-guard” 
control tem: all-cotton fabric, in 
rose or turquol ( mothproot ind 
vashable: twin, and double bed 
ingle and dual control 

Prices: ‘I win-bed, |-control, $19.95 
double bed, |-control $24.95; dou 
ble bed, dual control, $34.95 





\ 


HAMILTON Washers and 
Dryers 


Hamilton Mfg. Co., 
Two Rivers, Wis. 


Models: Hamilton 1956 line in 


cludes 2 washers and 2 dryers in 





300” series and | washer and 
dryers mn “ZOO seri 
Selling Features: 4 “Louch-and-Go 
ontrols regulate water temperature 
ind washing action on 9 Ib. auto 
matic washers, drying temperature 
ind drying time on 9 Ib. dryer 

No, 375 automatic washer ha 
Dual Selecta-cycle control; a 4 


in, full cycle wash-rinse-spin for 
nular loads and a 174 min. short 
cle for 
fabrics; triple rinse; 


maller loads or delicate 
pinaway W iter 
extraction; counterbalanced loading 
lid stops washer if lifted during 
pin cycle, wash resumes when lid 
is closed; Suds-Saver optional. 

No. 385E dryer and 395G auto 
matic ignition gas drver have Carriet 
Current air circulation and Sun-l 
Day ultra-violet lamp; controls in 
clude Fabri-Dial temperature con 
trol and 130 min. timer; doubk 
pass lint control at front 


00” series features l'ouch 
ind-Go” controls; blue and silver 
tim 
Prices: No. 375. $329.95: 385] 
>249.95 395G. $299.95 200” 
series, $279.95 for washer, $219.95 


~— 


for electric dryer; $239.95 for gas 
drver with manual ignition and 
$259.95 for automatic ignition 
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HOOVER Coffeepot 


The Hoover Co., 
N. Canton, Ohio 
Device: Hoover 
pot No. 5610. 
Selling Features: Makes up to 9 
cups automatically; cup measures 
marked inside; firm-fit top; won't 
drip spout; automatic selector dial; 
automatic thermostat; large top 
opening; insulated base; handle 
guard: strength selector 


jutomatic coffee- 








KELVINATOR Freezers 


Kelvinator Div., 

American Motors Corp., 

Detroit, 32, Mich. 

Models: 2 1% upright freezer 
KFP-18 and KFVEF-12 

Selling Features: KI }'-18 has 630 
lb capacity KFVEF-12 holds 435 
Ibs pac iving insulation and 
tem makes efh 
ibinet depth, elimi 
nating usel bulk: 1lS8-cu. ft siz 
occupies no mor wall pact than a 
12 cu. ft. refrigerator, and the 12 

cu. ft. model is no larger in width 
ind height t 
frigerators; 2 added storage shelves 
one at top, the other above th 
large package rack in bottom of 
door; new floodlight, centered in 


compact freezing 
cient use of 


in current 10.6 re 


door, has diffusing cover; sand tone 
interior finish; special section in 
middle of door holds twin di pens 
ing racks for juice cans, racks for 
mall cartons, food record file with 
removable, reusable plastic cards 
drop-down shelf fronts of 2 top 
helves lock in horizontal position 
to serve as rearranging shelves; full 
width storage basket at bottom 
rolls in and out on rivlon rollers 
gold finish 

1S cu. ft. model has top shelf 
idjustable to 2 positions for stor 
ing pastric refrigerated shelves 
warning signal light in left front 
ibinet leg 

lreezers designed to mat h cor 
responding refrigerators in line 
Prices: KI'F-15, $549.95; KFVI 


12, $449.9 
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‘gq YOU CAN BANK ONS. 


‘ Quictrez ° 


\ TO MAKE MORE PROFITS 
“S. FOR YOU! 


~ 
_— nasa 


Quicfrez makes more profits for 
you because there’s so much more 
right about Quicfrez for you...and your customers. 


e the RIGHT styling and design for today’s market 

e the RIGHT value for today’s value-hunting customers 

e the RIGHT sizes for the big slice of the market 

e the RIGHT features for today’s convenience-minded customers 


Quicfréz is right because with the Quicfréz line you get 
e the RIGHT discounts e the RIGHT floor plan e the RIGHT 
merchandising e the RIGHT local promotions e the RIGHT 
advertising e the RIGHT dealer policy 


You know it...we know it...when all these things 
are right...PROFIT TAKES CARE OF ITSELF... 
you can BANK on Quicfrez for the profit! 


By making only refrigeration . . . doing this one thing just right for 52 years, 
Quicfrez has been consistently right in building the right line at the right 
time... offering you and your customers something more of value at 
something less in cost. 


Quicfrez 


INCORPORATED 


P. 0. Box 471 + Fond du Lac, Wis. 
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Quicfrez Model 81F Deluxe Re- 
frigerator, 8.1 cu. ft, capacity. 
Frozen food storage capacity—35 
lbs, Luxury features throughout, 








Quicfrez Home Freezer Model 
QUI5B. 14 cu. ft. capacity, Total 
food storage up to 600 Ibs 











Quicfrez Model 102F Deluxe Re- 
frigerator. 10.2 cu. ft. capacity. 
Frozen food storage capacity 40 
Ibs. Luxury features throughout, 











Quicfrez Home Freezer Model 
QUI8B. 18 cu. ft. capacity. Total 
food storage up to 800 Ibs, 


Other Quictrez Chest Freezers are 
available in capacities from 9 to 
20 cu, ft 


Use this coupon to get full information on the Quicfrez Refrigerator and 
Freezer line now... for more sales and more profits... day after day! 


QUICFREZ, INC., P. 0. Box 471, Fond du Lac, Wis. 
Please rush details to: 


Name 
Company 
Address 


a Zone State 











Look how PHILCO Leadership opens up 
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AIR CONDITION 
Nal O9 ©) 1 | od Oh LO) 


at a Fraction of the Former Cost! 


Ihe illustration above shows a typical installation of the new 


SAVES HUNDREDS Philc > H P. air conditioning system. Thanks to its horizontal 


shape, it can be installed even where there is very little 


ace 
OF DOLLARS between the ceiling and roof, and in addition in many other 


ways it solves problems anc 


Saves expense associate 1 with 


other units with similar capacity. Facts and figures are your 


over other types of for the 


isking, and Philco engineers will be glad to discuss 
= : : with you any problem in regard either to homes already | 
installations jones build 
or homes you are planning to bull 





PHILCO... Leader in Air Conditioners for 19 Straight Years 


*This announcement 
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a vast new market for Air Conditioners* 





Revolutionary New 
Super-Economy 2 H.P. 


>PHILCO 


Every home buyer wants air conditioning, and now you can offer it at amazing low cost 





Philco, leader of the industry for 19 straight years, brings you now a complete package that 
will add only pennies a day to monthly payments for any home. Compact, lightweight, 
window-type unit fits easily in attic, crawl space or utility room, and does not need to take 

up any floor space. It’s air cooled . . . thus it needs no water nor expensive cooling tower 
Controls can be easily installed at any convenient location. Thermostat regulates temperature 
automatically. Single-unit system does not require magnetic starter. Single-phase wiring 


saves expense. And it has many other ex¢ lusive advantages be sure you get the full story 





Easy to Install Glass Fiber Air Distribution 
System...NO METAL DUCTS 


Philco’s new 2 H.P. air conditioning system is amazingly 
easy to install. Pre-fabricated glass fiber air distribution 
system is assembled by merely folding sections into 
position and taping the joining edges. Material is 
easily cut with a sharp knife. It costs far less, yet it has 
many advantages over other types of installations be 
cause it is lightweight—easy to handle insulation 
and absence of metal to metal contacts reduces noise 

adhesive sealing eliminates tendency for air leaks caused 


by screw holes and there's no rusting or corrosion 


Multiple Unit Plan 
for Larger Homes 


Large homes, like the example 
shown here, may require two or 


Write for Free Details 


PHILCO AIR CONDITIONERS, Dep't EM-3 
C & Tioga Sts., Philadelphia 34, Pa. 


more Philco 2 H.P. units to air 

ditio t entire residence 
condition the ntuire resicence Without obligation, please send specification pages and 
There are, however, alternative 


: ' data about the new Philco 2 H.P. air conditioner system 
plans where one unit can be used 


to cool the bedrooms at night NAME 

nd the rest of the home during 

an $ : ¢ home ig COMPANY 

the day. Philco’s system is un 

matched for flexibility STREET 
ciTy ZONE 
COUNTY STATE 





-——----------- 


will appear in specially selected national magazines 
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See Your 


aili(ae 
Distributor 

or mail - 
this coupon 
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SERVEL Air Conditioners 


Servel, Inc., 

Evansville, Ind. 

Models: Servel 1956 room air con 
ditioner line include model 
Standard and Custom units im 4 
ind I-h.p. sizes; and deluxe “hl 
dorado” units in 7, | and 14 hip 
Selling Features: All models can be 
mounted in any window flush with 
draperies, on centerline of cabinet; 
with back of unit flush to outside 
wall or at any intermediate point 

also adaptable to built-in or through 
the-wall installation. 

Keach of 5 chassis fits same cabi 
net; KK ldorado has a 6-pu h-button 
control for off, full cool, ventilate 
automatic cool, night cool, and 
cool and ventilate; thermostat con 
trols temperatures automatically in 
last 3% positions; Custom model 
controls have 3 push-buttons off, 
cooling and fan; beige and sand 
finish; each model has an overall 
width of 253 in., allowing installa 
tion in 27-in, windows, Other fea 
tures includ hermetically-sealed 
refrigeration system; dehumidifica 
tion capacity; low current consump 
fhion; easy service access 





PERFECTION Heaters 


Pertection Industries, 
Div. Hupp Corp. 
7609 Piatt Ave., 
Cleveland, 4, Ohio 
Models: 2 Perfection electric heat 
ers—Deluxe and Super automatic 
heaters 
Selling Features: Both available in 
1320 or 1650 watts; “stay cool” 
Cases Therm-O-Dial automat 
comfort control enables selection 
of desired temperature and auto 
matically maintain it; special switch 
automatically shuts heaters off if 
tipped over 
Super automatic has special sig 
nal light which remains on while 
switch is turned on—going off only 
when switch is turned off 
Vertical Super automatic has 
separate heating units giving a 
choice of radiant or convection 
heat—both units may be used at 
same time 


- 
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Deluxe St. Moritz, horizontal 
finished in light gray and white 
Super comes in turquoise and white 


Riviera) and in pink and vhute 
Bermuda 








SILO Refrigerator 


Foremost Commodities Corp., 

220 Fifth Ave., 

New York, N. Y. 

Device: Silo “Little Giant” 14 cu 
ft, absorption type refrigerator 
Selling Features: Weighs 60 |b 
20 in. wide, 19 in deep; 21 wm 
high; adjustable shelf; ice cubs 
freezer tray and drip pan; steel 
cabinet is stove enameled in whit 
lacquer, a id and stainproof ilu 
minum interior; available in all 


voltages 
) 





WESTINGHOUSE 
Refrigerators 


Westinghouse Electric Corp. 
Mansfield, O. 
Models: 5 free-standing refrigerators 
in 1956 line: DBJ-132, DFJ-122, 
PJ-114, PJ-80 and HJ-80 
Selling Features Stoop-Saver” 
DBJ-132 has 13.2 cu. ft. capacity; 
comes in basic cabinet colors of 
white, aqua, yellow, gray or pink 
with “choose & change color pan 
els” of vinyl in 10 colors for wus« 
across outsick top panel at $10 
extra 

Interior of all models is neutral 
beige with copper trim and white 
food liner 

Stoop-Saver features 
cycle defrost-automatic twin juice 


iutomatu 


fountain (optional which auto 
matically mixes either of 2 different 
juice concentrates under pressure 
with propel imount ot pre cooled 
water to deliver aerated, ready 
mixed cold juice on call; each com 
partment holds | pt. concentrate 
lilt-down, “showease crisper” in 
door at waist level has; new refrg 
eration system provides “cold-in 
motion” by means of concealed fan 
cold air is circulated throughout 
refrigerator at all times when door 


is closed—shuts off when door is 
opened 
lreezer holds 53 lb 4 chrome 


plated basket rolls out on nylon 
rollers for easy loading; 3 ice cube 
trays include an “‘ice slice’ tray; 
lide-out fruit basket; 16 Ib porce 
lain meat storage drawer; 2 roll-out, 
lift-out shelves; cheese and butter 
Kcepel in refrigerator door; 4 « 
KCCDPCI 
l'rost-F'ree model DFJ-122 has 
12.2 cu. ft. capacity with 51 Ib. 
freezer located above refrigerator; 
temperature controls; defrosting 
in freezer and refrigerator auto 
matically removes defrosted water 
by evaporation; twin juice fountain 
optional, 2 Humidrawers in bottom 
of refrigerator have } bu capacity 
white porcelain enamel meat keeper 
holds 18 Ibs.: space for 24 qts 
milk etc.; l-gal. size milk contain 
crs; 2 roll-out shelves; adjustable 
shelf; door storage includes 4 egg 
keepers, cheese and butter com 
partment; fruit bin; 3 extra bever 
ige shelves and ice slice tray. 
PJ-114 and PJ-80 push-button 
l'rost-'ree automatic defrost mod 
els; PJ-114 has 11.4 cu. ft capacity; 
PJ-80 has 8 cu. ft. in 24 in. wide 
cabinet; frozen food storage ca 
pacity is 70 and 51 lbs, respectively; 
full-width  glass-covered Humi 
drawer in both models. Other 
features in PJ-114 are a 16 Ib. meat 
keeper; butter chest in door, egg 
shelf, 3 extra shelves for bottle 
space for 16 qts. with height for 
l-gal. containers, adjustable shelf 
supports and 2 Handi-out trays 
PJ-80 has butter chest, egg 
shelves, other full width shelves in 
door plus extra snack shelf for 
cheese etc.; bottle space for 12 qts 
milk and Handi-out ice tray. 
Low priced 8-cu. ft. model HJ-80 
is 24 in. wide with space-saving 
hinges; equipped with 26 Ib. 
freezer, cold storage tray; removabk 
shack shelf; bonus bottle spac 
holds 12 gqts. door has special 
shelves for 18 eggs. 
Prices: DBJ-1 32, $519.95; DFJ-122, 
$449.95; PJ-114, $339.95; PJ-80, 
$239.95; HJ-80, $199.95 


go 
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GLASSHEAT Panels 


Continental Radiant Glass 
Heating Corp., 

1 E. 35th St., 

New York, 16, N. Y. 


Models: New Deflector top Glass 


heat series 


Selling Features: Of specially tem 
pered “hammertone”’ finished glass 
fused with aluminum strips. Infra 
red rays projected by means of a 
metal reflector behind glass heat 
like sun’s rays; humidity never falls 
below 30% and room temperature 
from floor to ceiling does not vary 
more than 5 deg; thermostat in 
each room insures economical op 


eration; deflector tops prevent wall 
streakage; outside frames finished 
in seafoam green; can be surface 
mounted or recessed; available in 

izes and in a variety of w ittages 


50, 625, 100 and 1500 





KORD Heater 


Kord Mfg. Co., Inc., 

4510 White Plains Rd., 

New York, 70, N. Y. 

Device: Kord reflector fan-forced 
heater No. 200 

Selling Features: Automatic ther 
mostat control tarts and stops 
heater keeps room at desired tem 
perature; chrome-plated _ reflector 
directs heat where wanted; light 
weight, adjustable; gold and ivory. 


Price: $29.95 
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VIKING Fans 


Viking Air Products Div. 
National-U. $. Radiator Corp., 
5601 Walworth Ave., 
Cleveland, 2, Ohio 
Models: Viking “920” multi-pu 
pose and “720”, 20-in. fans 
Selling Features: No. 920 can_ be 
carried by handle to any room a 
spot- ooling cir ulator; lim lou 
vered case decorator seafoam and 
erey baked enamel with gold-tone 
fingerproof grilles front and back 
window-mounting panel special; re 
verses casily; optional floor and 
roller stands convert fan into has 
sock or mobile unit; 1/15 h.p. 
2-speed motor controlled by dial 
set switch on top of cabinet; 20-in 
blades have 2500 cfm. high, 1450 
low, and 3400 when used as spot 
cooler 

No. 720 also adaptable as 
window, floor or roll-up fan: Red 
wood baked enamel with finger-safe 
gray grilles on both sides; suitcase 
type handle, 2 speeds; accessori¢ 
include floor stand, roll-up stand, 
or window mounting panel that ex 
pands to fit 
21 to 41 in.; manually reversible; 
3 20-in. blades exhaust 2400 cfm. 
or circulate 3200 cfm.; 2-speed 
1/15 h.p. motor; rotary switch. 


sh windows from 
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ROBBINS 2 MYERS HAS THE DEAL? 


ITS A VET OF 


with your choice of 3 waysto — 


POCKET EXTRA PROFIT! 








tnete* i 25>. wih the 
tryout that seme! 





sta 
w 


Don’t miss it! 

“May Days are Fan Days” 
National Window Display Contest 
$3,000 in U. S. Savings Bond Prizes 
Write us for rules! 


- Your  Bistributor > FU Det: / 


Get Robbins @ Myers Big Sales Edge—More Breeze Per Dollar! 
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more FIRSTS for 





'56 


FIRST in advertising ... FIRST in selling 


First range in Reader's Digest — the magazine with more circulation 
than the two leading weeklies combined. Dramatic, full-color 

double spread in April issue kicks off the biggest national advertising 
campaign in gas range history. Plus continuing color ads in top 

women s books and farm magazines. Plus high-impact local market 
radio and TV. Plus generous cooperative allowance for dealer tie-in. 


EeE——_—- 


AMERICAN HOM AQMPAMON ELV E NG 





ae 


Heiter TR) Mzeereesve ‘in 


em 08% 


' f 

A ” ‘ 
cyt 7 
Yor? 


a 


we 


America's First Line of Space Heaters, Too! 


9 oil models, 4 gas models, all more beautiful, more sales appeal 
ing than ever. Unusual, aggressive merchandising campaign. 
NEW DEALER PROFIT PROTECTION PLAN, Get the full story from 
your Magic Chef representative. Cash in on Magic Chef — the 
No. 1 name in ranges and space heaters. 


\V 





than wan will 


more — cook 


A 
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oy) 


than any other range 


features ... FIRST in consumer acceptance 


Style-star and sales-star for '56! First gas range with a built-in meat 
thermometer. First with a giant modern oven in a space-saver range. First and 
finest range in styling, performance, new self-selling features! Plus all the 

other famous “firsts” that have made Magic Chef Mrs. America’s first 


choice ... in survey after survey by leading magazines and consumer polls. FIRST gas range with Roast-Guide 

a built-in meat thermometer you 

read on top of the range! Takes all 

on Magic Chef than any other range. MAGIC CHEF, INC., ST. LOUIS 10, MO. the Baron out pry stds An 























easy-to-demonstrate sales-clincher. 











FIRST range with giant oven 
in a 36-inch range. Combines 
the increasingly popular large 
oven with the compact unit 
already selling about 50% of 
the market 


Se 





FIRST in foolproof cooking 
features. Magitrol griddle won't 
burn foods, Thermostatic heat 
controljust like the oven, 
Finer flavor. More healthful, 
too. . . grease runs off into 
handy pull-out drawer, 


a 
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SERVEL Refrigerators 


Servel, Inc., 
Evansville, ind. 


Models: Servel's 1957 line of ele 
consists of Auto 


tric refrigerators 


matic Ice-Server seri | i ind 
107% gone retrigcerator-treezes 
ind Deluxe series model 9766 

Selling Features: ‘lop models fea 
ture Automatic Ice-serves vhich 
freezes ice cub without tra 


tores them in container and auto 
matically replaces them as the ine 


used No 13 '9¢ | | f) cu tt 


»zone refrigerator with a 2.2 cu. ft 
eparate freezer; automatic defrost 
ing; color balanced styling dev 
iction fresheners; cheese and butter 
chest; 3 tilt-out egg trays; 2-ina 
door shelves; fruit bin roll-out 
helves | adjustable shelf; snack 
drawer, iutomatic interior light 


trip-saver door handle 

No, 1079C, 9.9 cu. ft. 2-zome 
refrigerator with 1.7 cu. ft separate 
freezer, automat defrosting color 
balanced styling; 2 dew-action 
fresheners; butter chest 
shelves 

No, 976C Deluxe, has 8.6 cu. ft 
refrigerator with 1.2 cu. ft. acros 
the top freezer; 


> heal door 


} quick rele if we 
trays; push-button 
frosting; color balance 


jutomatic de 

tyling; dew 
action freshener; butter chest, egg 
shelf; 3 in-a-door shelve | quicl 
old shelf; 2 full width Unichrome 
shelves, a full-width gla helf and 
i 4 shelf 

Bright aluminum frames or be 
zels available to adapt iny Servel 
refrigerator to a built-in 


S & 





AS 


DOMINION Fry-Skillet 


Dominion Electric Corp. 

Mansfield, O. 

Device: Jumbo-size Iry-skillet 
Selling Features: 4-qt. capacity; 114 
in, square; provides 1324 sq. in 
cooking surface; immersible; oven 
type thermostat maintains temper 
iture selected from 
V-Lite” automatically 
signals when skillet reaches con 
trolled heat temperature; cast alum 
inum pan with cast-in rod-type 
element; extra assist handle op 
posite main handle; washabk 
Preen-X cord set; silvercraft styl 
ing; available with cover in polished 
aluminum at slight additional cost 


Price: $19.95 


~ Sine r to 


$20 ce gs.; 
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DURALUX Fan 


Buckeye Div., 
The Mardigian Corp. 
Wooster, Ohio 


Device: Duralux window fan 


Selling Features: Adjustable from 
to 34 in. wide: 16 in. high: re 
ersible—fan flips over for air exhaust 
on locking swivel reversing action 
does not interfere with or require 
removal of screens; steel adjustable 
housing beige baked on enamel 
finish; aluminum 10-in. deep-pitch 
fan blades balanced for quict opera 
tion: weather-proofed induction 
type, 110-volt, 60 cycle a.c. shaded 
pole motor 





DAYTON Fan 


Dayton Electric Mfg. Co., 
126 S. Oakley Bivd., 
Chicago, 12, Ill. 

Device: 
utility fan 
Selling Features: All chrome finish 
id extra safe guard; an 15 in. black 
plastic balanced blade delivers 2400 
cfm.; 2-speed, 1/30 h.p., 1500 rpm 


Davton LS-in peed 


115 volt 60 cycle motor in chrome 
canopy; fan head swivels to am 
desired angle on chrome base; 204 
in, high, 12 in deep 





STIGLITZ Built-Ins 


Stiglitz Corp. 
Louisville, Ky. 


Model: New Stiglitz gas built-in 





ovens and surface burners 

Selling Features: Available as in 
sert and stack-on types; stack-ons 
ire completely interchangeabk 
with electri 
Aire gas oven features separate 
afety pilots for broil and bake; 
broiler burner features nickel and 
chrome ire grid; equipped with 
clock, signal timer 
perature contro] elector valves 
for bake or broil; 17 in. high, 18 


iutomatic tem 


in. wide, 19 in. deep oven interiors 
equipped with oven lights; solid or 
vindow doors 

Self-contained control cooking 
Robertshaw 
Kye cooking control 


tops have Thermal 





WESTINGHOUSE Cleaner 


Westinghouse Electric Corp. 
Springfield, Mass. 

Device: Canister cleaner 
Vac’, SC-1. 

Selling Features: Equipped with 
new type Floor-N-Rug tool d« 
signed to clean carpets and bar 
floors without changing tools—a 
flip of switch converts tool from 
bare floor to deep pile unit; 4 easy 
rolling casters allow cleaner to glid 
over floors, into closet etc.; adju t 
ible suction dial located for finger 


se sarou »( | 


tip control where hose and ex 
tension tubes are connected—turn 
of dial reduces or increases suction; 
Reel-Away cord storage—by swivel 
ing casters cord reels in for storage; 
troke saver action accomplished by 
turbine type fans in motor to pro 
ide maximum suction and air flow; 
toss-away bag: filter; 7 -piect at 


| loot N Rug 


tool, flexible vinyl hose; aluminum 


tachment set includes 
extension tubes: crevice tool pols 
twist lok 
connection 2-tone turquoise fin 
ish. 


‘tyrene drapery nozzle; 


Price: $69.95 


PHILCO Dishwasher-Sink 


Phileco Corp. 

C and Tioga Sts., 

Philadelphia, Pa. 

Device: Philco 48-in. electric sink 
dishwasher Custom Sectional line 
Selling Features: Includes a front 
opening, top-loading dishwasher 
ind food-waste disposer; dishwasher 
is also available as 24-in. free 
standing model, or as under counter 


MARCH, 


tack-on in line. Infra- 
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model; food-waste disposer ilso 
comes separate Sink unit and 
free standing dishwasher model 
have custom finished tops. Dish 
vasher top rach removable for 
easy access to lower racks; both 
racks slide out when door is open 


electric heater keeps water hot and 
peeds up drying time; door auto 
matically shut 
opened 


fF dishwasher when 





G-E Cabinets 


General Electric Co., 
Appliance Park, 
Louisville, Ky. 


Device: new groups of cabinet 
designed to complement G-E. built 
in appliances have been added to 
line for 1956 
Selling Features: New designs ar 
“Lable-Hi” base cabinets made to 
provide additional working spac 
under wall refrigerator; and “built 
in range cabinet ensemble for wal) 
oven and separate surface cooking 
unit to provide the built-in look 
without structural changes. 

Line includes wall, base, sink 
and accessories cabinets in Mix-o1 


Match colors 





ROPER Built-Ins 


George D. Roper Corp., 
Rockford, Ill. 

Device: Roper irRangeabl 
built-in units now have a Tem-Trol 
t 


controlled heat top burner in 
modular units 

Selling Features: New burner offer 
wide selection of precisely con 
trolled heats that maintain tempe1 


degs. ot 


iture settings within 
accuracy from high heats for frying 
etc. to low heats for delicate food: 
Other features included in Roper 
built-in gas cooking units include 
Insta-Matic oven guardian for au 
tomatic oven cooking; Super Alltrol 
“center-Simmer top burner 
Bake-Master’ oven, “silent-roll,’ 
smokeless broiler. Available in deco 
rator colors with Sun Tone accents 
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The Customer's Fuel 
Can't Fool you with 
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Gas Cooking Top 


features Robert- 
shaw Thermal 
Eye Control, 
also available | 
with the elec- 
tric top. 








Cooking Top 
requires only 
3” depth in 
standard cabi- 
nets, leaves top 
drawer for use. 








When you sell oo Infra-Aire, you sell the only 
Stack-On Oven and Cooking Tops that use the same 
cabinet bases and are completely interchangeable . 
even after the house is built. Cut installation costs! 
Sell the quality-built Stiglitz Infra-Aire standardized 
24” Module, and you offer more sturdiness, better in- 
sulation, and a choice of fourteen color combinations, 
including new Copper-Blend Porcelain. This line is 
priced to meet the most competitive situation with no 
sacrifice of quality. 


MADE BY AMERICA’S OLDEST STOVE FACTORY 


ELECTRICAL 
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Q- INFRA-AIRE RANGES Built To Fit 


Standard Cabinets 


onchusnqoallp Wits op 





e 
Tar Cty 











Both Insert and 

Stack-On Ovens 

offer fully auto- 

matic cooking 

with clock, sig- 

nal timer and 

automatic tem- 

perature con- 

trol, Choice of 

solid or win- 

dow doors. 

Gas Insert Oven 
Electric Insert Oven 

All interior parts 
removable for easy 
cleaning. Insert 
Ovens need only 
ly" side clearance 
to be set into wood 
or masonry wall, 


CORPORATION 
2007 PORTLAND AVE. 
Dept. E, Lovisville 3, Ky. 







Please send me complete data and price 
information on Stielits Infra-Aive Built-in 
Gas and Electric Ranges 












NAME _ lama 


FIRM (_} Distributor 
(Appliance Dealer 


{ | Kitchen Remodeler 


ADDRESS 


CITY & ZOWE STATE 
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HERE-A YEAR | 
Advanced New 1957 © 





aa oe | . 
‘ere: a | a = First and only refrigerator that makes 





iiamecam ———! and serves ice cubes automatically! 


| 

| ; , 

| nd No other refrigerator gives you this powerful, amazingly easy 
| | 

| t 


feature to demonstrate! No messy trays to fill, spill, empty or 
forget to refill! You just pick out the loose, dry ice-cubes one, 


two or by the handful! With cubes so handy, Servel owners 





can toss out the water bottle, keep soft drinks in the pantry and 


gain 1% cu. ft. of extra storage space! 














The name to watch for great advances in 


REFRIGERATION AND AIR CONDITIONING 
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AHEAD OF TIME! 
SERVEL 


IT’S THE WORLD’S MOST AUTOMATIC REFRIGERATOR! Makes and serves ice cubes 
AUTOMATICALLY! Defrosts AUTOMATICALLY! Controls temperature AUTOMATICALLY! 
Has roll-out shelves! 80 Ibs. of extra steel! It’s the one FULL PROFIT LINE today—lets 
you sell features and quality instead of ‘price’! Never have you seen anything like it! 





Once Servel saw the ideas and sketches 
for the 1957 model they scrapped 
the 1956 line which was almost in 
production. The ’57 model was so far 
ahead of any other refrigerator, it was 
rushed for production now—a year 
early! 


Now, packed into one model are all 
the greatest advances in refrigeration! 
At last here’s everything a salesman 


AUTOMATIC DEFROST 
rimMerR 
pee 





AUTOMATIC “AIR-CONDI- 











AUTOMATIC DEFROSTING! 


needs to sell away from “price” and 
sell up to “profit!” 

The amazing new 1957 Servel is the 
world’s only fully automatic refriger- 
ator—the only one that makes and 
serves ice cubes automatically! 

That alone gives you powerful 
selling-ammunition! 

But, this big colorful beauty is cram- 
full of other features too—and 80-lbs, 








of extra steel that gives it solid “qual- 
ity” you can actually hear every time 
its door clicks shut! 


It’s the kind of value responsible for 
Servel’s record of 4,000,000 refriger- 
ators sold to-date (3,500,000 of them 
still in use)! And, it’s another reason 
why you should be in on the big things 
happening at Servel. 


Call your Servel Distributor today! 




















ADJUSTABLE ROLL-OUT 


TIONED” COLD! No more No muss! No fuss! Automati- SHELVES! Puts even back ANCED 
cold “plates” or walls! Like cally whisks away frost every of-shelf foods in easy reach! 

an air conditioner, Servel’s day in minutes—keeps food Shelves glide on smooth ny gives a 
Wonder Coil” gives over 14 temperatures at safe levels lon rollers. And, you can ad fashior 
sq. ft. of cooling surface, pro- Single door Servels have just them for large roasts or choice 
vides extra moisture, pre- quick “Push-Button” flash extra tall-bottle storage! match k 


vents foods drying! 


Plus! 


@ Roomy In-a-Door Storage! 


defrosting! 


e Butter Keeper! < 


e Moist-cold fruit-vegetable 
drawers! 


e Full-width “Quick-Cold”’ 
drawer! 


@ Tall bottle storage! 
Trip-saver handle! 
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EXCITING COLOR-BAL- 


tive new approach to color 


— 


HUGE 70-LB. DEEP -COLD 
FREEZER! Its ownindividual 
freezing system provides 
deep-cold necessary for meats, 


STYLING! Imagina 


blending of high 
1 pastels inside—a 
of color accents to 
itchen decor outside! 


frozen foods, ice cream, Does 
for its size everything a full 
size home freezer will do! 


LAUNCHED BY SALES-BOOMING 
$1,000,000 SPRING CAMPAIGN! 


Millions of homemakers coast-to-coast will 


be hearing about this amazing new Servel—in 


full-color full-page magazine ads! Big-space 


newspapers ads! Outdoor posters 


in top magazines and newspapers! 


! Publicity 
Radio! 


TV! And, Servel’s backing it up with traffic- 
building promotions! Displays! Plus every- 
thing you need to build BIG 


SPRING VOLUME! 
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| SHETLAND GIVES YOU BIGGER VALUE 
- TO HELP YOU MAKE MORE SALES! ~ 


Kade GPCR” Me gy 


a 





esti 











NT 


14.98 
r val ’ 1.29 





with every sale of 


IMPERIAL 


TWIN BRUSH ELEC TRIC 


POLISHER 
SCRUBBER 


saa, Complete with — 
2 Scrubbing Brushes 


2 Polishing Brushes 
2 Lamb's Wool Buffers 


SOU ye 
Poraroors by @ 
Good Housekeeping 


” 





AT THE 
REGULAR 
PRICE of 


fed. Tax 
$82.20 merchandise value for only $64.95 tine 


YOU MAKE YOUR FULL 40% 


The Combination that 

solves every floor and 

rug cleaning problem 
iD “SPECTACULARS” (BY NAME 

LAR") FROM YOUR DisTRisuTOR °"",POUN® OF RUG CLEANING 

OR WRITE FOR INFORMATION TO THE PAYS ENTIRE COST OF 

Co., INC., LYNN, MASS. THE SHETLAND IMPERIAL 


_ OFFER GOOD FOR A LIMITED TIME ONLY 


THE SHETLAND COMPANY, INC., 


LYNN, MASS. 
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HOTPOINT Modular Kitchen 


Hotpoint Co., 
5600 W. Taylor St., 
Chicago, 44, III. 


Device Hotpoint modula 
kitchen with ipphances built un 
der a contimuou tain tecl 


countertop 

Selling Features: Designed for in 
tallation in new and remodeled 
kitchens, unit requires 9 ft. wall 
pace; appliances included in modu 
lar unit are automatic dishwasher 
rarbage an pose! 
griddle t-surface cooking unit 
with pushbutton controls, an over 


plug-in surface 


ize built-in clectric oven with 
plug-in rotisserie and smaller com 
panion oven 

Plumbing and wiring connec 
tions needed for cach appliance are 
installed at ftactory—a few simple 
final connections only are needed 
Stainless steel worktop, automatic 
timers, small appliance outlets, dis 
ippearing OApP dishes, d l-lever 
faucet and extra storage in base 
cabinet per al dial control on 
back panel regulates heat for left 
rear surface unit which can also be 
lowered for use as thrift cooker o1 
deeptat fryer 

Undercounter dishwasher fea 
tures new Hotpoint device that 
iutomatically injects “wetting” so 
lution imto final rinse 

Choice of white or 5 color 
green, coral, blue, yellow and wood 
land brown. Several satin chrome 
refrigerator will be iwailable to 
omplete modulat plan 
Availability: “By summer 
Price: Approximately $1200 





HOTPOINT Electronic Range 


Hotpoint Co., 

5600 W. Taylor St., 

Chicago, 44, Ill. 

Device: Hotpoint electronic rang: 
Selling Features: Resembles large 
built-in wall oven finished in satin 
chrome; electron tubes like those 
used in radio and TV convert ele 
trical energy into high frequency 
wave food gets hot only, not dish 
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0 ifain VC i\ ool an 
" n ) removed with bar 
hands; t ive need for browning 
yme food i yarat lower oven 
ith plug-in Calrod unit pr 

ifte iick-cooking in elec 
tron npartment, food is qu 
owned in radiant heat oven to 
desired shad 


Availability: Limited production 
heduled for pring, 1956 





EMERSON Electric Air 
Conditioners 

Emerson Electric Mfg. Co., 
8100 Florissant Ave., 
St. Louis, 21, Mo. 
Device: Emerson Electric adds 3 
h.p. Deluxe casement air condi 
tioner to 1956 line of 11 air con 
ditioners 
Selling Features: Has all Emerson 
deluxe features including thermo 
stat, 2-fan-speeds; ventilation, © 
haust, high power factor; designed 
to fit any steel casement window 
without modification or removal of 
window frame or glass; window ma‘ 
be opened or closed with air con 
ditioner in position—no portion ex 
tends outside window 

Emerson Electric Deluxe con 
ventional models include 7, 1 and 
14 hp sizes, available in 6 wash 
able, interchangeable plastic color 
panels; variable mounting—can_ be 
flush-mounted o1 up to 20-in. into 
room. Features include thermostat 

peed fan, filter; directional ait 
grills ventilation ind = exhaust 
dampers are standard 

Heat and Cool serie have De 
luxe features plus reverse cycle 
heating; available in 3 and 1-hp 
S176 

Standard cri designed — for 
implifi d ippli ition wher ’ 
imple on-off switch is desired 
flush mounting and thermostat 
optional 
Prices: Decluy isement, $349.9 
other models range from $279 
to $439.95 


JACOBSEN Mower 


Jacobsen Mfg. Co., 
Racine, Wis. 


Device: Jacobsen 24-in. power pro 
r No. 24SPA 

Selling Features: Powered by a 
3.5 h.p. Jacobsen “Hi-Tarq n 


pe lled rotary mov 


gine: built-in muffler; “suction lift” 
cutter bar with reversible cutting 
edgy rr ed vheel for lose trim 
ming: leaf mulcher; riding sulky 
can be itta h | 











in '56 turn this 
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(Wheels like this are available to give away to your 


customers. They’re just part of a complete Maytag Me OV Wi 1 TH MAY TA 
Automatic Washer promotion described inside.) G 


» 











There's a fortune for you in the new 





All--abric Auto 


the sales story with “‘push-button drive’’!... 





YOU GET SO MUCH 
MORE WITH MAY TAG 








MODEL NO. 140 


MAYTAG—THE PEOPLE 
WHO HAVE BUILT MORE 
LAUNDRY EQUIPMENT 
THAN ANY OTHER BRAND! 








3-Way Care of Modern Fabrics 


Only Maytag duplicates hand-washing 

methods 

1. Gentle action: Maytag’s 24peed mo 

tor slows Gyrototor and spin speed 
just push “Modern Fabrics” button 

Controlled water level “Auto 

matic Water Level Control” for “Me 


— 


set 
dium” —save up to 5% gallons of water 
per load! (With regular fabrics, “Low” 
can save up to 1112 gallons a load!) 


— 


Even cold water: now, just by pushing 
the “Cold” button, Maytag gives you 
cold water for wash or rinse! (Hot and 


warm water buttans, 
regular fabrics!) & 


Exclusive Double-Spin Tubs 


of course, for 


One tub for the clothes, one tub for the 
dirt, Maytag’s Double-Spin Tubs get dirt 
out, never let it go back through your 
clothes! Cleanest washing action known 


Fully Automatic .. . 
Fully Flexible Operation 


Maytag is fully automatic: just add clothes, 
detergent, push the buttons, Maytag does 
the entire wash, rinse and spin-dry. Yet 
it's fully flexible, too: you can change 
any operation at any time, stop, start, 


shorten, iengthen it. You're the boss of 


a Maytag! 


Built-in Suds Saver 


Maytag has available a built-in suds 
saver that saves suds and water for reuse 


5 Safety Features 


1. Sofety lid: lift it, action stops. Close it, 
action starts 

2. Light in lid: light turns on when lid is 
lifted. You con see the clothes 

3. Unbalance switch 


anced, motor stops 


if tubs get unbal 


4. Overload switch: protects motor 
against overloading 

5. Metered fill: gives right amount of wa 
ter, regardless of water pressure 


Matching Automatic Dryer 
Model 640W 
MAYTAG No-Vent Dryer uses 


exclusive water extractor 
method of drying 
vent pipes—no heat, moisture 
or lint in room 


eliminates 


clothes come 
out fluff-dried, soft and smell 
ing fresh as fresh-cir dried! 
Only Maytag has it! 


PRESENTED WITH THE COMPLIMENTS OF YOUR MAYTAG DEALER... 











ef 
ore 
1K 
l\ 
Lie: 
For the first time, hand washing is truly hl 
duplicated in an automatic washer! |e 







Automatically slows agitator and spin 
speed to gently wash delicate clothes 
clean. Regular speed for regular fabrics, 
of course 


Now, even ao COLD water wash and 
rinse! Perfect for wrinkle-free results on 
heat-sensitive fabrics! Hot and warm 
water, too, of course 








Exclusive Double-Spin tubs! Inner 
tub for clothes, outer tub for dirt 


“Push-button profits!” 
Push a button... 


make a sale! 


Automatic Water Level Control matches 
water to loads. Saves up to 11% gallons 


on a small load 





























matic by Maytag 


...pPromoted in high-powered media! 


BIG-TIME TV BEST READ 
eo AN fabele ‘al NATIONAL MAGAZINES 


will star on the CBS-TV network. The A heavy schedule of high-impact ads right at 
stirring adventure series, “NAVY the height of the selling season. 
LOG,” delivers a high-caliber audience Schedule starts with a dramatic two-page 
averaging over 17 million a week, in- four-color ad in the March 10 SATURDAY 
cluding many in your area. Add it up: | EVENING POST (out March 6), followed by 
J Top product, most powerful selling me- full-page ads in other leading national weekly 
dium known, hit show. Total? Year's 9nd monthly magazines. Among the millions of 
best selling story! readers are many of your best prospects! 
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DISPLAYS that stand up and STAND OUT 
This teen-ager slips right out of Maytag TV and national magazine ads to tell the 


~ ' All-Fabric Automatic story to your customers at a glance. 
(MOVE WITH MAYTAG — — 





Tie in and cash in! 


Whether they're 





ia ~ TAY TAG t | 























walking... | 
SEE Mt Fabre 
} THEM ( i | See 
» \) | 
fA | 
— 
— new \ 
/ | ytAG j 
i a abit, \ 
~ \ ———— 








See the new 


a... | MAYTAG 


ATs | 7l-/2éric Automatic 








1A DEALER NAME AND ADDRESS 


‘ AN \\ Lb 24-sheet posters 








or sitting... 











Maytag has the product message and the 
promotion materials to make them your customers! 





See your sie Regional Manager or 


Move with IMA VIA 


The Maytag Company, Newton, lowa 
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MAGNAVOX TV Consoles 


. The Magnavox Co., 
Ft. Wayne, 4, Ind 
Models msoles 155L, Manhat 
t Ta ISR, ¢ nopohtan 
4 Selling Features: \lanhattan n 
I vt ad | ith t 
< tur in aluminized picture 
j | ton ntical filt 
I I l ' tical ful 
71 t i 1] th mM 
| iat mpl tubs 
} AG( balan horizontal 
Al D tan VIl intenna: hi-h 
| ra} | t 1 
| we pcuncl ront 
cd | yicture 1 led 
ning i ilabl mn Svnt 1" 
Oak or cher 
( lop litan > t, tran 
d; alumunized pu 
il Nal q. in uurtace 
iti tical hiter 4) me I 
t I idwidth: built-in VHII 
ke d AG( ind balanced 
it \l( t tub 
I di-t t fon mcthud i 
il DCA nal 
t hi-fi WCUKCI | front 
( oO picture 10 watt 
i Available in puuana 
ik, cher O1 ilnut 
Price \l hattan, from Pe) 
‘ politan, from 19. 5/ 
4 
' 
’ 
} 
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BENDIX TV Sets 


Bendix Radio Div. 
Bendix Aviation Corp., 
Baltimore, 4, Md. 


Models: \ erie, K2201B, and Hori 


ELECTRICAL 


listance hassi both 
1 picture tubs imu 
hogany finish 
onsists of 7 model 
Jet and vith long-di 


most mode have 


i id Op-] it 
I A MOOR nell base 
i cl ind i i¢ 
Kit t its between ibinet 
tf Dyna Jet table model 
le f each mode 
} HH l I 


MERCHANDISING 
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GENERAL ELECTRIC TV Sets 


General Electric Co. 

Electronics Park, 

Syracuse, N. Y. 

Models: 11 new models in 195 
line of model 


Selling Features: New 1956 line 
ts of 5 14-in.; fourteen 21-in 
ind four 24-in. models 

feature lighter 


ubstituting 


OMS! 


ICW portable 
lit ( Ib b 


tlumuinum for stecl in 


ibinet and 
ha | pan 
tube, black-tinted picture window 


iluminized — picture 


bron ind ivory, sun gold and 
ory, sea blue and ivory 
L we I'V-clock consol feature 
timers mounted in top-tuning con 
trol panel above picture tube on 


a 2 = 





front utomatic feature permit 
turning on and off set at pr cribed 
ti No 1¢ 14] mahogan 
enecr op face console has con 


cealed caster No 1C142, ha 
vlite oak vencer cabmet with tap 
cred legs; both have 90 deg. alum 
imnized tube 


lwo 21-in. con ol irc mounted 





1 4-in. rubber-tired wheels, a bra 
»crambulator handle for casy move 
ment im room No Z1iC13 
bronze, No. 21C]3 green and 
both sets feature top-tuning 


in enclosed control panel on front 


of ibinet top both ire 
eq upped vith 90 deg. tube: blach 
tinted safety ld 
MARCH, 1956 


NEW PRODUCTS «an tat 


Iwo table models 2117045 and 
21 TO4S feature 90 deg. aluminized 


l-in. tube et and torget volum«e 
ontrol; ebony and bronze finish re 
pectivel 

Chassis in portabl model are 


printed circuit St iutomaty 
includ 
ing picture tube and 4 rectifiers 
ind detectors 
Second chassis in other 


uses 15 tube 


dip-soldered uses | tub 


mod ls 
including picture 
tube and 4 rectifiers and detectors 
Prices: From $99.95 for a portable 
to $339.95 for a top consok 





EMERSON TV Set 


Emerson Radio & Phono Corp., 

14th & Cole Sts., 

Jersey City, 2, N. J. 

Device limerson |i remote 
control consolette No. 1190 


Selling Features: Personal speaker 
for palm of hand, supplementing 
regulation speaker in set iffords per 
onalized listening; Fingertip tun 
ing also complete of programming 
vithout leaving one’s seat; contains 
in added built-in speaker in control 
unit—receiver peaker Tink be 
turned off at any time; magohany 
or blond wood cabinet 


Price: $25¢ 





ZENITH TV Sets 


Zenith Radio Corp., 

6001 Dickens Ave., 

Chicago, Ill. 

Models: Zenith new TV line com 
prises 45 set 

Selling Features: A new Zenith-de 
veloped tube and circuitry improve 
picture stability by 
on screen, and, using its own t pe 


lock ing pL ture 


noise protection, reduces roll, wob 
ble and bre ikup caused by electri 


il interference models have 


this new type 

Another innovation is use of 
1 triple speaker sound tem mm 
table model peakers impel 


ound out cabinet front, a third 
from the side; on certain console 
model i hifi TY ound system 
vith cparate ba and treble con 


trols is also available 














Ilash-Matic, advanced tuning, 1s 
featured in the console series—these 
sets use a flash of light without wires 


icross the room to turn off annoy 
iny commercials while picture re 
mains on sereen; this remote con 
trol hght beam also turns receiver 
on and off, changes channels to left 
and nght, and switches sound off 
ind on; automatic touch tuning is 
ilso built-in as standard with Flash 
Matic unit 

Kasv-out face plate gla Irish 
linen cabimet finish coated with 
vinyl plastic are other features in 
line; tube sizes vary offermg 140 
q. n., 200 or 332 sq, mM 
Prices: rom $139.95 for a portable 
to $419.95 for a 24-series 
open-face console with grained oak 
color finish 


| 7-serie 





CAPEHART TY Sets 


Capehart-Farnsworth Co. 

Div. International Telephone and 
Telegraph Corp. 

3700 E. Pontiac St., 

Ft. Wayne, Ind. 


Models: 4 new IV set 


ind 2 table models 


lowbo ) 


Selling Features; Roanoke, 21-n 
lowboy and Georgetown 24 in 
ivailable in mahogany or blond 
with vhf or all-channel; new “acous 
sound and 
Capehart Polaroid 
tem, front-mounted 


tical door’ conceal 
tuning control 
picture filter 
ifety glass for easy cleaning; alu 
minized tube with 90 deg deflec 
tion and front-mounted speaker 
lable models Alexandria, 21-in., 
ind Birmingham 24-in, are first 
releases of a new Monarch line; fea 
ture Polaroid picture filter system 
top, front-mounted controls; vhf or 
ill-channel tuning; automatic area 
vitch for maximum sensitivity and 
luigh signal-noise ratio when tuning 
distant stations; all models availabl 
in mahogany or blond 
Prices: Roanoke from $329.9 
Georgetown from %369.95; Alex 
indria, from $229.95 and Birming 
ham from $259.95 


PAGE 269 





a 
& © 





WESTINGHOUSE TV Line 


Westinghouse Electric Corp 
TV-Radio Div., 
Metuchen, N. J 


Models: Westinghous 156 Presi 


dential line onsist of ri 
Convention | model Kiviera 
12 model mad Catalina seri 10 


model 
Selling Veatures: Silver safeguard 
chassis with 2 printed circuit panels 
contammg more than 70% of the 
tube and components mounted 
horzontally on chassis under front 
of tube allows heat to di ipate 
upward without passing over other 
tubes and parts; Convention series 
has tip-top tuning; clearly marked 
polished metal control knobs; 184 
I picture power, aluminized 90 
deg, picture tube with short neck 
hallow front-to-back depth for 
ompact ¢ ibinet mtomath clee 
trostatu fine line focu CVE-CASY 
blending mash hatte rproot safety 
ly high-gain Cascode 4 om 
ption; balanced I'M sound; 5 
in, Alnico speaker; automatic dis 
tance clector, keyed AGC( spot 
erase! mtomat Thos killer; 
builtin 82 channel vhf-ulf tuning 
optional; Convention series, named 
ifter former presidents includ 
l-in. table model > 2l-in. con 
ol 24-in. table models and 
tin. consoles 

Sculptured exterior styling, alco 

hol tam and cigarette-resistant 


ibinet finnish nahogan and 
linn d oak 





PILOT Hi-Fi Radio Phono 


Pilot Radio Corp., 

37-06 36th St., 

Long Island City, 1, N. Y. 

Model; PT-1040 hi-fi component 
con sole crise mibl 

Selling Features: An M-AM radio 
phono with Garrard RC-S0 record 
changer; Pilotuner AF-S325 /M-AM 
tuner and preampliher, Armstrong 
circuit, 5-position equalizer; 6-posi 
tion selector; separate bass and 
treble tone control i new bask 
Williamson type amplifier AA 902A 


redesigned to give improved per 
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NEW PRODUCTS 


cased output at 


formance and in 
livers 14 watts without distortion 
Via PCAKCT §' fem COMPTIises a 
b }24n. wooter, a 64 im. mid 
range speaker in separate vented en 
imored twecter 
(-F variable reluctance with dia 
mond sapphire tylu pickup Zan 


closure and 


tennas—a built-in ferrite loop and a 
folded dipose for kM; available in 
ordoyvan mahogany or blond with 
oncealed caster 

Price: lrom 175 


finish 


for cordovan 





OLYMPIC TV Sets 


Olympic Radio & TV Inc., 
Olympic Bidg., 
Long Island City, 1, N. Y. 
Models: 4 models have been added 
to 1956 Anniversary lin 
Selling Features: 4Cl. 15M, consol 
vith wood cabinet pe 
former chassi front control 
IKA40 vay combination ha 
Zi-an., front control TV, 3 peed 
itomatn phono ind AM radio 
{ClI25M > lowbo f-in, consol 
with tapered ferruled legs is one of 
10 models with top front tuning 
illuminated channel selector dial 
new range control; aluminized pl 
ture tube 
1IDBI7M ¢ ontemporary 21 con 
ole with doors features aluminized 
picture tube, power transformer 
chassis, front controls: wood cabi 
net. All models available in grained 
mahogany or oak finish. 24-in. mod 
els feature magnetic focu 


Prices: rom $199.95 for 4CE 15M 





‘ 


ete ee eee ny 


PHILCO TV Sets 


Philco Corp., 

C & Tioga Sts., 

Philadelphia, Po. 

Device: Philco Picture ram 
ind 24-in. Full-Door consol 


ill 


Selling Features: Picture ram 
et in white oak solids and veneer 


Swivelet’ mounted: finger t p con 





_... TV and Radio 


. 
trols f jutomatic top touch tun 
ing im complete fingertip control 
enter mounted on top of set; a 
cessory for remote control tuning 
Custom 440 chassi new custom 
Micro-Grid tuner with X-155 am 
plier tube and 3 pe rmanent scaled 
ircuits; directional electronic uhf 
hf built-in aerial; also available in 
Cordovan and dark 

lull-door model has hide-away 
top touch tuning: available in fruit 
ood patina; 24-in, tube with new 
Philco magnetic ring focusing 
tem; custom 440 chassis, new 
Micro Grid tuner with X-155 am 
plifier tube and permanently 
caled precision circuit inclined 
peaker panels has Phileo acous 
tic len peaker ivailable with 
plug-in all channel uhf tuner and 
remote control for station chang« 
Price: 2)-in. model, $329.95; 24-in 


(i) 





HOFFMAN TV Sets 


Hoffman Electronics Corp. 
3761 S. Hill St., 
Los Angeles, 7, Calif. 
Models: Line includes a Spacesaver 
17 in. table model; a 21]-in. tabl 
model and 6 21-in. consol 
Selling Features: Spacesaver | 
weighs 68 Ib fits on end table o1 
wivel-top wrought iron tand 
iailable in mahogany, walnut or 
limed oak; features black lens with 
Neutrex light shield 

Westwood, La Jolla, Carmel and 
Palos Verdes utilize Hoffman’s 20 
tube Mark 10 chassis with 90 deg 
aluminized picture tube; black 
easy-vision lens with Neutrex light 
shield Westwood consok ha 
casters, top tuning, polished bra 
trim. La Jolla available with match 
ing consolette base, polished bra 
trim. Carmel, table model, in mar 
resistant metal cabinet Palo 
Verde has isters:; choice of 4 
woods—mahogany, limed oak, mapl 

valnut 

Lollywood Sun ct Palo Alto fea 
ture Hoffman Super Mark 10 
chassis with 90 deg. aluminized pi 
ture tube ill are consoles with 
choice of wood finish 

Beverly Hills has Hoffman de 
luxe 22-tube Mark 5. chassis; 
Soundorama hi-fi audio system; 
phono jack and swit h; available in 
mahogany, limed oak or cherry 
wood 
Prices: From $159.95 for Space 


Vel 
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ZENITH Radios 


Zenith Radia Corp. 
6001 Dickens Ave., 
Chicago, III. 
Models: Zenith 1956 line featur 
i new series of “‘trim-line’ port ib] 
Way radios 
Selling Features: ‘Iwo models have 
genuine top grain cowhide cabi 
nets; 2 series have break-resistant 
plastic cabinets and carrying handles 
that house a powerful antenna 
In addition, there are 30 n 
a.c.-d.c. radios, AM-FM and clock 
cts, and a new 4-speed phono 
Holiday illustrated) feature 
Wavemagnet antenna; Alnico 5 
speaker; battery saver switch auto 
matically disconnects battery du 
ing a.c.-d.c. operation; top grain 
cowhide encloses entire radio; CD 


rrequen K included 









EMERSON Transistor Radio 

Emerson Radio & Phono Corp. 

14th & Cole Sts., 

Jersey City, 2, N. J. 

Model: Emerson full-size all-transi 

tor radio No. 842 

Selling Features: Portable with bat 
tery life of 1500-hrs.; has 6 transi 

tors; genuine leather cabinet im 
assorted colors measures 94 in. wide 

7-in. high, 34 in. deep 


Price: $55 





se 
CRESCENT Changer 


Crescent Industries Inc., 
5900 W. Touhy Ave., 
Chicago, 31, Ill. 


Device: “Robin” 45-rpm automat: 
record changer 

Selling Features: Plays up to |4 
45-rpm records at a single loading; 


wood cabinet; crystal pickup with 
long-life needle, tone control and 


4-in. sp iker 


Price: $35.95 


MERCHANDISING 
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—backed by 3 months’ 


guaranteed service 
plus a full year's 
warranty on all tubes 
and parts 





We invite you to see, hear, 


compare the Kirst 
High Fidelity 


‘Television 


The magnificent Magnavox looks alive 
: ounds alive. For the sound “comes 
out of the picture We've matched true 
high fidelity pictures with the finest high 
fidelity sound. The result is something 
you must see and hear—high fidelity 
television! The instrument. above is the 
new Cosmopolitan 24, with 3 high fidelity 
speakers. 10-watt high fidelity amplifier 

) times as powerful as ordinary tele 
vision. In genuine Mahogany, $349.50 
(VHF) In Oak, Cherry or Walnut 


slightly higher. 








_ Only MAGNAVOX brings 


- you the most revolutionary 


) seiilliaiediias development 


in all television! 


It’s another big extra for the most profitable franchise 


in the television industry... 


a valuable franchise that offers: 


Assured Volume Sales—Magnavox offers the most complete line 
of “market-tested® television and high fidelity radio-phono- 
graphs in the industry —all competitively priced. TV prices start 
at $149.50... high fidelity instruments as low as $99.50. 

Greater Profit Margins Magnavox offers the largest guaranteed 
markups of any leading television-radio-phonograph manufac- 
turer, 


Most Step-l p Sales Features It’s easy to trade Magnavox pros- 
pects up to more profitable models, Added features and prices 
co hand-in hand make higher priced models easier to demon- 


strate, easier to sell. Your profits step up, too, 


No Price Cutting Magnavox maintains a policy of vigorous price 


enforcement, which guarantees you protected profits, 


Price-Protected Inventories—Your Magnavox inventory is pro- 


tected under the provisions of the Magnavox profit franchise. 


No “Annual Line?’ No Dumping—New models are integrated 
gradually, No quick change-over to leave you with “out-of-date” 


inventory. 


Transportation Prepaid Magnavox instruments are shipped to 


your door at no cost to you—adds to your profit margin. 


, ; ; Rss 

No Promiscuous Franchising—Magnavox sells to less than 2% 
of the nation’s most dependable and outstanding retailers, The 
Magnavox franchise is a sign of integrity and reliability in any 


community, 


This sensational new Magnavox program is ready for our dealers 
now. We'd like you to learn all the details—then compare them point 
by point across the board. Then, if we talk your language, you may 
be our kind of man. And there may be a Magnavox franchise open in 
your area. Let’s talk it over. The Magnavox Company, Fort Wayne 
41, Indiana. 


The magnificent 


Magnavox 
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The Magnarama 24 with 2 
speaker ». Convenient top-tun 
ing, concealed by a cover which 
projects ound forward when 
open, automatically turns off set 
when closed, In Cordovan, 


$249.50 (VHF) 





The New Yorker 21 offers big 
pieture 'V inextremely compact 
cabinet. Two 8” extended-range 
speakers, Sliding pane | conceals 
all controls. In Cordovan, 


$249.50 (VHF), 





The Video Theatre 21 with 12” 
and coaxial 5” high fidelity 
apo akers, concealed top-mounted 
controls, We antifal commect 
cabinet in hand-rubbed genuine 


Mahogany, $299.50 (VHF), 


*| 


<a I 





The Concert Master High bi 
delity Radio-Phonogs iph with 
uper selective AM iM chassi 
20) watts audio power Iwo 12" 
bass speakers plus two coaxially 

mounted 5” high frequen 
ye aker Precision multi pee d 
automatic intermix reeord 
changer, In genuine Mahogan 
$296.90, Other high fidelity in 
struments as low as $99.50 


Prices sulyect to change withow 
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& *The Carrier “Everyone Wins” promotion rd 
& is the greates st thing since money! ca 


a 













Dave Garroway gets lowdown on new Carrier “Everyone Wins’ contest 


Arabian Beauty telis star of NBC-TV's “Today” why the new 


Carrier international Room Air Conditioner will sell and sell 





What's all the hush-hush about? solve by selling them Carrier International 


It's about a secret and fascinating subject Room Air Conditioners, 


what Carrier is doing to make you rich, and That last part ts the big secret. But it's no 
subtitled the “Everyone Wins” contest. We'd secret that Dave Garroway on Today and 
like to tell vou all about it in private Arlene Francis on “Home work for you when 


We can say here that the “Everyone Wins you carry Carrier. They, too, will send pros 


contest will have Carrier prospects storming 
your store, Not lukewarm prospects but inter 
ested receptive ready prospect In short, Carrier has a big deal that will 


pects your way. So will a heavy schedule of 


national magazine advertising 


make vour prohit picture a mighty happy one 


) os wen it “ store fo Obne a tree 
What brings them to your stor I afr iil tahiey Mein tin tall eens Dhadak 


and useful premium, Two, the chance to win 
a free Carrier International Room Air Condi Yessir—it’s time to call your Carrier distribu 
tionet And three proble ma which you can tor. Carrier ( orporation, Syracuse New York 


first name in air conditioning 
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WESTINGHOUSE Radios 





Ff Westinghouse Electric Corp. 

| TV-Radio Div. 

: Metuchen, N. J. 

Models: ‘Two new portables ar 
idded in 7 models all colors 

i . Selling Features: Portable Personal 

i Rambler with battery only featur 
high-impact case; 4-tubes; Ferrecors 

‘ intenna, with wrist strap and 

} battery saver switch in red, tan 
and brown, gray and black, whit 
ind gra 

Three-way portable Holiday, has 

unbreakable case; 4+ tubes; lerrecore 
intenna operate ; on a. C.-d. Cc. O1 
battery; in 2-tone green, white and 
gray, ra ind black 


ZENITH Hi-Fi Phonos 


Zenith Radio Corp., 
6001 Dickens Ave., 
Chicago, III. 
Models: Zenith 1956 hi-fi phono 
line includes 2 lightweight, 3 
speaker portables; 2 contemporary 
stvled table models; two 4 peaker 
consoles with Custom - Matic” 
changer and 2 new tabl 
with Cobra-Matic changer 
Selling Features: Custom - Matic 
models feature automatic intermix 
of 10 and 12 in. records of same 
automatic shut-off; light 
weight metal tone arm with dual 
needle barium titanate cartridge 
Improved Cobra-Matic featur 
automatic bass compensator circuit 
new presence control feature tha 


throw j ound potheht on ol 


models 


peed; 







5 
y 
‘4 
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MERCHANDISING 


NEW PRODUCTS: 


performances; advanced 4-pole mo 
tor mounted to float in rubber 
cushion with flexible rubber belt 
employing Capstan principle that 
transmits motor power to specially 
haped drive wheel, produces no 
vibration within audible rang 
Prices: Custom-Matic 
$99.95: Cobramatic 
$169.95 to $500 


begins at 
ranges from 





MAGNAVOX Phono 


The Magnavox Co., 

Ft. Wayne, 4, Ind. 

Model: New model of Playfellow 
2 sp iker port ible phono 

Selling Features: Comes in 2-tone 
color combinations of Cordovan 
vith sand top or blond with Cordo 
van top, both in Magnatex finish 
Price: $99.50 





RCA Hi Fi Recorder 


RCA Victor Radio and Victrola Diy., 
Radio Corp. of America 


Camden, N. J. 

Model Jucicial No IR 
peaker, pushbutton portable 

order 

Selling Features: Newly designed 

unplifier matched to magnetic head 

of tape tran port and voice-musi 

witch to pernut selection of best 

ound characteristi for voice or 

Musi amplifier has 2 watts undi: 


torted output; loud pe ikers in 
clude a 64 in. woofer and two 34 
in. tweeters; ontrol cable 


operation up to 10 ft 


remote 
permit 
wat pecially designed ceramic 
stvled to blend with 
gold-color transport and gray leath 
crette covered luggage type case; 
counter for indicating how much 
tape has been used; will record and 
playback at 74 or 3} ins.; 
for recording from high impedance 
microphone which fits in a conven 
ient well on front of transport or 
from high-level output such as ra 
dio or record player; jack for ex- 
ternal loudspeaker optional; con 
trols include pushbutton 


The rophon 


prey ision 


for play 
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record, fast forward and fast rewind 
is well as large stop bar; volume 
ind tone controls are on same shaft; 
storage compartment for extra reels; 
pilot light indicates when power 1s 
on; level indicator shows normal o1 
overload operation 

Price: $199.95 


| 
| 





CRESCENT Hi-Fi Phono 


Crescent Industries Inc., 

5900 W. Touhy Ave., 

Chicago, 3, Ill. 

Device: Contessa, 3 speed portable 
hi-fi phono 

Features: Pyroxylin over 
wood case in persimmon and beige; 
full intermix hi-fi changer, rubber 
mat for 


Selling 


records on 
turntable; all-purpose jewelled stylii, 
uper-gain high voltage 
eparate tone control 


Price: $64.95 


\ 


\ 


cushioning 


cartridge, 





ALL CHANNEL Indoor 
Antenna 


All Channel Antenna Corp., 
47-39 49th St., 
Woodside, 77, N. Y. 


Device: “Rembrandt” indoor ‘T'V 
antenna 

Selling Features; Available in 9 col 
ors; dial face consists of roman nu- 
merals at outer ends of bursting 
stellar pattern; 9 position orienta- 
tion switch eliminates antenna ori- 
entation and ghost reflections; low 
loss gold transmission line delivers 
maximum signal to set; tension- 
wear adjustment; statis discharge 
interference eliminated by use of 
brass balls; new variable radar loop 
principle automatically brings in 
clear, sharp signal on every signal. 
Price: $14.95 


BRIEFS 


V-M Corp announces a “Stere-o 
matic’ conversion kit which adapts 


rrr SS = =e 















































any V-M_ tape recorder to play 
binaural tape recordings, Converts 
V-M_ tape-o-matic tape record into 
i binaural tape recorder Price, 
$16.95 plus $10. installation. 


Development of a new “Snap-open” 
conical antenna No, C64, is an- 
nounced by Clear Beam Antenna 
Corp., Canoga Park, Calif. De 
signed so that all elements fold 
open and lock into position with 
out use of tools, it can be assem 
bled in 11 seconds; other features 
include “Sur-Lock” device for lock 
ing transmission line to antenna in 
sulator; all-aluminum construction, 
with end caps to prevent wind 
howl. Comes in 6 combinations of 
dipoles and reflectors plus 2 bay 
models of each 


lenna ‘Tuner No, 7D, designed to 
improve reception where an out 
door antenna is proving ineffective 
is announced by Snyder Mfg. Co., 
Philadelphia. Easily attached to 
receiver antenna leads, it operates 
by push buttons and manipulating 
side elements, each station can then 


be tuned in with good results 


Newest entry into the recording 
dise and tape field is Affton Indus 
trices, 8300 Flex-O-Lite Dr, St 
Louis 23, Mo., with a line of re 
cording tape on acetate and mylar 
base in all standard thicknesses and 
widths. ‘Tape is interchangeable on 
all popular recording machines 


Channel Master Corp., Tllenville, 
N. Y., announces the Glide-o 
Matic” a new indoor ‘TV antenna 
designed for New York City recep 
tion, Easy to operate, 6-position 
witch helps eliminate ghosts, snow 
and — other picture 
mounted on tip-proof base with 
padding; brass models 
with ivory, mahogany or ebony, or 
Price $9.95 


problems, 
protective 


Humimumn with ebony 


A complete line of TV antenna 
kits for TV and apphance dealers 
is announced by Medal Mfg. Co., 
Sharon, Penna, Kits include high 
gain, aluminum antenna 
lead-in wire, mounts, guy wire, al 
restor, standoffs for complete instal 
lation. Kits are available for both 
uhf and vhf 


mast, 


model 
i new 


The new Jerrold-Stephan 
3-C caster TV table featur 
E-Z roll extension arm for easier 
movement from room to room 
Made by Jerrold-Stephan Co., 1954 
University Ave., St. Paul 4, Minn 


A new deep fringe arca antenna, 
Super Scanner, is announced by 
lescon TV products, Springheld 
Gardens, N. Y, Featuring extremely 
high gain with flat — from 
channels 2 to 13, it is also certified 
for color with more uniform gain. 
A new elec tron design climinates 
minor lobes from sides and rear; 
and a new phasing method provides 
increased performance with equal 
efficiency on high and low bands 
Price, $34.95 
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IT'S ALREADY THE ONLY PORTABLE WITH 


ROW! SMART NEW COLORS MAKE 





Stunning Mew PINK! VELLOW/ 
TURQUOISE! CHROME! and WHITE! 


You get colors that harmonize, colors that appeal 

colors that sell! There’s a smart new finish for 
every taste. And each enhances Mixette’s beauty 
of design to the utmost! Mixette gives you every 
advantage... wonderful tested balance to end 
wrist strain finger-tip control . . . new, 
longer beaters. And for a real sales-closer—it’s 


the only portable with a 5-year guarantee! 





New Thumb-Dial Switch 


New Deep Beaters 


holds Mixette sets speed. insure quick blending. 





New Beater Ejector 


ers out for easy cleaning. 


But don’t stop with Mixette! Hamilton Beach 
gives you the trade-up advantages of the widest 
selection in mixers. And the proved and tested 
quality of every one of them is dramatized by 
the only 5-year guarantee in mixers! Order a 
complete stock from your distributor! Make the 
biggest selection and the longest guarantee in 
mixers pay you! 








Stands on End Handy Wall Bracket 


Controls 3 speeds. Hand that Reach bottom in any bowl; Positive ejector pushes beat- Flat base holds Mixette Holds Mixette when not in 


steady for easy draining. use. A great space-saver! 


TAKE FULL ADVANTAGE OF 





TRE ONLY 5-YEAR GUARANTEE 


New Liqui-Blender 


Has new “Cut-’n-Fold” action that 
blends faster, cuts finer, for the quick 
est, easiest food-fixing ever! Two 
speeds, no-splash top. Retail, $39.50, 
white; $44.50, chrome. 
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New Food Mixer 


Ends “hit-or-miss” mixing. Combina- ; at \ 
tion of new, finer-blending beaters and (| ’ ) 
bowl control action beats everything di ’ a) 
New Mix Timer (optional at $4) \ i 
tail, $39.95, white; chrome, $10 more. & ge 

~ 


Re- 


FULL PROFIT 


é ay Home Drink Mixer 4 


Makes real soda-fountain drinks! Once — 

kids see it, they keep coaxing. Because ; 

at home, everyone makes the kind you \ 

f eat with a spoon, in any flavor! Retail, ‘ 
$22.00. ; 
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A S-VEAR GUARANTEE / 


| MIXETTE MOST ATTRACTIVE! 

















Be ab, 





RETAIL 
$1950 white, pink, 


" & wre 

* - mo "4 

2c Wa 
turquoise, yellow 


IN MIXERS rie 


MARGINS, OF COURSE! @ | IN a1FT BOX 


screws for wall mounting 












New Mixing 
Center Display 








i Flashes attention to the 5-year guar- 
antee, and the most complete selection 
in mixers. Fits 14 x 40!5" space, 
: only 29” high. Order from your dis- 
i tributor. 
: Hamiliton Beach Co., Div. of Scovill Mtg. Co., Racine, Wis. 
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Now the lonodic system of tank protection combines 
both the lonodic Pure Magnesium Rod and Ionodo- 
glas... the glass tank lining that defies rust and 
corrosion damage . . . for years! There's a complete 
line of galvanized models, too. 


Robertshaw-Grayson controls, plus Toastmaster 
“Universal” features .. . permits use of any gas, and 
changeover takes only a few seconds! 


Fe Universal Mini-pilot . . . non-aerated, lint-free! 


Top and walls fully insulated with Fiberglas, the 
most effective insulation material known! 


If you haven't already, begin now to take advantage of 
the new stars in water heater sales .. . the features in the 
Toastmaster line of Automatic Gas Water Heaters. 
These features, plus the Toastmaster reputation for 
superior engineering skill and longer-lasting construc- 
tion combine to make an unequalled sales story. 


If your inventory doesn't include the Toastmaster Gas 
line, or if you're looking for a Toastmaster dealership in 
your trading area, let us know at once. We'll give you 
full details, including information on the famous Toast- 
master Electric Water Heater line .. . backed by 38 years 
of experience and pioneering for economical domestic 
water heating. 


UASIMASIER 


A vitemalic Woter L-toaters 


McGRAW ELECTRIC co.., Clark Division 


5201 West 65th Street, Chicage 38, Iilineis 


*"Teasimester”, “lenodic”, and “lonodogias” are trademarks of McGraw Electric Co, 
Chicago, motors of “Toastmaster” toasters, “Toastmaster” Water Neaters and other 
“Toastmaster” products. Copyright, 1956, by MeGrow Electric Co 
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APPLIANCE 





“Mustnt Rock The Boat!” 


The Washington outlook for ‘56: no Congressional 


action that will affect the appliance dealer. 


There'll 


be talk, but no concrete moves, on credit control, excise 
taxes, Fair Trade, and minimum wages 


Don’t rock the boat 

Congressmen don’t say it out loud, 
but that’s the feeling that pervades 
Washington economic thinking 

In an election year, there is little 
or no action Congress will take to dis 
turb a profitable status quo his 
ituation applies particularly to the 
etail ippliance trade, which last year 
ored a record sales volume. Outside 
i lot of talk about protecting the 
nall businessman, Congress doesn’t 
want to take the chance of passing 
iny specific bills which might back 
hire 

Ihis attitude applies to most, if not 
ill, the major areas of interest to the 
ippliance dealer in 1956: credit con 
trols, excise taxes, Fair Trade, exten 


ELECTRICAL 


MERCHANDISING—MARCH, 


ion of the minimum wage ta 

Credit controls are in the Washing 
ton spotlight this session, largely be 
cause of the White House's position 
in favor of a study of consumer credit 
controls (regulation W). Despite the 
President's assurance that they would 
not be put into effect unk con 
umers showed a definite trend toward 
overextending themselves beyond 
their income, there is a split on the 
issue within the Administration itself 
l'reasury Secretary George Humplhire 
ind other GOP officials have told the 
Joint Congressional Economic Com 
mittee currently holding hearings on 
the President's annual cconomic re 
port that even standby controls are 
not desirable “at this time.” Ironicall 


1956 


NEWS 


itil 


the most vigorous support for basen 
hower's position has come from a for 
mer Democratic administration eco 
nomic expert, Mariner Eecles, now a 
banker in Salt Lake City. But I’ed 
cral Reserve Board officials and rank- 
ing GOP economic advisers have op 
posed the move 

Consensus on Capitol Hill: no new 
credit controls this year, even standby 
Ihere are none now on the books 
which affect the appliance trade, and 
installment buying is expected to con 
tinue at a high rate 


Touchy Fair Trade 


lair ‘Trade is another touchy issu 
which cuts sharply across party line 
But Senator Hubert Humphrey (D 
Minn.), prime sponsor of the Me 
Guire Kederal Enabling Act in the 
ippel chamber three yours 120 inc 
an ardent supporter of Fair Trade 
has told KxecrricAL MERCHANDISING 
that he does not expect any new 
lau Trade 
Humplhire 


legislation this session 
Senate Small Busine 

law ‘Trade Subcommittee is currenth 
polling manufacturers and retailers to 
ce how Fair ‘Tradé is actually work 
ing out in the marketplace When 
Humphrey's Subcommittee——-predom 
inanth pro-lair l'rade—gets answer 
to its questionnaires, it probably will 
hold hearings, but these will be aimed 
more at preventing any anti-lair- Trade 
getting oft the 


trengthening — thi 


mmendments from 
round than at 


McGuire Act 
Minimum Wage Extension 


ixtension of the minimum wage 
laws to small retailers is another issu 
that has drawn more talk than action 
Recommended by both parties for se 
cral years, a revamping of the present 
tatutes would affect the small retailer 
onsiderably. Senate and House La 
bor Committees currently plan to 
hie nad 
ometime in March, but no 
iction is expected 

Last year, the Administration pro 
posed broad extension of minimum 
wage requirements, but did not sub 
mit these proposals in the form of 
oncrete legislation. It is not likely 
to drop any specific bills in the hopper 
this session, particularly since it is an 
clection year 


hold hearings on proposed 
ments 


Being on record i 
cnough, most political advisors feel 
Meanwhile, the Democratic minimum 
wage extension bills introduced by 
Sens. Lehman (D-NY) and Murray 
1)-Mont 


now pending before the 






q R. P. HARRISON 
oe. 


a 


Labor Committee, 
to get anvwhere 


are not expect d 


The Tax Potato 


lax legislation is another hot po 
litical potato on Capitol Hill this se 
on Certain excise tax rates—-cx 
tended during the Korean War—are 
cheduled to come up for re-extension 
this month \utomobiles 
cigarettes, and other consumer items 
are included in these schedules, While 
no appliances come under these 
groups, House and Senate ‘Tax Com 
mittee hearings on the general subject 
of excise tax 


gasoline, 


open the door to pro 
posals both to reduce and increase 


excise tax rates. Here again, however 
no action is expected 

There i lot of talk, too, about re 
duction of income taxes, not only 


personal but for small corporations a 
well, Sen. Fulbright (D-Ark.) and 
Rep. Patman (D-Vexas) have bill 
left over from last session which would 
case the 


busine SCS 


corporate tax rates for mall 
those doing under $25,000 
volume Since 


come tax rate 


mnual orporate in 
extensions come up 
along with the proposed excise exten 
ions, small busine proponents in 
both the House and Senate are hap 

ful that the excise hearings may pro 
vide a means of passing some legisla 
tion similar to the Vulbright and 
Patman measure Any ignificant 
change in tax rates, however, is now 
considered unlikely 


Housing Bright Spot 


Pe rhaps the brightest pot im thre 
outlook for this 
White House 
recommendation that Federal Hou 
ing Administration so-called ‘Title I 
loan for howe miprovement be 
upped from $2,500 to $3,500 Lhe 
do-it-vourself home fix up trend show 
no sign of letting up ind the extra 


ipphance retailer 


comme year is. the 


credit a home-owner would be cligible 
to get under this liberalization of the 
FILA loan program might mean the 
extra money for a new refrigerator 
home freezer, or dishwasher 

This change will be incorporated in 
in omnibus bill covering a wide area 
of how ing le eislation Pre ent indy 
cation ire that this law will pa 
vithout much trouble 

Congress is very interested in con 
mooth sailing’ for the na 
tion's econonm And in an election 
vear, with all going well, that will mean 
“hands off’ the economic rigging 


McGraw-Hill Washington Bureau.) 


tinued 
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RCA VICTOR brings back the most 


“SPRING SPECIAL” 


Phone or wire your RCA Victor distributor now! 


Learn how you can 
give big allowances 
on 3 great new 
RCA Victor TV sets! 





YOUR “SPRING SPECIAL” #1 YOUR “SPRING SPECIAL” #2 YOUR “SPRING SPECIAL’ #3 


Towne Special 21—Ulira-smart table model Compton 21—Amazing new “4-Plus” picture Allison 21 Deluxe— Vasterpiece console with 
with new RCA “Silverama™ aluminized picture quality Plus spot-illuminated tuning dial and Deluxe chassis. Twin speakers, “Front Window” 
tube. Balanced Fidelity Sound, “Hidden Panel phono jack, Mahogany grained finish (MODEL channel indicator, ““3-point Personalized”’ tone 
tunin vy. (MODEL 2186055) mahogany grained ITOLLS). Also in tawny gold finish (MODEL control, “High-Side”’ tuning. (MODEL 21D645.) 
finish, or (MODEL 21860057) limed oak grained 2TTOLLA) and limed oak grained finish (MODEL Mahogany grained finish, regularly $329.95: or 
f h. Regularly $199.95, 2TTOLLT). Regularly $229.95 limed oak grained finish, regularly $339.95. 


All “Spring Spee ial” TY sets have a full 261 sq. in. of viewable picture! 
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successful promotion in TV history: 


| TRADE-IN DEALS! 


Remember last year’s big promotion? 


The Big News breaks March 6 


when the ‘Spring Special” story over again and again, 


if uu tied in then—you'll grab this new March 10 issue of The Saturday Evening Post Then on the Martha Raye TV show of March 6 
opportunity! If you didn’t tie in last year— hits the newsstands. Big announcements in and again on the Milton Berle show of March 
here's another chance now! other magazines and newspapers will tell the 13—millions more will get the good news! 


Biggest Spring splash ever! To help you sell right down to the bare walls— 
10 action-packed weeks of advertising—everywhere you look! 


TV-RADIO 


ind millions 


Big Shows! Millions 


i\~ 

} of viewers will see the “Spring 
| Special commercial on the 
| 

| Milton Berle and Martha Raye 


shows on NBC ry! 


/ 24 High-Impact Spots on racdio 
tp | favorites Dragnet, Monitor, Peo 
~ : 


a7 _— Ul ple are Funny and Truth or 


fh ‘ "el gh Cor equences add sales zip to 
/ 





your stor 





Ast about our | ach ol ™ ‘ 
+t RCA VICTOR agg OOS! ncAV A Big 24-piece package! 'rafli: 
Tecevision ve.e 
— ed Y stoppers that put a gleam in a 
\ ea | Tere enaicrag wy “Sous oeper mams wets prospects eye streamer 
j emom| LVb apres — 
\ PP Soe | | ) a & ran / screamer pat hes, tag easel 
. 4:7 5 cards, mailers, gummed stamps 





and a big display idea book. Plus 


tie-in co-op Newspaper ad mats 


e—— Se ~/ 
aes bes — ay 


for your local advertising, Call 


your distributor for details! 


Every year more people buy RCA Victor 


than any other television RC A : 








MAGAZINES AND NEWSPAPERS 





in Life 
of other 


Your customers will see the big “Spring Special” story 
The Saturday ost, Collier's, TV Guide and a raft 
big circulation national magazines. And ads in Sunday upplement 


papers Hard working ad to 


I yveniiny | 


farm publications and new make your 


job easier! 


seo 


THE ADVERTISING SCHEDULE*— 


something doing every minute! 


‘ 
Magazine Spreads Independent Supplement 
Life April 9 and ROP Newspapers March Il 
Collier's May 25 
TV Guide April 21 PLUS TV: 
Milton Berle Show. .March 13, April 3, May 15 
Magazine Pages Martha Raye Show March 6, Aprii 17 
The Saturday Evening Post..Mar 19, Apr. 28 
Farm Journal April PLUS Radio: 
Progressive Farmer April Spots on Monitor, People are Funny 
Extension April, May Truth of Consequences March 
Sunset April Spots on Dragnet, Monitor, Truth or 
Ebony May Consequences, People are Funny. .April, May 
Supplement Pages PLUS: i 
This Week March Il the added impact of your own tie-ins in local g 
Family Weekly March 11 newspapers, radio and TV spots, and sales F 
First Three Markets March 11 promotion in your store 
*Schedule subject to change 
Ae 
2 ey 
E A 
es show ubject to change Slightly higher inf xira,. 





ICTOR® cas 


RADIO CORPORATION OF AMERICA 


Learn how you can sell America’s fastest selling TV even faster! Contact your RCA Victor distributor now. 
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MARKETING 


How the Business Grew, 1948-1954 


; 








BB over 60% LZ 45-60% GM 20-45~ | 


APPLIANCE-HOME FURNISHINGS BUSINESS hos increased « tually « ta 


It's Been A Good Six Years 


Appliance sales volume at retail increased 30 
percent between 1948 and 1954, according to U.S. Com- 
merce Department; number of dealers up 9 percent 


A U.S. Census of retail establish 1 th union with t xception of 
ments reveals that ipphan ( tor North and South Dakota Above 
have grown since 194 both m num cl HCTCASE mm in the North 
ber and in sales volum (Central states and m the West 

he recently released study | the Phe thre tat vith the biggest 
we Department of Commerce cor ICTease vere Vlorida (68 per 
ered the period from 1945 through it), Nevada (66 p nt) and Mich 
1954 During that time the number wan t percent State vhich en 
of furniture, home furnishing ipph d more than a 40 percent increase 
mee dealer i the Department r (Lonnecticut Ohio Colorado 
groups them) increased from 54,180 to \nzona, and Calhtornia 
91,750. Sales mounted from $6,59 While appliance retailers increased 
130,000 in 1948 to $8,583,202,000 — their sales volume 30 percent on the 
in 1954—a 30 percent increas crage, the overall increase for all 

Sales for ipphancs home furnish ry pr of retail establishments was 
ings dealers increased in every state percent. In dollar figures, total retail 





ile of all busin increased from 
129 billion in 1948 to $169.7 billion 
= a | ta jump of $40.7 billion 
Among the 11 major kinds of retail 
. ° Pursine r food tore made up the 
In This Section .. . — 


rroup with sales of $39.6 bil 


hon, or ¢ percent of the total, in 
Color TV Schedule Pg. 292 1954 Measured in terms of dolla 
NARDA Convention Pq. 304.5-6.8 Olume, the ipphian e-home furnish 
1 tores are ninth m size with 5.1] 
Housewares Show Po. 313-14-15 percent of the total retail take. Sig 
nihcantly, this is exactly the share of 
* Sh P ; 
Builders’ Show 9. 320 the market they had in 1948. Almost 


Live Better Electrically Pg. 329-330 ll other groups cither gained or lost 
n relative strength 

Western Winter Market Pg. 332-334 he Department also notes that, in 

Scheduled Meetings This Po nost pl ce there has been larger 
rowth m suburbs than m the central 








hy 
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| a Decreased 


| | 5 %o 


f the nation during the past six year 


Hotpoint Has TV 










Hotpoint ( mpan vill introduce a 
mplete Li of black and white ‘TV 
1 Jul 

President John ¢ Sharp nid the 
line will range in screen sizes from 14 
to 24 inch Initially, General El 
tric will produce the series for Hot 
int 


I hic company 1 tafiing an clectron 
division, however ind eventually 
i full line of radio 
phonograph ind tape recorde: fh 
ials indicated. Under Hotpoint ace 
centralized operation televi n re 


the firm will have 


' 
quire the formation of a new product 
icpartment 
Sharp uid the mpanvy also hi 
t have its own < I t ¢ ntu 
ut no plan have been 
ct 


innounced a 

Ihe new 
mother 
industry since 
Hotpoint white good 
of television 


move é pected to set off 


distribution scramble in th 
de iler who nov Carr’ 


have othe line 


| ; 
lor Cxalpi Hoty if ipphanc 
iow reach retail th 1 Indep 
it outlet i vell a trom (Gene 
bel tri Suppl Co na Hotpoint 


\pphian € Sales Co., b th depa tmel 


f C-] It is expectec 


itlets ma p | nake room , 
the new Hotpoint 'T'V line. Independ 
nts will take ir ft their own 


huffling 





SCHEDULED 








NATIONAL ELECTRICAL 
MFRS. ASSN. 


jewater Beach Hotel 
Chicag iL 


Marct 12-16 


RADIO-ELECTRONICS- 
TELEVISION MEFRS. ASSN. 


rterly Conference 
Diltmmore Hotel 
New York City 
Marct 3-15 


NATIONAL FARM 
ELECTRIFICATION CONFERENCE 


lle Hotel 
hicag il 


Ma 


AIR CONDITIONING AND 
REFRIGERATION INSTITUTE 


Annual Meeting 
The Homestead 


Mot » rings Va 

May 7.9 

NATIONAL ELECTRIC MERS. 
ASSN. 

Major Appliance Sectior 

TI Momestead 

Mot Spring Va 

May Q-12 


PACIFIC COAST ELECTRICAL 
A 


SSN. 


MARCH, 1956 


~ELECTRICAL 


STEEL KITCHEN CABINET MFRS. 
ASSN. 


Annual Meeting 
The Greenbrier 
White Sulphur Spring WV Va 
? 


EDISON ELECTRIC 
24th Annual Meetir 
Atlantic City, N 

4.7 


INSTITUTE 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 


48th Annual Convent 


Ampbassador-Chels« Hote 
Atlantic City, N 
June 10-16 


RADIO-ELECTRONICS 
TELEVISION MFRS. ASSN. 


Annual 


Edgewater Beact 


Conventior 


Chicag Hl 
jure 12-14 


SUMMER MARKETS 
hicage i 


ine 18-29 


NATIONAL HOUSEWARES & 
HOME APPLIANCE MFRS. 
EXHIBITS 


Auditoriun 
Atlantic City, N 


j } 
July 9-13 


WESTERN SUMMER RADIO-TV 
& APPLIANCE MARKET 

Western Merchandise Mart 

San Francisco, Calif 


July 16-20 





MERCHANDISING 


THE 1956 


Ceauliful S color Styling 


Dealer enthusiasm is well founded! America’s newest 
wringer washer incorporates an abundance of style 
and quality features that touch off an immediate 


interest on the part of every prospect 


As a dealer, you will take pride in a quality product 


backed by over half a century of washer making 





experience. And you Will take a better than average 
MODEL EF-400-P profit from a line that is stocked by distributors ready 
to help you 








Don't overlook the million wringer washer market in 
1956! A note from you will brir g the name of your 


nearest Monarch distributor 


MANUFACTURED BY 


CENTRAL RUBBER & STEEL CORPORATION © FINDLAY, OHIO 
{ 





Favored by Fashion 


Modern living’s trend toward hur 
ried leisure favors the ile of mor 


clectric housewares by those 20 mem 
bers of NEMA’s Electric Housewares 
Scction who ar sponsoring this vear's 
electric Housewares Gift Campaign 

or one thing, annual lectri 
housewares sales have reach the bil 
lon dollar level lor oth th 
majority of clectrified homes in th 
ountry still lack 25 of th lectni 
housewares items consid ic f 
modem living 

Hhis leaves plenty of room for > 
round selling of electric housewar 
is coordinated promotions f 56 get 
rolling 





Housewares Hit High 


‘The housewares industry is now a 
billion dollar baby” and executives 
of NEMA and NAED feel its time to 
take a new look at the growing “‘in 
fant.” 

In recent Chicago meetings, both 


Wal 


Ve 


groups commented on the tremendous 
past growth of housewares and the 
great potential, The Electric House 
wares Section of NEMA noted that 


the industry has doubled in size dur 





ing the past six years and “Industry 
pokesmen are unanimous in their 
optimistic outlook for 195¢ 

I he Klectric Houseware Com 
mittee of NAED wa equals ubilant 





























ibout the housewares growth, but 
the distributors were concerned about 
dropping margins in the houseware 
field 
ons" The all new 20” portable Viking “1020”, 920" The sales-tested 20 portable Viking Arthur W Hooper executive dj 
It's thermostatically controlled for automatic cool “920”. Back again after a record-breaking summer rector of NAED, noted that “whol 
ing. Electrically reversible, Exhaust rated at 2500 in 1955 Exhaust rated at 500 CFM® Adaptable for ler compensation W th eed ete 
CFM*. Adaptable for window, floor, roll up and window, floor, roll-up o1 portable use topic’ of discussion at th nnimatted 
portable use. mecting. Urging closer liaison between 
electrically reversible for exhaust or intake cooling price fan designed to help you build traffic. Exhaust Foo tew manufacturers make an 
Exhaust rated at 8500 CFM®, The largest, most pow rated at 2400 CFM®. Adaptable for floor, window, provision on their board . : ECEOR 
erful fan made for windows roll up and portable use m taff for . xperienced . nbution 
ounselor As a result, many need 
Be sure you hear the Viking Story before you buy! less and costly experiments through 
ind around wholesale’ distribution 
ad . 
Plus These Trade-‘Em Up Accessories gl gh i iia 
Hooper said, “An obvious avenuc 
Roll-Up Stand for Floor Stand for ~ for reduction of the distributor's cost 
"1020", "920" and °720" "1020", "920" and "720" ; thi burden now carried by the dis ® . 
ibutor im cooperative ulvertising 
a tili-top unit, ideal for another tilt-top unit that With the reduced return to the di 
casement windows and for folks converts the windew fen inte tributor, it becomes apparent that 
whe want maximum portability a portable circulating fan S idvertising and promotion 1 the re 
ponsibility of the dealer and th 
a : manufacturers, and the contribution of 
v the distributor should be h st of 
a " Automatic Timer Window Mounting Panels for idministering this activity 
for "955" w “ * “ * ” I he direct I said, Other ugye 
i) e 1020", "920" end “720 tions would include improvements in 
* permits use as exhaust or packaging and labeling.” Another area 
quickly installed by fan cus intake window fan, Adjusts to fit where distributor osts are being in 
tomer to turn fan off in from one double hung windows up to 41” creased. Hooper said. i in the th 
to twelve hours wide. handling and re-handling of item 
quiring repairs and service 
Hooper concluded that “This n 
tion is passing from an era of produ 
tion into an era of distribution. The 
great problems ahead for the nom 
ire not those of producing sufficient 
goods but, rather, effectively distribu 
ting these products so that they are in 


the right place at the right time in the 
right quantity 
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CENTRAL RUBBER & STEEL CORPORATION @ 


\ 


FINDLAY, 


/ 


OHIO 


‘\ 


NBC-TV's \ 


~ HOME! 


| 


SHOW | 


\ vith... HUGH Downs / 
_— or 


— _—— 








“Selling Spree” 
begins at 


HOME 


ELECTRICAL 


MERCHANDISING 


MARCH, 


1956 





BEGINNING 


IN MARCH, the fabulous NBC-TV network show “Home” will 


pre-sell Caloric gas ranges to millions of interested housewives 


13 attention-getting wallops! Delivered by Caloric 
TV! Millions of customer 
hear and see the Caloric story in their own homes 


on coast-to-coast Ss will 
It's the nearest thing to a personal demonstra 
tion right on your own floor. Here's an advertising 
that 


dising opportunities. 


campaign offers world-beating merchan 


Be sure to tie in—use your own local 


advertising 

This 16-cylinder advertising program will capi 
talize on the tremendous interest created in 
Caloric Ranges by “‘HOME" last fall. But re 


member, this plus business a big chunk of it 
should be backed 


advertising and display 


right in your own home town 


up by your own local 


support. Your Caloric salesman is on his way with 


' 


all the promotional material you need to make 


your Caloric ‘Selling Spree"' a success! 


More “Selling Spree’ news! 


“HOME” is initiating a nation-wide 
called ‘The that Home Built it un) 
actual house, designed as an ultra-modern sho 
NB 
making it the center of a tremendous publicity 
Naturally, in 
Built-in gas range. It all 
helps to make 1956 the biggest Caloric year ever! 


promotion 





House 





w 
case for all that's new in today’s living 


barrage to its television audience 
the kitchen is a Caloric 


Your “Selling Spree’ promotion aids 


Window-streamers, adver 


TV films, 


billboards, 


point-of-sale easels 


tising mats, radio scripts, 


stickers, 


reprints, 
window displays, car cards 
mailers 


CALORIC APPLIANCE CORPORATION - Topton, Pa. RANGES - DRYERS - BUILT-INS - DISPOSERS 


Caloric Appliance Ce 
Dept. EM 
Topton, Pa 


poration 


nd e inforr 


Please sé ation | need to the 
HOME 


ee ee 





in with the 


( 


sloric ‘Selling Spree’’ on NBC's Network TV show, 


Zone State 
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it’s Beautifully CHROMED 
It's Fully AUTOMATIC 


It's The 
NEW 


4 to 8 Cup 


Coffee - Maker 


NEW—Entirely new 
graceful spout to its rich gleaming 
chrome finish! It's light to handle! 


No 


1978 


$18.95 


from its long 


Offering the most useful conveniences 
-the eye-catching Signalite; the 

Flavor Control; and Fully Insulated 

Pump and Tube for forceful perking. 


Enticingly priced for volume sales. 






The Empire “COFFEE-QUICKIE” 


2-Cup Electric Percolator 
With Smart New Styling 


“A cup for two... 






or two for you.” 


For that quick cup of 


coftee thrifty!! 
Ideal for traveling!! 
Retails 
at only $4.00 


No. 63 


se uueae eae eee eee ee ee oe oe 
Specialists In 


Coffee Makers 


aaa Enel ant For Over a 
Housewares ol t nchantmen;s 


eo . Third of a Century 


The METAL WARE Corporation 


Two Rivers, Wis. 
Merchandise Mart, Chicago 200 Fifth Ave., New York 
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NEW NORGE Futura elec 


on im apron N rge 
briefir g meeting 


B Arnold 


m Chicag are 
| district per 


tric range with vertical broiler get 
San Francisco regional manager 
Dan Dougherty, Edna Poyner 
onnel from the West Coast. 


Dial “M” For Medium 





‘ 


N) 


1 test run by Robert 
Looking on at the 
Paul Chalfant and 





Norge Futura range expected to eclipse com- 
petition with vertical broiler; introductory merchandis- 
ing features “broil-it-yourself” theme 


Ni nan to tive his helt 
i | uct mader a bush Norg 
T t Judson S. Sa pulling 
ull thi tops to introduce the new 
butuy elect rang th a rtical 
broiler 

Lhe action plan start ist Janu 
| with a confidential—and myster 
ous~—letter from Sayre to distributor 
enclosing a schedule of events cleat 
through March 19. But just what th 

nts would be yv loaked in darh 
phi ' 

l am deliberately withholding tl 


facts and complete ste on this nev 
iid the Savre letter 

ce it in the flesh, and 
demonstrated, to gr isp the tremendou 
iles potential that awaits you.” And 
that ll the out the prod 
uct until odd regional sal 
from all over the country 
rathered in Chicago’s Drake Hotel to 
broil their own beef and ham steaks 


im the 


product 


ise you must 


KTCW i 
oni Ae 


1 opl 


revolutionary rang 


From then on, thin hy moved 
viftly. Between Januar ind Keb 
ruar\ Home Service Director Jessie 
Cartwright and her staff held distrib 
utor training meetings in cight re 
gion Fach time, distributor home 
ervice directors and other personnel 


under the 
irtwright or 


broiled their own lunche 
watchful eve of Miss (¢ 
omeone on her staff 


Why All the Fuss? Norge 


ile § vice 


president, R. ( Red) Connell says, 
“There’s only one right way to sell 
this range and that’s by demonstra 


tion. | mean demonstration right on 
down to the consumer. We're not 
going to have it done any other way. 
First our factory people put on an 
ipron, then regional sales personnel 
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then distribut We have 
distributors to have dealers hold show 
ings in their own stor 


instructed 


with not mor 


than four or five couples present. The 
idea is to have housewives broil meat 
in the new vertical broiler and then 


only 


diffe I 


That the 
know the 


eat it on the pot 
they'll reall 

cirice 
[he 
eparate unit leaving 
ooking while 
nell cites three 
the new units besice 
t damned steak anybody ever ate” 
Both broil at ‘his 


pive ibsolutely even ind seal 


nev broiler I 


ompietel 
the oven free for 
( on 


meat broiled 


main advantages to 
broiling thie 
sic once 
ooking 
julie in 


Smokel Although broiling is 


done with the door completeh closed 
there is no smoke in the room. Rea 
on, i\ Connell, is that smoke 
comes from spattered fat, not cook 
ing. The new Norge has a shallow 


pan placed under the broiling meat 
l'ood weet potatoes can be 
cooked in the pan while meat is broil 


ing Or, Wf it 


empty, water added 


to the pan to catch dripping 


Oven can be used while broiling 
Connell thinks this is a big selling 
feature and one not available on the 
only other vertical broiler on the 


market so far 


Connell says he hope to have some 


6,000 dealers in two months each 
with at least two Futura ranges in 
tock. “One to show and one to go,’ 
he say Norge is so emphatic about 


in-store demonstration the company’s 
offered to absorb some of the expense 
of wiring the range in 

The Futura sells for 
$10 more for color 


$429.95 and 
Norge hopes to 
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Electrically Reversible 
for DOUBLE-ACTION Cooling 
VENTILATING—At night, as an exhaust fan, it 


drives out hot air and pulls in cool breezes 


CIRCULATING-~—In daytime, reverse blade rota 


tion and it is a powerful circulating fan 





BEST SELLING WINDOW FAN NOW BACKED BY 


BIGGEST PROMOTION IN HUNTER HISTORY ! 


Big space advertisements! Liberal dealer 


co-op advertising! Salesmaking displays! gure One 

A complete promotional plan for dealers! at 95 
° 

Hunter leads the way again with the bigge st advertising (pet aid) 


and merchandising campaign in its 70-year history! 
Make the most of this big Huntes promotion for 1956—¢get 22" 
your share of the assured demand for the comple te Hunter 


line of finest fans, priced right! Call your distributor today! 





Compare its features with 





any other window fan — regardless of price! 


¢ Electrically reversible | « Whisper-quiet, carefree 
for Double-Action cooling! performance! 

¢ Cools we. a rooms at once! | * Modern safety grille! 

e Certified air deliveries . Simple installation; no 


2500 CFM and 3400 CFM! additional wiring needed! 


| 
¢ Two-speed control on both | e« Underwriters’ Laboratories 
; 


intake and exhaust! approved! 


Order now from your Hunter Distributor 
or contact Hunter Fan and Ventilating Co., 
398 S. Front St.. Memphis, Tenn, 


—_— a Hunter makes a 
i A complete line of 
unter 


highest quality fans 





Ny 





"™) WINDOW * HASSOCK * ATTIC * OSCILLATING 
CEILING * EXHAUST * INDUSTRIAL FANS 
ROOM AIR CONDITIONERS 







Most beautiful 
fan in Huntet’e 


7O years 




















: ~~ New HUNTER 
SESW - Hassock Fan 


FEATURE THE FAN WITH THE TRULY NEW LOOK! 

Here’s the new and beautiful look in fans—the smartly-styled 

Hunter Hassock Fan! It’s the answer to your customer re- 

quests for a fan with cooling efficiency, beauty and safety. 
The new Hunter Hassock Fan has selling features from top to 


PERFECT CIRCLE AIR FLOW 





CCDS COOL I CUMLINY ipwa d il id 
oan roa eng Were bottom, For example: 3500 CFM air delivery . .. modern safety 
outward, without annoying drafts, De STE: 2 Ie nae citi 
livers 3500 CFM. Ideal cooling comfort More Than A Fan, Too! al P 8 ai 

; : ‘ recessed in top . . . steel legs, frame and top. 

for home, office or apartment Otten Smartly-styled cabinet in 
used with air conditioners to cool large beige to harmonize with all Order now from your Hunter Distributor 
areas by increasing circulation room colors. Perfect as low or contact Hunter Fan and Ventilating Co., 


table, TV seat or footstool. 398 S$. Front St., Memphis, Tenn. 
So compact, only 14%” high 
and 16%” wide. 






Hunter makes a complete line of highest quality fans. 


WINDOW + HASSOCK + ATTIC + OSCILLATING + CEILING + EXHAUST 
INDUSTRIAL FANS + ROOM AIR CONDITIONERS 


Gurutel ¥ 
lta § 
tian, 3 











heres 4 Hot Opportunity to get your mitts aps 


more Electric Range Sales! ¢ 


NEMA Electric Range Section 


adds its support to industry promotion... _ 





Again this Spring, everyone in the electrical industry—manu 
facturers, distributors, electric power suppliers and dealers 
will marshal their efforts to increase Electric Range sales. 


The keynote of this program is “It’s White Gloves clean” 
which dealers will use in different ways to demonstrate the« 
cleanliness of Electric Range cooking 


Special materials include a complete 1 5-piece window-store 


display kit in four colors, which consists of window banners, 
cut-outs, streamers, tent cards, and stick-on sales reminders. 


ippliance Dealers should check with their local electric power 


These manufacturers urge support of the “Cook electrically... it’s clean” program — spearhead months, March, April and May, 1956: 


Ame 


ee 
company or electrical league—for further information and details 
as to how to secure campaign materials, 


Another tip to appliance dealers! Check with your local ele« 
tric power supplier about when they will carry this cam 
paign. Find out when they will run newspaper ads. Prepare 
your Own tie-in ads to run on the same page the same day, lie 
in on radio and television. 


DON’T MISS THIS OPPORTUNITY TO MAKI 
MORE ELECTRIC RANGE SALES/ 


ELECTRIC RANGE SECTION 
National Electrical Manufacturers Association, 155 East 44th Street, New York 17, N.Y. 





ON eae | te hey . 


COOK ELECTRICALLY. ITS CLEAN ! - 


| \\\ 


~ 





ADMIRAL + AMERICAN KITCHENS - CROSLEY -FRIGIDAIRE - GENERAL ELECTRIC-GLOBE - HOTPOINT - KELVINATOR « MAGIC CHEF - MONARCH - NORGE -PHILCO - RCA ESTATE-STIGLITZ INFRA-AIRE -TAPPAN «WESTINGHOUSE 
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Ampnicon Kilehens 


the one 





Texture is the new key to selling kitchens...and the 
“Pioneer” sells the 75% who prefer wood, the 25% who 
prefer steel! No color-matching problems ...no inventory 


problems! Plus exclusive Beatrice West Color Styling Service! 


ONLY AMERICAN KITCHENS OFFERS YOU THIS COMPLETE LINE! 


Famous "Pioneer" Kitchen... birch, copper, and steel! The most exciting kitchen 
design in the mdusery lustrous natural birch and vlowing antique Copper with the 


years-longer strength of a steel frame, Even the appliances are in matching antique copper 


-—kitchen luxury that’s priced to sell fast! Has all the famous American Kitchens features 
searnless drawers concealed drawer pulls easy-cleaning rounded contours 
dozens of work-saving features plus the personal recommendation of Mrs. America, 


the nation's No, 1 Homemaker! 


New “Roll-o-matic"’ Mobile Dishwasher — the newest thing in dishwashers! In smart 
new Coppertone finish has the capacity and performance of a } lumbed-in dishwasher 
plus all the advantages of a mobile dishwasher! Entirely automatic with no costly 


installation expense! Ideal for free home demonstrations! 


Famous "'Roto-Tray" Plumbed-In Dishwasher— proven in thousands of homes and 
rated firse by inde pendent testing laboratories! Washes dishes 3 ways cleaner with exclu- 
sive revolving Roto-Tray and swirling sprays of super-heated water! Available in under- 


counter and dishwasher-sink models in both “Pioneer’’ and White Steel 


"Stack-On" Ovens and “Set-In"’ Countertop Ranges—let you capture “built-in” 
profits without “built-in” installation problems! Both gas and electric. Ovens simply stack 
on specially-designed cabinets, ranges set into specially-designed bases —install in minutes! 
Available in both “Pioneer’’ and White Steel. (Regular Built-In Ovens available in both 


Pioneer’ and White Steel for customers desiring them.) 


Two New American Kitchens Disposers —priced to appeal to every income bracket! 
Deluxe new Safety-Top Disposer for customers who want the best... low priced new 
Continuous Feed Disposer for customers who have to watch their budget! 

Standard All-Steel White Kitchen —with a quality and sales record proved by 
years of consumer acceptance—| lus the famous American Kitchens work saving features! 
Pius Complete Line of Accessories! [Everything from Serv-Carts to Brunch Bars 


for both the "Pioneer and White Steel Kitchens! Everything you need to sell a complete 


kitchen to fit any floor lan, any budget! 


AND REMEMBER: FULL 35% MARKUP ON APPLIANCES AND ECONOMY 
SINKS AND CABINETS, FULL 40% ON DELUXE SINK AND CABINET SALES! 


Write today for complete information ! 





— @) 5) ~~ -~ 
if re rT 
— a — ’ 
| Dishwashers Ovens Ranges Disposers Ventilators Accessories 
’ 
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Sell the “Pioneer” 





line that covers 


MARCH 





1956 





STEP AHEAD WITH 


Awenican Kilehens 


IN 1956 
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of birch, copper, and steel... 
100% of the kitchen market 
































| 
sik, | American Kitchens, Dept. EM-36 
i y v) | Connersville, indiana 
(56 wy a" | 
ae ii Gentlemen: 
J es 
ip P | Please send me complete information about American 
| Kitchens, and have your nearest distributor see me 
| | understand there is no obligation. 
| Nome. 
Vor Address 
DIVISION ( VCO ) CONNERSVILLE, INDIANA 
: City Zone State 
| 
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cll some 200,000 ranges of all types ing, he believes, must be seen and tried 
this year against 125,000 units last by customers 


year. Of these, about 40,000 will be With the Futura, the housewife 
with the vertical broiler. Prices are ‘dials M for medium” or any other 
about three percent to seven percent etting and a bell timer tells her when 
higher than last year the food is ready 

Backing up local promotions and The new range wasn’t shown at 


demonstrations for the Futura will be winter markets because it simply 
i heavy trade magazine schedule plus wasn’t ready and production run 
outdoor billboards and a factory paid hadn’t been scheduled. Sayre doesn’t 
newspaper campaign. Norge also has_ think missing the markets was any 
1 sound movie with an introduction great disadvantage and may even offer 


by Sayre, a presentation of cooking on some advantages. Whatever the case, 
the range by Miss Cartwright and the the Futura is Norge’s bid for a much 
promotion story narrated by Connell. larger slice of the electric range busi 
Connell says the merchandising ness. 

plan is by way of an adaptation of Future plans include a_ vertical 
the Norge “Launderamas” which broiler for built-in units although 
proved so successful last year. Things Connell says “Right now we're con 
like infinite controls permitting exact tent to concentrate on the job of 
cooking and broiling without watch- introducing the free standing rang 





MARKETING TEAM planning “‘all’’ program meet in office of Franklin J. Cornwell, 


director of advertising & sales promotion. From left, Joseph R. Larson, sales pri 





motion manager; Edward L. Hodge, director sales; Jane Creel, supervisor, home 


Here's your chance to share in the big heating profits from laundry consultants; Cornwell: Jomes J. Kelly, assistant sales promotion monoger 
home modernization and improveme nt. Now you can do it without H. H. Balthaser, assistant director of sales usually rounds out this ‘‘task force 
installation proble ms and with a practi ally non compe titive produc t! 
Safti-Vent is a completely different automatic, thermostatically 
controlled he ating unit. It costs little more than the best AA 


‘nh’ mitartenme amt” “all” Bids For Dealer Support 


= 5 recessed wall units, at far less cost 


SAFER The combustion chamber is sealed for 


safety, Gas can't leak into the room. Room air is 


always fresh. Air for combustion isdrawn in qimg at the local market; appliance dealers will get 


from outside. Gases from combustion 


In a radical shift of marketing policy, Monsanto 









chamber are vented outside twice as much merchandising help this year 
| EASIER TO INSTALL 
Ow t 0 y psu roduct 1 iuto 
| Safti-Vent does away with recessing | n in St. Louis things are bub ucts Both the au 
} bling and boiling at the Monsanto matic washer market and the deter 
chimneys and expensive labor. Just cut an , 
: 8” hol h th | 1 Safti-\ Chemical Compan Che ruckus i it market have grown lustily with 
ri ole ‘¢o ? Tl : ) 
. ole, attach the gas line and Safti-Vent in the Consumer Products division Ove! VOU VUE iutomaty old last 
is installed, It operates on any gas ind the object of the fuss is “all”, Cul It's interesting to note that 
natural, mixed, manufactured o1 propane Monsanto's detergent for automatic ile f il] despite new entrant 
SMARTLY STYLED vasher | * udden —— carefully in 9 detergent market, have in 
planned, cha of I } ry ( | 1a t ratio to tl creas 
iE | me kz Ps. ( ompac ¢. modern Safti-Vent plann lange f marketing strateg ised i " to the mecrease 
PMO u ~ fm cems bound to attect appliance deal n the iles of ifomati vashet 
, heaters will fit into the . 


ill over the country Lhe furor at the moment concern 


par oe ary 
on HA decor of any home In the battle of the detergents’, 1 major overhaul of Monsanto's allo 


y ] ! \Monsanto’s product has led a check ition of funds for advertising, pr 
ered career since first it hit the mar motion and related activity Until 
@ ket back in 1947. Then, it was made this year, the budget for ill” wa 








by Monsanto for Detergents, Inc., split mto three basic element na 
When you see Safti-Vent's ind the automatic washer sold at the tional advertising, national advert 
new low prices and add to them ite of about 1,000,000 units vearly. ing tied in with one or another of 
SUAaNER 4 
savings on installation COMPANY Since then, Monsanto bought out eight automatic washer manufacturer 
you'll know nothing ' ill’, instituted a special division of and local level promotions 
; } . > . 1 on ve 704) 
competes with Safti-Vent the company to market it and other Continued on page < )4 
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ringtime IS portable “ine / 


and only 
h li 


crafters 


Offers A Complete Portable Line... 
STYLED TO SELL! PRICED FOR PROFIT! 


Springtime... travel time... picnic time... beach time... that's when customers look to 
Hallicrafters for the Top Portable Line! 








And now's the time to stock up for this Spring’s big portable market with Hallicrafters com- 
plete radio line. Every model is Styled to Sell... Priced for Profit! 


Check these Hallicrafters Leaders... you'll know why this spring—as in every spring— 
Hallicrafters Portables will be your leading sellers! 


et 


Model TR-BB Hallicratters 
Portable Transistor Radio 


Here's An Advanced Transistor 
To Lead Your Portable Parade 


Take a look! Hallicrafters amazing new ‘‘El Diablo” 
is the talk of the industry...the first transistor to 
achieve the full potential of this greatest radio 
advance. 


Notubes...justsixtiny e So compact it can fit 

transistors! easily into any suitcase 

or overnite bag 

2500* listening hours Makes an ideal home 

without replacing the radio...as well as 

four small flashlight bat- traveling companion 
teries (*Based on 4 hours 

a day playing time.) Rich top-grain British 

Tan leather. 
e Afull4-inch oval speaker 


Fool-proof Hallicrafters 
Superheterodyne chas 


51S guarantees a lifetime 
ty only found in consoles of 


provides exceptional 
‘true-to-life’ tone quali- 


dependable service, 
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TELEVISION paper and zine writers last month W. Walter Watt utive vic 











is the pr took a close look at the president in charge of electronic com 
firm's Bloomington, Ind., plant wher ponents, aid that the company was 
mb es are geared to a set-a- running ahead of its original time 
minute Right now only one table on tube production. This orig 
Bloomington line is devoted to color inally called for production of 30,00( 
But mpanyv Officials stressed that olor tubes per month by the last 
each of the plant's five lines is geared quarter of 1956. “We shall surpa 
to turn out 60 sets per hour if that under our present schedule, 
ded The company is also cur Watts said. He noted that at least 
rently producing color sets in its In three other firms are beginning to pro 
dianapolis plant duce color tubes and confirmed that 
RCA had _previousl immnounced RCA has placed orders with several 
that it was selling “upwards of 1000” of these as a means of encouraging 
lor sets a week and that during 1956, them to get into production of com 
00,000 sets would be sold During mercial quan titi As an index to the 
the Bloomington meetings executive expanded color activity at RCA’s Lan 2 
president Robert Seidel said that caster tube plant Watts pointed out 
t] ompany wa ticking | those that employment on the color tube 
timate (ve two-thirds of the operation increased 50 percent during 
156 sales will be made in the final 1955 and will be increased 50 percent 
months of the year this year . 
lurther evidence of RCA’s self Richard A. R. Pinkham, vice-presi 
wofessed “bullishne on color wa dent in charge of TV network pro 
Ba parent im Seidel mnouncement grams for NBC, said that the net 
A SET A MINUTE can be produced in this assembly line in RCA i mingtor that a very much broader line of work hope to double its live color 
Ind., plant. In addition, four other lines in this plant are geared to turn sets out ior set vill be introduced in late programming next fall In addition 
it the same pace. One line in the firm's Indianapolis plant is a irrently pr June Scidel would go no further facilities will be available for tran 
lucing color than to say he “hoped prices would = mussion of more color film De pend 
be lower on the new sets but he did ing on how the schedule works out,” 
Ci © add that set pri ed at ik than the Pinkham said it entirely possibl. 
O Or: A Set a Minute current low of $695 will be available that between NBC and CBS there 
~ by Christmas tim ven after prices will be important color programs on 


Each assembly line in its Bloomington plant is geared “° “om down—for the next 12 to 24 the air every night of the week next 


months at least~some sets will con- fall with several color shows on key 


to that rate, says RCA, as it confirms that a broader and tinue to retail in the $700 to $800 evenings like Saturday and Sunday.” 
: oe price bracket, Seidel said. He revealed 
perhaps less costly color line is in the works that only 20 percent of the firm’s 


current production is in its low-end 
Color television will be big—and $695 set which was TV Has Record Year 


1957 it will account for the bulk of mnounced in 


profitable—business for RCA Victor KCA dollar sales and it is even pos December. ‘That set, Seidel said, was A final count shows 1955 was the 

this fall ible that unit sales of color in 1957 designed primarily for sale to bars, best year ever for television. Radio 

The firm's $70-million investment will surpass black and white taverns and other public places since also had an excellent year, reaching 
in color is beginning to pay off By Chat’s what RCA officials told new table model color set we not easily the highest level since 1948. 

adapted to home use because of thei In all, 7,756,521 television receivers 

ize.) were manufactured in 1955, com 





Tubes and Programs. Also on hana pared to 7,346,715 turned out in 
during the Bloomington press con- 1954, according to RETMA. The 
ference were spokesmen for RCA’s _ previous record was in 1950 when 
tube department and the National 7,463,800 sets were produced. 








Broadcasting Co. Each offered ad Radio production in 1955 was 14, 
ditional proof that for RCA, at least, 894,695. This compares with 10, 
The network schedules of color television for the month of March include the color really would “take hold’’ during 400,530 sets in 1954 and 16,500,000 
following programs: the coming year radios in 1948, the previous high year 


DAILY, Monday thru Friday, 3-4 EST, NBC ““Matinee’’ dramatic serie 


DAILY, Monday thru Friday, 5:30-6 EST, NB Howdy Doody 
MAR, 1, 8:30-9:30 EST, CBS—Climax 





Big Shipment for Small Town 
MAR, 3, 7-7:30 EST, $ yene Autry 
MAR, 5, 8-9 : EST ve | ( me | BI Say a? fj Vi uM on 
. . ‘ 4 oesar and Cleopatra with la 3loom and ™ ss 
Sir Cedric Hardwicke y ies Pi . , 
MAR, 6, 9:30-10 EST, CBS—Red Skelton Show ty aa 


guy ~ 


MAR, 10, 9:30-11 EST, CBS-—Ford Star Jubilee High Tor’ with Bing Crosby 
MAR, 10, 7-7:30 EST, CBS—Gene Autry 

MAR, 11, 2:30-5:30 EST, NBC Richard 111" (film) with Sir Laurence Olivier 
MAR. 13, 8-9 EST, NBC-—Milton Berle 

MAR, 15, 8:30-9:30 EST, CBS——Shower of Stars 

MAR, 17, 7-7:30 EST, CBS-——Gene Autry 

MAR, 18, 3:30-4 EST, NBC—Zoo Parade 


MAR, 18, 4-5:30 EST, NBC Maurice Evans presents “Taming of the Shrew y : 
with Lili Palmer 


t; 
MAR, 20, 9130-10 EST, CBS—Red Skelton a Rag s 
—-' a 
og 
mal 


MAR, 24, 7-7:30 EST, CBS——Gene Autry — ad 
MAR, 25, 3:30-4 EST, NBC—-Zoo Parade , 
MAR, 25, 7:30-9 EST, NBC—Sunday Spectacular A TRUCKLOAD OF COLOR television sets was delivered to New Jersey dealer 


Sam Gordon last month, marking the first time that a dealer has taken delivery 
: 9 , 
MAR. 27, 9:30-10 EST, CBS-—Red Skelton on that many color sets at once. Gordon (center) runs the Appliance Supermarket 








: - Madison, a town of 11,000 population. On hand for the delivery were (left 
c 3¢ ' in 
MAR. 29, 8:30-9:30 EST, CBS—Climax to right) mayor Tom Tabor, distributor Max Krich, Gordon, and distributor execu 
MAR. 31, 7-7:30 EST, CBS—Gene Autry tives Fred M. Comins and Barney Krich 
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There’s extra BIG MONEY for you in BIG FREEZERS 


Alert distributors making bonus’ sales 
by adding Wilson Freezers to their lines! 


Why /ose sales? Even if you're married to a limited line, you can still, 


’ 
Don’t turn down orders enjoy extra, “big-ticket” profits merely by adding Wilson Freezers in 


for the large sizes non-conflicting BIG SIZES! Survey after survey of freezer owners reveals: 
’ ‘ “Our next freezer will be an upright—and digger!” Stay tuned to the 
—they’re on the increase! trend: sell BIGGER —sell WILSON! 





New Wilson Upright Model BF-350—full 35.38 cu, ft, 
capacity. Sparkling white, with gold and blue trim. 
Inventory Chart. Door Racks. Many features! 


New Wilson Upright Model BF-250C—full 25.4 cu, ft. capacity. 
Smart gray finish. Your best answer to the growing demand 
for a BIG freezer at a low price! 












































| 
L 








Dealer and distributor franchises now available! 


Built to retail at only 


WILSON SECTIONAL FREEZERS (remote) $59995 














| | ; i ' 
. _ 
at i Examine the many advantages in handling the full Wilson 
a ' a 
line. All the popular, profitable sizes-——-Food Plan to Farm 
! j , capacities! 15 and 20 cu. ft. Chest freezers; 15, 20, 25 and 
j ) » P " 
j : | ; if - 45 cu. ft. Uprights. Sectionals, too! All the best convenience 
. . . 
; features it took two independent freezer manufacturers years 
to develop! Double the heritage of any other line! Investigate 
Model FI-301, Model Fi-601, holds Model FI-901, holds 3000 , ‘ . ; ' 
30 ideal for estates, 60 2000 Ibs. of frozen 90 tea, Sronen food, tat ani today! A few attractive franchise opportunities now open! 
cu. FT farms, etc.Can be cu. FT food. Easily added ‘TY 29'A” deep with doors 
isa enlarged later ove to—in sections! cu and hardware removed! 
eeeeeee eee eee eee e ee eee eeeeeeeeeeeaeeaeeeeeeeeeeeeeeeeaeneneeee 
. 
\/ ‘ . Wilson Refrigeration, Inc., Dept. EM-2, Smyrna, Delaware 
Ee e Rush information on opportunities in Wilson Complete Home Freezer Line BIG Home 
. 
+ Freezers only Sectional Storage freezers 
. 
. 
. 
HOME FREEZERS 
sd NAM ‘ CALER 
7 
. 
WILSON REFRIGERATION, Inc., SMYRNA, DELAWARE . 
. ‘ 
Division, Tyler Refrigeration Corporation . AUS 
. 
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“all” Bid 


CONTINUED FROM PG. 290) 


The new plan, evolved after exten 
sive research, knocks out the national 
tie-in advertising with manufacturers 
ordinarily spent 
for that purpose into the local level 
promotion kitty 


ind pours the money 


It's a daring move and entirely 
without precedent By virtue of the 
change, Monsanto has already lost 


the 
have been packing a box of “all” with 
each ind the other 
two will undoubtedly go by the board 


ix ot eight manufacturers who 


jutomatic washer 


16 s00N a8 Current agreements end 
Whzy did they do it, why take such 
1 chance? Here's what Franklin J 


Cormwell, director of advertising and 


ile promotion for consumer prod 
ucts has to say 

“From the very beginning we have 
realized that “‘all’s” success or failure 
must depend directly on the sales of 


jutomatic washers. We gained manu 
facturer support—and other brand 
have tollowed~by tie-in advertising 
ind the agreements that they would 
place a package of “all” in every au 


tomatic washer shipped 

“Now, we know this plan did us 
i lot of good but as we built our field 
force, conducted demonstrations and 


put on shows locally, we recognized 


the tremendous value of dealer sup 
port.” 

Dealer Is Point of Sale. Cornwell 
ays that some 500,000 peopl aw 


‘all” shows in 1955 and he reckon 


Bob Feller 





that the how resuited im sales of 


me $5,000,000 worth of automatic 
cquipment 
i survey that 


ire sold on the 


his figure is based on 
six to ten pieces 
pot or on call-backs in 

So the decision to change was made 
It will probably mean about $1,000, 
OOU 


pOTTIC 


more spent on local shows this 
than last. In 1955, 1,500 
No Soap Opera were staged. Bet 
er than 3,000 are scheduled for 1956 


Ihe same number of 


veal One 


ingle girl’ 
Monsanto 
held last year and 
that 


how presentations by a 
held force 


the company expects to double 


girl) were 
number this year 
Fashion shows, 
popularity and value 
1,000 were 
be doubled 


which proved their 
last year when 
hown locally, will 


All these 


arranged through distrib 


ibout 
this year too 
hows age 
ind are held in dealers 


ufors or de ak rs 


tores or in auditoriums when big pro 
ductions are staged 
Che in-store Cornwell 
j are completely underwritten by 
Monsanto except for the cost of ad 
vertising in local newspapers. They’ r 
planned this way 

Monsanto has over 100 field people 
through distrib 
dealers in a 
the Mon 
ind the distributor block 
Boxes of “all” are 


who attend the 


promotion . 


contact dealer 


After 


been selected 


A ho 


utors given area 
into man 
out a time 
given to 


and door 


have 


chedule 


those how 


prizes offer an added incentive 

he “one girl shows’ consist of a 
demonstration ticing in new fashions 
ind fabrics and showing their wash 


mows witha ate oo PAR 


POWER LAWN MOWER 


Bob Feller, Cleveland Indian pitching star, 
likes the ease and dependability of the 
lightweight Homko Firebird, Model JK-50. 
This 18" rotary is an outstanding buy in 
price and performance. Mows, trims... 
perfect in size and utility for almost every 
lawn. Powered by Briggs & Stratton gas 
engine with recoil starter. 


Contact your own 
distributor today or write 


direct for full information, 


Western Tool and Stamping Co. 
the world's largest producer of power lawn mowers 
Dept.EM-2, 2725 Second Avenue « Des Moines 13, lowa 
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Contact your own 
distributor today or write 


washer 


ability in an automatic (with 
“all”, of course). Girls also explain 
how to safely wash pillows, blankets 
and items many housewives 
sometimes fear to put in a washer. 

Fashion shows include a parade of 
the latest in women’s apparel and the 
garments are washed in front of the 
audience. No Soap Operas are comedy 
skits and the latest addition—‘‘Passport 
to Leisure’ —is a 40 minute demon 
stration for dishwasher “‘all” 

Sales promotion manager, Joseph R 
Larson, who directs all the shows 
through his field force calls them a 
“public utility for the appliance in 
dustry.”” He feels sure that dealers will 
react favorably to the program since 
it cannot fail to benefit them. 

“In these days of sharper competi- 
tion, cut prices and less proht to deal- 
ers,” he realize that most 
dealers have less and less money to 
spend on promotions and publicity. 
We provide them with first-rate, no 
charge promotions that have a proven 
in building store traffic and in 
creasing sales.” 


other 


says, we 


value 


Also of tremendous importance to 
the sale of “all” is the company’s pro 
gram with More than 
17,000 now give away a package of 
“all” every time they repair an auto 
matic washer. This program has been 
growing since 1948 and each service 
man has been personally contacted 
by a Monsanto representative who 
demonstrates and signs up the service 
man 


servicemen 


MARCH, 


Red Grange 


mows with a CT Le Fae Ko 


POWER LAWN MOWER 


Red Grange, football's immortal ‘‘Gallop- 
ing Ghost,’ mows his lawn carpet-smooth 
with the self-propelled Homko Caretaker, 
Model XP-160. This 20” trimmer-type ro- 
tary is powered by a 2% h.p., 4-cycle 
Briggs & Stratton gas engine with recoil 
starter, and priced for big volume sales. 


direct for full information. 


Western Tool and Stamping Co. 
the world's largest producer of power lawn mowers 
Dept. EM-2, 2725 Second Avenue + Des Moines 13, lowa 


A special incentive program accrues 
points for every box of “all” handed 
out and the servicemen have a pre- 
mium catalog from which they can 
order merchandise based on the num 
ber of points collected. 


TVA Bonanza 


Consumers of T'VA_ powe 
chased about $1,500,000,000 
of household electrical appliances since 
the end of World War II, according 
to the Tennessee Valley Authority 

Buyers in the area spent an average 
of $1,600 on electrical ippliances in 
the nine-year period from 1946 
through 1954, while the average 
U. S. customer spent about $1,350 

rhe proportion of homes using an 


pul 
worth 


electric range in the TVA area 1 
nearly 24 times the national average 
I lectric water heaters are used by al 


most three times the national average 
Refrigerator saturation is 95 percent, 
compared to the national average of 
At the end of the war, 
I'VA area refrigerator saturation was 
only 62 percent 

Other dramatic increases have been 
noted in electric ranges with a rise 
from 25 percent to 62 percent satura 
tion, electric water heaters with a 
climb from 12 percent to 42 percent, 
and washing machines with an in- 
crease from 32 percent to 75 percent 


92 percent 
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Contact your own 
distributor today or write 


direct for full information. 


Barbara Ann Scott 


mows witha HOMKO 


POWER LAWN MOWER 


Barbara Ann Scott, champion ice 
skating star, mows the fast, easy 
way with a Homko Billy Goat, 
Model TD-170. This new 24" reel- 
type riding mower is ideal for all 
level lawns and costs only slight- 
ly more than a walking model. 
Powered by Briggs & Stratton 
gas engine with recoil starter. 


Western Tool and Stamping Co. 
the world's largest producer of power lawn mowers 
Dept. EM-2, 2725 Second Avenue+ Des Moines 13, lowa 






























Sales Are Bright 


Various appliance companies hail healthy 
volume and good sales outlook; 1956 could be best year 
ever, says one manufacturer 


The appliance sales picture is bright iles would exceed 1.7 million in 1956 


for evervthing from clothes dryers to vhile washer sales will total 3.5 mil 
power mowers, from all conditioner hon 
to electric clock Norge sales in 1955 totaled $125 


Among the 
commented on the 


ippliance firms that 
sales outlook last 


million, nearly $54 million ahead of 
1954. Range sales were up 131 per 
cent over the previous year; automat 
washers were up 45 percent; water 
heaters, 95 percent; 
washers, 158 percent; and automati 
clothes dryers, 68 percent. 

Amana’s general sales manager, J. A 
Rishel, Jr., predicts that room air 
conditioner sales will reach 1,550,000 
units this year for a retail value of 
close to half a billion dollars. He also 
said central systems will increase 50 
percent to about 175,000 units, valued 
at more than $300,000,000. 

Looking into the next five years, 
Rishel said room air conditioner sales 
will total more than nine million units 
at a retail value of $2.6 billion. This 
means that in 1960 one out of every 
homes will have a room air 
conditioner as compared to one out 
of 16 now 

Last year, Amana sales of air con- 
ditioners, freezers and freezer-refriger- 


month wer 

Kelvinator. ‘The American 
Division is aiming for sales increases 
of 10 to 15 percent over last 
according to Walter Jeffrey, vice presi 
dent in charge of sales. He added that 
industry and Kelvinator forecasts in 
that appliance 


Motor ; 
conventional 
year, 


dicate 
will be 


what could be the industry's best year 


sales generally 
1x percent above 1955, for 


Kelvinator finished 1955 with fac- 
tory sales 35 percent above calendar 
year totals for 1954. Jeffrey said the 
industry as a whole sold some 14.8 
million major electric appliances in 
1955 and in 1956 the figure could go 
to 15.7 million, topping the 1950 
record of 15.1 million. 

Norge’s Judson S. Sayre predicts 
that within three years automatic 
clothes dryers will outsell automatic 
washers. President Sayre said dryer 


seven 
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ators increased 49 percent over 1954. 
George C. Foerstner, executive vice 
president, said the company is plan- 
ning for another 50 percent increase 
in 1956. 

General Electric-Telechron clocks 
had a “substantial increase” in vol 
ume last year, due in a large part to 
the consolidation of the two lines, 
according to Russell ‘T. Woodward, 
marketing manager of the Clock and 
limer Department of G-E’s House 
wares and Radio Receiver Division 

The V-M Corp., manufacturer of 
phonographs and record changers is 
expecting a 30 percent mecrease this 
year, according to K. L, Bishop, gen- 
cral sales manager. He said consume: 
sales in 1955 “far exceeded all expec 
tations,” but prospects for 1956 are 
even brighter 

Toro Mfg. Co., maker of power 
lawn mowers, is scheduling a 27 pet 
cent increase in its production for the 
current year, according to R. W. Gib 
son, vice president in charge of sales 
‘Toro sales were $11,500,000 last year 
and orders from distributors are the 
largest in the company’s history, Gib 
son said 

Roto-Broil Corp., which had retail 
sales of over $25 million in 1955, 
will try to double its sales in 1956 by 
diversifying its line of products. Off 
cials said several new products will be 
introduced this Spring and Summer 
A $3 million advertising budget will 
promote the firm's products. 

White Sewing Machine Corp. is 

25 percent 


predicting a 25 increase in 


Gene Sarazen 























sales volume during 1956, according 
to Dodge E. Barnum, vice president 
in charge of sales. The company will 
double its advertising expenditures in 
the 1956 drive, he added. 

Hamilton Mfg. Co. reports that 
distributor orders have topped planned 
production for the first quarter by 25 
percent. Officials said the company 
wrote orders for the whole first quar 
ter's production at a two-day dis- 
tributor meeting in Chicago and or 
ders are continuing to roll in 


New Blue Book Out 


Ihe 1956 editions of the NARDA 
trade-in Blue Books have been sent to 
subscribers by the publisher, National 
Appliance ‘Trade-In Guide Co. of 
Madison, Wis 

lor the first time, the TV Blue 
Book includes list prices, a new fea 
ture, in addition to trade-in values 
lhe Appliance Blue Book now in 
cludes data on home laundry units 
which previously was published in a 
separate volume 

he Blue Books are a valuable aid 
to dealers because they provide printed 
proof of trade-in values, according to 
Gene Rankin, vice president of the 
National Appliance Trade-In Guide 
Co. He said the books reduce selling 
time, cut down demands on traded 
appliances, eliminate inaceurate ap 
praisals, and build greater dealer 
profits 


mows with a HOMKO 


POWER LAWN MOWER 


Gene Sarazen, PGA golf pro, gets first 
try at America's first 22” rotary... the 
new Homko Bearcat, Model RF-22. This 
heavy duty mower is specially designed 
for mowing and trimming larger lawns. 
Powered by a 2% h.p., 4-cycle Briggs & 
Stratton gas engine with recoil starter, 


4 


Contact your own 
distributor today or write 
direct for full information. 


Western Tool and Stamping Co. 


the world's largest producer of power lawn mowers 
Dept. £M-2, 2725 Second Avenue «Des Moines 13, lowa 
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CHILDREN’S 
CAPS 
ADVERTISING'S 
“MOST NATURAL" 
PROMOTION 


Pin Point Your Advertising Mes- 
sage... with Advertising Specialties, 
For a complete catalog illustrating 
the wide variety of colors and 
styles of childrens caps available, 
imprinted to your order, write, 


FABRIKO, inc. 


Green Lake, Wisconsin 


FABRIKO, INC. 
Green Lake, Wisconsin 


Gentlemen: 


Please send descriptive literature, styles and 
medels of “Childrens Caps” available for 
Advertising 


Name 
Address 


City 


ae. lee 
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FRIGIDAIRE’S Kitchen of Today exhibit is a companion feature of the Kitchen of 
1956 GM Motorama 


Tomorrow in the 


Today and Tomorrow 


Frigidaire blends the two in its kitchen exhibits 
which are now touring the country with the General 


Motors Motorama of 1956 


A Frigidaire Kitchen of ‘Tomorrow 
and a Kitchen of ‘Today are com- 
panion attractions of the General Mo- 
tors Motorama of 1956 which is now 
visiting key cities around the country. 

The Kitchen of Tomorrow, which 
debuted in New York in January, in- 
cludes several striking new, experi 
mental features, including 

A device that washes dishes with 
sound waves, 

A range that cooks without get 
ting hot, 

An oven with a glass dome, 

A magic recipe maker, 

A remotely controlled serving cart, 

A television telephone, 

A hot and cold beverage dispenser, 
and, 

\ refrigerator that can be loaded 
by a delivery man outside the house. 

Ihe food center includes a glass 
dome oven which permits baking with 
the food in full view. Surface cooking 
is done on a marble countertop, In 
duction heating units concealed below 
will boil water in a matter of seconds, 
without heating the marble. 

The food preparation center has a 
device that helps the homemaker find 
1 recipe automatically by delivering 
a card from a file of 1,000 when she 
presses a series of code buttons calling 
for a particular type of dish. This card 
is then inserted in the “magic” recipe 
maker. The unit is actually an IBM 
machine which measures the dry in- 
gredients required in the recipe and 
dispenses = at the press of a button. 

The ultrasonic dishwasher emplovs 
inaudible high-frequency sound waves 
and can oa, rinse, dry and sterilize 
a basket of dishes in only three min- 
utes. 

The self-rinsing sink features a 
warm air hand dryer, power-driven 
“pot scrubber,” and a water control 
which can be preset to any amount of 
water at any temperature, 


The planning center includes a tele 
vision tube so the homemaker can see 
callers on her T'V telephone, view the 
nursery or front door, or watch regu- 
lar T'V programs. The Bell System 
hands-free, distant-talking telephone 
also has a device which automatically 
dials any of 50 most frequently called 
numbers at the push of a single but 
ton. 

Today’s Kitchen. ‘The Motorama, 
which has New York, Miami, San 
I'rancisco, Los Angeles and Boston 
on its itinerary, also features a Kitchen 
of Today. Bridging the gap to to 
morrow, the Today Kitchen shows the 
“dream” features that are available 
right now. 

Mason Roberts, GM vice president 
and general manager of Frigidaire, 
said the Kitchen of Today is an “idea 
showcase.” He said, “It was built 
to demonstrate practical ideas in 
kitchen design that almost any family 
can incorporate into its own home 
whether building or remodeling.” 

Roberts predicted that a new era 
of kitchen modernization is about to 
dawn. “Twenty-five million American 
homemakers are wasting time, energy 
and often their own good humor 
working in outdated and inadequate 
kitchens. ‘There are that many homes 
in this country more than 30 years 
old, most of them with 1920-model 
kitchens.” 


Oops.... 


Frigidaire’s Kitchen of Tomorrow 
was erroneously identified in last 
month’s Erecrrica MERCHANDISING 
as belonging to Kelvinator. The 
Kitchen, of course, is a product of 
Frigidaire. While there’s no libel in- 
volved, stealing a kitchen is certainly 
grand larceny and we hasten to return 
it to its rightful owner. 
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Financial Briefs 


Several appliance firms reported 
their financial standings last month 
Che reports ranged from record sales for 
companies like Emerson and Magna 
vox to the million dollar, fourth quar 
ter loss of strike-bound Westinghouse 

Emerson Radio and Phonograph 
Corp. announced sales of $87,383, 
028 for the fiscal year ending October 
31, 1955. This all-time sales record 
was nearly $7 million above the pre 
vious fiscal year. Profits for the 1955 
fiscal year were $2,468,063, up 30 
percent from the preceding year. 

i. merson president Benjamin 
Abrams said, “There is reason to look 
forward with optimism toward the 
future, because of the many unex 
plored possibilities in the television, 
radio and electronics fields. The year 
1956 should show increased dollar 
volume by reason of (1) increase in 
the sale of color television receivers; 
(2) increased unit price from the sale 
of radio receivers, brought about by 
public interest in transistor radios; and 
(3) increase in air conditioner sales 
due to greater public acceptance and 
our more diversified line.” 

Magnavox sales for the last six 
months of 1955 were $34,000,000, a 
20 percent increase from the same 
period of the preceding year. Presi 
dent Frank M. Freimann said sales of 
high fidelity radio-phonographs had 
increased by 80 percent and the com 
pany was unable to keep up with de 
mand during the past five months. 

For 1956, Freimann predicts “a 
large rise in television as well as high 
fidelity radio-phonograph volume.” 

Westinghouse reported a net loss of 
$1,037,000 for the fourth quarter of 
1955. The company was on strike 
since October 17. In the first nine 
months, the company had net income 
of $43,839,000 on sales of $1,134,- 
431,000. For the full year, net income 
dropped to $42,803,000 on sales of 
$1,440,977,000. 

Profits in the previous year—$79,- 
922,000—were almost double the 1955 
total. Net sales in the 1955 fourth 
quarter were $306,546,000. President 
Gwilym A. Price said this volume 
came from 58 plants unaffected by 
the strike, from subsidiaries and from 
struck plants where workers have 
crossed the picket lines. 

The Siegler Corp. reports new rec 
ord sales and earnings for the six 
months of its fiscal year ending De 
cember 31. Sales totaled $7,018,467, 
compared to $5,777,635 for the same 
period in the previous year. Earnings 
were $613,855 in the 1955 six month 
period. Officials of the heater com 
pany see increased sales and profits in 
the future with the recent acquisition 
of the Holly Mfg. Co. 

Necchi-Elna sewing machine sales 
for 1955 were up 11 percent over the 
previous year. Sales amounted to al 
most $60,000,000, according to 
W. W. Cone, general sales manager 
of the company. 

Daystrom, Inc. had a 30 percent 
climb in profits during the nine 
months ending Dec. 31, despite a drop 
in sales. Net income was $1,295,000 
in 1955, compared to $997,000 in 
1954. Sales were $47,742,000 in 1955 
and $54,686,000 in 1954. 
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It’s Easy to SEE Why It’s Easy to SELL... 





the new 


SILL-O-ETTE 
AIR CONDITIONER 

















‘Talk to your Hotpoint Dis- 
itributor about Hotpoint’s 
liberal finance plan — 
makes it easy to buy... 


' ' 
easy to sell! 
‘ 


\ 








Here's the air conditioner with dynamic appeal for both men and women 


comfort, convenience, and colors! 
On the surface, it’s as sleek and trim and beautiful as a cover girl. The 


slim shape, tailored lines, and the choice of new decorator colors blend to- 
gether to make the Sill-o-ette the most attractive air conditioner in the world! 
And there are no knobs, buttons or switches in sight to detract from its 


distinctive appearance—nothing that even suggests ‘machinery’. 
Bur there's even more than eye-appeal—for beneath the elegant, colorful 
t B 


exterior of the Sill-o-ette beats an efficient and rugged mechanical system 





In Colors to Paint A New Sales Picture 
-eemade Extra-Thin to FATTEN your Profits! 













14 REASONS 


Available in % HP, 1 HP 
and 1% HP models 





ELECTRICAL 


places of business, even 
entire homes 
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> . 
Powered by a husky % or 1 h.p. motor, it features Hotpoint’'s famous Thrift- 
master” refrigerating unit, engineered for years of thrifty, dependable serv 
P ‘ ice. And Sill-o-ette uses no water, requires no permanent connections— 
needs no more attention than a sewing machine! 
See your Hotpoint Distributor soon! Have him introduce you to Hot- 
point's Sill-o-ette—the air conditioner with a new customer appeal 
There’s a Hotpoint Air Conditioner for Every Need, 
} 
Every Budget—and all at NEW LOW PRICES! 
1 ~—4 
! = 
| | apes 
| 14 
\ 
I 
NEW HOTPOINT ECON- NEW HOTPOINT 2 HP NEW HOTPOINT CASEMENT 
t OMY AIR CONDITION. AIR CONDITIONERS AIR CONDITIONER . com - 
ERS... designed for even most powerful Hot- pact, fits easily into casement 
the smallest budget point model for offices, or standard windows of every 
shape. 4% and % HP models 


} 
RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + DISHWASHERS + DISPOSALLS® + WATER HEATERS + FOOD FREEZERS + AIR COWDITIONERS + CUSTOMLINE 
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- = Air Conditione, 






* Removes Up te 
of water fr 
24 hours 


© Flexi 12 gation 
bie Installation from om the air every 
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“th inside fe flush Outside 


° Direct) 
nal Louver 
‘ 
Ceol air wherever direct 
"7 You want 
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Alr Changer Gets ri 


alr and od d eof Stale 


; ors in Seconds 
Avtomatic Pushbutton, 








. 
Avtomatic Thermostat 






dust, - td % HP 
Pollen, Other im and 1 
of n He 
Medel, 
* Distinctive, Extra.Th n 1. 
refrigerator 


+ Thriftmaster® Unie 
7. 
5-Year Protection Pion 





+ 
Twe Speed Blower 
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HOTPOINT CO. (A Division of General Electric Compony) 5600 West Taylor Street, Chicago 44, illinols 
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BILT-IN 
refrigerator 
& freezer 


* the first and now foremost 
built-in refrigerator and freezer! 


* the only built-in refrigerator and 
freezer with two years of 
successful proved product 
performance! 


* the only built-in offering 
25 custom colors and stainless 
steel and antique copper! 


‘Today there are more than 10,000 
Reveo Bilt-In refrigerators and 
freezers in fine homes all over the 
country. Revco originated built-in 
refrigeration and introduced it two 
years ago, Today, Revco Bilt-Ins 
are the recognized leaders in the 
field—specified by architects, de 
manded by contractors, requested 
by decorators and acclaimed by 
homeowners! 

With Reveo Bilt-Insa you get 
proved performance, a satisfaction 
feature not available in any other 
built-in 

Call your Reveo distributor to 
day. He will gladly tell you how 
you can add an exciting new charm 
and convenience to your custom 
ers’ kitchens 








‘ 

Remember...it’s the 
kitchen that sells 4 
the home... 


‘ 
‘ 


Deerfield, Michigan 


FREE! 
“TREND. SETTING Name 
“ITCHENS” 
A collection of 4 Firm name 





new kitchens trom coast-to- 
coast showing new layouts 


Colter echemes and the ‘atest Address 
vee of built-ins. Gend tor 7 . 
your copy today City 
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Magnavox Beefs Up... 


. . . its distribution with (1) the purchase of the 
Sparton TV line, and (2) a free 90-day service contract 
and a one-year guarantee on parts 


The Magnavox Co. made two 
moves last month aimed at putting 
more muscle in its distribution arm. 
The company bought the Sparton TV 
line. And it introduced the “Gold 
Seal Program’”—a three-month free 
service contract and a one-year guar- 
antee on tubes and parts. 

The purchase of Sparton from 
Sparks-Withington is “a natural” for 
Magnavox, according to president 
rank M. Freimann. “Magnavox has 
always sold direct to a limited number 
of carefully selected dealers located 
primarily in the major metropolitan 
areas,” the Magnavox chief said. 
“Sparton has done the same thing in 
the rural market. Consequently, Mag- 
navox can expand its distribution and 
increase its sales volume without con 
flict with its own dealer organization.” 

By late last month, Magnavox was 
already shipping the new line of TV 
sets to Sparton dealers. Magnavox, 
of course, picks up the servicing on 
Sparton radio and television receivers 
already in the field. 

Gold Digging Freimann thinks 
there’s gold in the mounting public 
resentment over T'V servicing, which 
he says has ‘become a scandal in the 
public mind.” He also thinks the 
‘T'V business is mature enough to offer 
the same sort of guarantee that other 
consumer durables do. Hence, the 
“Gold Seal Program.” 

The plan covers all Magnavox sets 
selling at $249.50 and up. Freimann 
said that 60 percent of his dealers 
have their own service operations and 
those that don’t will use authorized 
service agencies. Magnavox will pay 
the cost, according to Freimann 

lurning to color, Freimann said 
his company will bring out a new 
color sect this month in the $695 to 





FOR A CHANGE, Arthur Godfrey is look- 
ing at TV instead of appearing on it. He 
watches with CBS-Columbia president 
Henry C. Bonfig, left, at the recent na- 
tional convention in New York City. God- 
frey is part of the CBS-Columbia adver- 
tising coverage for the coming yeor 
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$700 bracket—$200 under the current 
Magnavox price. Freimann is cutting 
the price although he feels the indus- 
try made a big mistake when it con- 
cluded that color had to be less ex- 
pensive. “People who buy color to 
day are practically stealing it,’ Frei 
mann said. Unfortunately, they don’t 
realize it. 

In the future, Freimann sees more 
aggressive dealer support plus more 
color programming. This combina 
tion should make color click, he b« 
lieves. 

The acquisition of the Sparton 
business is expected to push Magna 
vox sales to the $100 million mark 
for the next fiscal year. Freimann said 
the new source of income should put 
an additional $15 million to $20 mil 
lion in the Magnavox sales column 





Television Briefs 





¢RCA has started production of a 
high fidelity tape recorder, the first 
to be made by the company. James 
M. Toney, vice president and general 
manager of the RCA Victor radio and 
“Victrola” Division, said, “We ex- 
pect the demand for tape recorders 
for the home and business to nearly 
double in the coming months.” He 
added, “Tape recorders could easily 
be a $100,000,000-a-vear industry in 
the very near future 


«Raytheon Mfg. Co. has doubled 
the production of two of its pocket 
sized transistor radios, according to 
Henry I’. Argento, vice president and 
general manager. [le said production 
ilso had been hiked on Raytheon’s 
other two transistor radios and the 
product generally is beginning to 
“catch fire.” 


¢ Magnavox recently opened a color 
television service school for its Mid 
west dealers at the Washburne Trade 
School in Chicago. A series of five 
day sessions is scheduled under the 
direction of Charles Kayhart, company 
service training director. General serv 
ice manager Ray Yeranko said the 
Chicago school will parallel courses 
offered in San Francisco and New 


York. 


e Canada’s electronics industry re 
cently turned out its two millionth 
TV set, according to Stuart D. Brown- 
lee, general manager of RETMA of 
Canada. Last year, a record 861,765 
television receivers were produced. 
Brownlee noted that Canada is now 
the third country in the world in 
number of TV sets in use and, with 
over 30 TV stations, it is number two 
in terms of telecasting facilities. 
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What’s the most-wanted 
electric range feature 7? 


In an impartial survey conducted among 2000 housewives all over the country’, 
the one feature most overwhelmingly demanded in an electric range was ease 
of cleaning. 

Sell more ranges faster by playing up ease of cleaning in your promotions 
and sales demonstrations. Show your customers why Tuttle & Kift surface 
units are easiest of all to clean (see below). Look for TK units in your ranges— 
talk them up for more range sales! 

*Survey conducted by Market Facts, Inc., Chicago 


TUTTLE & KIFT, INC. 











ec. éecreic MEATING ELEMENTS 


OEVICES + SWITCHES 4&4 CONTROLS 


1823 N. MONITOR AVENUE 
CHICAGO 39, ILLINOIS 


+ 


Hot coil can be flipped up instantly to Easier to clean! Coil stands by itself leaving Pans are extra deep. Smallest 


Pans are removable— wash as easily 
prevent burning of spillage below both hands free for removing spillage . holds 6 o7 


a5 8 dish 
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MARKETS RIGHT TO OUR STORE”... 


SAYS FRANCIS VILIMEK 
PARTNER IN VILIMER’S RADIO & TV, DES MOINES, IOWA 


That’s why your advertising dollar buys more sales action for your brand 
through year ’round schedules in Electrical Merchandising. 


At Vilimek’s, an alert team of brothers shares the operational responsibili- 
ties of a thriving business. E. L. Vilimek handles service management; 
brother Frank the buying and merchandising functions. 


“We would hate to have to get along without Electrical Merchandising,” says 
Frank Vilimek. “We both read it because the ads keep us up to date with what 
our competing lines have to offer and we know what's going on in our busi- 
ness. 


“No other publication which comes to us is as useful for its advertising con- 
tent as Electrical Merchandising. The advertising pages bring the markets 
right to our store. 


“In our business we feature TV and radio sets but also do a fine volume on 
major companies’ traffic lines like irons, coffee makers, vacuum cleaners 
and so on, 


“This is a pretty competitive business, you know—and it’s good to be able to 
have a good magazine to help you keep up to the minute.” 


Top appliance-radio-TV retailers rely on the advertising pages of Electrical 
Merchandising. 


Make Electrical Merchandising your year ’round market place. Put your ads 
7 : where ads are important to the trade. 


© ELECTRICAL © oun 
MERCHANDISING [i 


cover the market alone 





A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, WN. Y. 
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: ——— TV-Radio Abroad 
sae ie a if Set production in Britain last year 
To est ~ HOME-N-RANC : climbed six percent over 1954 to a 








: new peak of 1,689,000 sets, according 
i to the British Radio Equipment Man 


ufacturers’ Association. Home retail 
q ‘a sales came to 1,335,000 while exports 
s KING UNI rS a of television receivers amounted to 
—_= ; —— ~~ . - — —_— — - 
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6,000 units. 

BREMA also reports radio output 
for 1955 of 2,079,000 sets, with home 
retail sales running to 1,407,000. The 
figures include car radios. Exports 
amounted to 363,000. 

A McGraw-Hill World News re 
port indicates that the impact of a 

| general credit squeeze in Britain has 
brought about a shift this year from 
the direct sale of TV sets to rentals. 
The shift’ in consumer purchasing ; 
habits has already caused TV manu 
facturers to invoice sets to finance 
companies, from which dealers buy 
the TV receivers on normal install- 
ment terms—one-third down and 24 
months to pay. That way a dealer 
trebles his working capital and can 
compete in the television rental busi 
nes 
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OVEN BROILER UNIT 


For use with Natural, Mixed, 
Manufactured or LP gases 
without change. 
Unlimited possibilities for modern 
kitchen arrangement. 


@ Finished in Satin Chromium, 


c 


Copperloy or Stainless Steel 


In other areas 

Czechoslovakia claims to have 47,- 
000 'T'V sets in operation. A third TV 
station is now under construction at 
Kamzi in the Small Carpathian Moun 
tains. 

Reports from Lubin, Poland, in 
dicate that East German radio re 
ceivers, priced from $337 to $1,050, 
are now reaching that city. The aver 
age income of Polish workers is about 
$200 per month. 

I'V receivers marketed in the 
Sovict Union through state trading 
enterprises have been marked down 
by from 30 to 40 percent. Six models 
ranging in price from $550 to $725 
on the American dollar equivalent, 
now are priced from $425 to $600 


@ Oven bottom 36” from floor 

@ No stooping for observation of 
oven coor ng 

@ Roll-out broiler with barbecue 
depth broiler pan 

@ Oven racks fiustable to four 


heights 








GAS COOK-TOP UNIT 


Arranged in separated two-burner units, 
which may be installed with any desired 
width of workspace between. 


Sets Profit Stage 


Expected increased daily color pro 
gramming may cause set production 
to climb to half a million this year, , ‘ 
according to Benjamin Abrams, presi 
dent, Emerson Radio & Phonograph 
Corp., but that does not necessarily 
mean increased sales will contribute * « 
to increased profits. However, Emer 
son's president told a recent audience 
of New York Society of Security Ana 
lysts that “We are certain that 1956 
will set the stage for substantial profits 
from color television in years to 






ELECTRIC 83=— “51 
OVEN BROILER UNIT 


Convenient high-styled efficient new 
horizons for kitchens 
@ Finished in Satin Chromium, 

Coppe rloy or Stainless Steel 
@ Oven broiler units furnished in come.’ 

Mr. Abrams expressed confidenc 
that broad use of TV in this vear’s 
political campaign will expand produc 
tion and sales of both black and whit 
and color sets. Also that T'V receiver 
costs will remain high this year, with 


recessed type of stack-on type 
®@ Oven accessible without stooping 


® illuminated or plain oven door 
panels 


@ Fully autornatic, clock-controlled or 
manual controlled models 


ki rel PHILLIPS & BUTTOR | 
ELECTRIC COOK-TOP UNIT ORFF J__. 


Arranged in 2-Unit type, which afford greatest 





lower color ‘TV prices possible around 
the middle of next year. Remote con 


MANUFACTURING COMPANY trol features, he expects, will add to 





















flexability of installation. Established 1858 the unit sale price of black and white 
ets, but will at the same time appeal 
NASHVILLE, TENNESSEE to second set buyers in the coming 
j : . veal 

Serving Value Conscious America for nearly one hundred years. In two or three decades, in view of 

Ex — en - a. a — ee ’ 7 
—SS——————" —- = —— —2.=S oe SSE Emerson's president, the electronics 
A —_ i a _ ———— - industry will become the largest in the 

— - cc country 
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Announcing a great new sell-up line of RCA Victor portables in 
the non-breakable “IMPAC” case that made portable history! 


Handsome new styles! Wonderful new sound! 
Full five-year guarantee on “Impac” case! 


RCA Victor announces a full new line of portable 
radios — in the “Impac” case that won’t chip, dent 
or crack! Improved, up-to-the-minute models of 
the portable that outsold all others in 1955! 

At every price — from $27.95 to $139.95 — RCA 
Victor offers new styles and colors — plus ear- 


cit 
' 





filling “Golden Throat” tone. And best of all, 
the famous non-breakable “Impac” case — backed 
by RCA Victor’s full five-year guarantee! 
Within a few weeks, millions of televiewers in 
every state will see the “Impac” case “‘crash-test- 
ed” from a hovering helicopter. Millions more will 
hear the same test on the radio. Top newspapers 
and magazines will carry the great news to every 


city and town! 

With great new features like the new “Wave- 
finder” Directional Antenna that turns until you 
find the strongest signal and the guaranteed non- 
breakable “Impac” case in a rainbow of colors 
plus famous “Golden Throat” tone — RCA Victor 
gives you the chance to sell portable radios like 
you've never sold them before! 





Lowest priced RCA Victor 
portable in non-breakable “Im- 
pac’ case. Plays 3 ways! “Golden 
Throat” tone. In flame, two-tone 
green or two-tone gray. The Ship 
mate. Model 7BX5. $29.95. 





High-style 3-way portable 
with new precision tuning new 
““Wavefinder’’ antenna. Non- 
breakable “Iimpac”’ case, In aqua 
or gray. The Wanderlust. Model 
7BX7. $39.95. 





3-way portable with extra 
marine band! New 'Wovefind- 
er’ antenna, In surf green non- 
breakable ‘Impac” case. The New 
Yachtsman. Model 7BX9. $69.95. 





Compact 3-way portable with 
new “Wavefinder” antenna that 
turns for strongest signal, In gray, 
antique white or aqua, Non 
breakable “Iimpac” case. The Mid 
shipman, Model 78X6, $34.95. 





New sensitivity — new selec- 
tivity! Extra-powerful 3-way 
portable with “Wavefinder” an 
tenna. In gray of aqua non 
breakable ‘impac” case. The New 


Globe Trotter, 7BX8, $49.95, 





New 7-Band portable powered 
to pick up the world! Plays 3 
ways, Telescoping antenna, Gen 
vine tan cowhide case, The Strato 


World Il, Model 78X10, $139.95. 


More fast-selling RCA Victor portable favorites 





Lowest priced RCA Victor 
portable! No bigger than a 
book, battery operated, with 
room-size volume. In red or white 
polystyrene case. The new Per 
sonal. Model 684. $24.95. 


i | 








Tiny ... and the tone’s terrif- 
ie! Transistorized portable in non 
breakable “impac’’ case. Weighs 
less than a pound. Two-tone alu 
minum and gray. The Transistor 
Six, Model 7819. $65.00, 
Transistorized! Portable with 
bottery life of over 500 listening 
hours. “Golden Throat” tone 
Bound in rich blond leather. The 
Transistor Seven. Model 76110 
$75.00. 


, 


a 





RCA VICTOR 
CRASH-TESTED! In a rugged test-drop from a hovering helicopter, the non-break- ' A i 7 . 


RADIO CORPORATION OF AMERIC 
able “Impac” case came out intact! Not a chip, dent, split or crack! CAMDEN 8, NEW JERSEY 


A ‘ 4 batteries. Suggested t prices showr bi« change without notice. Slightly higher in Far Weer and * 


See the actual “crash-test’’ on Martha Raye Show, Apr 7, Milton Berle Show, Mey 15, and on the spectacular ‘Producers’ Showcase,’ Moy 28, 


ELECTRICAL MERCHANDISING—MARCH, 1956 PAGE 303 








INFORMAL BULL SESSIONS like this one pre- 
sided over by Harry Price (foreground) and... 


SPEECHES from 
NBC’s Pat Weaver give dealers attending 
the annual NARDA convention a chance to... 


industry figure 


like 


LEARN MORE ABOUT THE 


If the recent convention of the 
National Appliance, Radio-I'\ Deal 
ers Asso in Chicago could be 
iid to have a theme, it might be 
Let's Learn More.” 

| ich year 


mhon 


ill over the 
country, Canada and a few other far 
off places gather for a three-day meet 
ing that exhausts them of everything 
but ideas. Afterwards, tired and weary, 
they climb aboard planes and trains, 
briefcases bulging with enough notes 
ind memoranda to keep them busy 
for many a day 

These are the most important re 
ports, decisions and comments mad 
at the meetings 

“Until color TV came along | never 
realized that black and white is a fake 
Liow’d you like to live in a world of 
black and white and gray?” NARDA's 
board chairman, Mort Farr, Upper 
Darby, Pa., sounded a clarion call for 
dealers to get out and sell color 

Farr told his audience 
get better color pictures 


dealers from 


“we'll never 
than we have 


today so don't wait for them.” He 
believes lower costs and improved 
transmission with heavy increases in 


programming will split the color mar- 
ket open this year. Most important, 
said Farr, is that we must believe in it 

Programming has held back color 
but we now have five times as much 
18.4 year ago and more is coming this 
year. Quality is also much higher. On 
price, said Farr, go after people who 
can afford to buy at prices 
Show them it’s the best value on the 
market today for $800. Compare its 
cost to that of an automobile or even 
a high ticket electrical appliance 

By the end of 1956, Farr believes 
that the price will be down to $595 
and the next year will probably drop 
to $495 
drawback 


tod iV Ss 


Picture size is no longer a 
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Principal factor that’s held back 
sales, declared Farr, is that most deal 
ers haven't gone out found the 
market. “It’s only percent so 


ind 
one 


you've got to be selective.” Farr sug 
gests more free demonstrations and 
placement of sets in bars and restau 
rants. 


Watch your lighting, he cautions 
Reflections or direct light on a color 
screen can spoil the entire effect. A 
few dealers, he said, really merchandis« 


and sell and he cited a Baltimore dealer 


who had 
houses 


sold 1,000 sets. Discount 
aren't selling them because 
“nobody walks in and says ‘give me a 
color TV set’.”’ 

l'arr looks for new leader 
hip” in color TV from manufacturers, 
aiys some of the big ones may be left 
behind. 

Selling Builders. It's not justifiable 
for dealers to sell in carload lots. This 
business should be handled by the 
distributor and if he doesn’t offer 
service, there should be an override to 
the dealer for this. function. The re 
mainder of builder and this is 
the bulk of them—should be channeled 
through dealers who have strong sales 
forces to help builders 

This is the philosophy of Robert 
Hopkins, Hopkins-‘Smith, Hollywood, 
Florida, who says his firm is in the 
builder sales business and expects to 
stay there. He thinks it’s ludicrous for 
dealers to expect special prices for 
merchandise sold to builders; dealers 
should place orders for future delivery 
at agreed prices based on anticipated 
business 

Hopkins declared that “builders 
have grown fat on profits that should 
have gone into distribution” and he 
offered these thoughts to dealers who 
want to increase their sales to builders 

First, the dealer must analyze the 


sOTTIC 


sales 


reasons for and against getting into 
this phase of the business. If he 
doesn't want to do it right he 
houldn’t do it at all 

Although profit is low, volume is 
high and builder sales can help make 
the dealer headquarters for future put 
chases by the consumer. 

Adequate financing is essential. A 
rule-of-thumb, if you can’t operate a 
normal retail business without con- 
stant borrowing, don’t go into the 
builder sales end of things. 

Don’t try to handle more than 
one line and don’t try to compete 
with another dealer handling the same 
line. 

Hopkins closed with a warning that 
dealer selling to builders is “the only 
way to keep manufacturers and big 
distributors from becoming monop 
olistic and putting us out of business.” 

$12,000 Net On Detergent Sales. 
A dealer who has made real money 
selling detergents is Don Root, Root 
Appliance Co., Cleveland, Ohio. Root 
says his company sells some $100,000 


worth yearly and, last year, netted 
$12,641 from these sales alone. This 
is how it’s done. 

Root buys automatic washer and 


dishwasher detergents at 14 cents per 
pound. He sells about 40,000 Ibs per 
month through telephone solicitations, 
and direct mail. Root hires house- 
wives to make the phone calls from 
prepared list of customers that show 
last purchase date of an appliance, 
type of equipment used, size of family 
and other supporting data 

His workers call some 20,000 Root 
customers about three times yearly and 
find that very few housewives object 
to the solicitation. If they do, Root 
said, their names are immediately 
stricken from the lists. After Root’s 
talk, a motion was made and carried 
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that NARDA appoint a committee to 
investigate Root’s recommendation 
that a special or private brand of 
detergent be packaged for NARDA 
members’ distribution only. It was 
emphasized that NARDA has no in 
tention of going into private brand 
merchandising of other products. 

Someone’s In The Kitchen. ‘The 
kitchen business, at least as far as 
remodeling and installation of built 
ins, has been argued both ways as an 
appliance dealer’s item. Emphatic and 
articulate George Pazik, Pazik Ap 
pliances, Milwaukee, took the stand 
for the second year running to plead 
for the cause. This year, however, 
Pazik took issue with sales training— 
and the lack of it—offered by manu 
facturers to the dealers. 

Said he, “Last week (during winter 
markets) I visited the two Marts here 
in Chicago and talked to every major 
manufacturer I could find available. 
For each I had two questions, ‘Do you 
presently have a program to train, aid 
and assist your appliance dealers to 
enter the kitchen business?’, and the 
second question was always, “Why 
not?’”’ 

Pazik claims he found no manufac- 
turer has such a program ready to go 
but he was impressed that everyone 


he talked to took the matter very 
seriously and he feels that “concen 
trated efforts by some of the best 


brains in the industry are bound to 
produce results.” 

Pazik offered the following 
gestion as at least a partial 
to the problem 

~Manufacturers—must begin to 
think in terms of complete kitchens. 
Modular packages now being tried 
will sell but this is only part of the 
answer. Be sure you get the right 
people in your organization to plan 


sug 


solution 
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POST-CONVENTION sess 
h 


rf 


use explaining a proposal t 
Texas Electronics Assn 


dealer Forest Baker and Van J 


a9 


ion finds Michael Ranalli and Dan Halpin of Westing 


Roark, president of 


BUSINESS 


kitcl ducts and the merchandis 
in r ft n—they should come from 
th line Clarify builder 
il Increase national advei 
ti f complete kitchen ‘each 
th ice dealers to make fast 
i ferably by the use of minia 
ture | ide dealers with complet 
information and help on financing, 
disp itions with subcontractor 
mnt t forms and all the other de 
tails that are peculiar to the busine 
Distributor hould start survey 
ing the market to see how best they 
can become involved in the kitchen 
busin Study special advertising 


and promotion, layout and display. 


Develop sales training for dealers, and 


hire a planning and installation con 
ultant. Provide for local financing 
where needed, offer dealers legal ad 


vice and look into the possibility of 
installation crews in metro 
or a list of subcontractors 


furnishing 
politan area 


willing to do the work. Arrange for 
the services of a color consultant and 
pe ialists in decorating, floor covet 


Be 


ings and other collateral interests. 


ure you carry sufficient inventory 
Find out what the dealer wants and 
need 

Dealers—Prepare for the business. 
Study your present operation and try 


to reshape it to accommodate the kit 


hen busine Survey marketing areas 
to t line on business potential 
l'all er the problems with distrib 
ut ind manufacturer personnel 
l'reat kitchens as a eparate depart 
ment from ordinary appliance sales 
Keep up on local housing trends and 
tudy the national situation. 

Che only limits, said Pazik, are in 
men’s minds. The potential of the 


as big as you think it is.” 
Reason. Sales or special 
hould be 


HOUSITIN 
Have a 


promotion 


scheduled only 
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MERCHANDISING—MARCH, 


when the dealer has a sound and leg: 
timate reason for running them, said 
l'om Carmichael, Burns & Carmi 
chael, Seattle, Wash. 

loo many sales is sort of like the 


boy who cried “wolf” too often and 
peopl are apt to think of such a 
tore as a “sale” or “discount” house 


aid Carmichael. ‘Timing is :mportant 
ind advertising should be carefully 
prepared locally, not drop-in mats 
supplied by a manufacturer 

Carmichael divides promotions into 
five classifications: clearance promo 
tions, pre-season and post-season pro 
(white 
anniversary or special events 
promotions and traffic stimulator: 
He suggested not more than three o1 
four promotions per year 

Be sure, he said, that customers 
know why an event is special and he 
added that local economic conditions, 
tax payment time and paydays ar 


motions goods have no sea 


sons), 


three factors to watch when plan 
ning 

Paint ‘em And Clean ’em. “Ap 
pearance said George Johnston, 


Johnston’s Appliances, Minneapolis, 
“is the most important thing in the 
used appliance business.” Especially 


late models, said Johnston should be 


repainted in new colors and they 
should be clean and thoroughly sami 
tized. “Money spent for respraying, 
refinishing and polishing comes back 
many times over.” 

Johnston said his used sales are 12 
percent of the total and he doesn’t 


overhaul used appliances. ‘““We make 


‘em work and let ’em go.” The future 
of the appliance business, said Johns 
ton belongs to the dealer who met 
chandises the used along with the 
new and has a service department 
that can “‘back up the new and glorif; 
the old 
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ANIMATED DISCUSSION is in order as Clarance Newberry 


point 


argues a 


ge. 


with George Lazar, also of St. Loui 


convention in Chicago recently 


DEALERS Harold Witham, 
Flint, Mich., 





NEW PRESIDENT Don Gobbert, left, accepts congratulations from Ted Osberg, 
center, of Riverside, \\|., and Waldo Benger of Minneapolis 






left, of Bakersfield, Calif,, 


visit during a lull in convention program 


at 


and 


left, 
the 


ri 
stuart 


annual 


of St 


Greenley, 
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LEARN MORE ABOUT THE BUSINESS continued) 


his 


PROGRAM SPEAKERS George Pazik, left, of Milwaukee, COVERAGE of last year Institute of Management in ELECTRICAL MERCHANDISING ho 
and td Hegarty of Westinghouse chat before they take lealers attending NARDA convention Thi the school will double its enrollment 
dealer to attend 


tond 


year 


their place on the speaker’: 


‘4 


MORT 


' TH MIRACLE Mit co 
MON FASTER MALTIE 
SIROME «SAVIN OTLAM 
AND ORY OW THe 
WORLDS GREATIST 
ATPLIANC) 


; 


py 


TN A 
be NESE 


aa.) 


suide 


TRADE-IN EXPERT Gene Rankin, center, of National Appliance Trade-|r 


G. Zimmerman, Jr., left, of Elkhart, Ind 


s Bert Johnson who convulsed dealers with 
rt wry 


Iron which he answers questions for L 


HIT of the convention wos Graybar 
Hellahan of Wisconsin Power & Light 


pitch on his lron Faster, Master Stroke Saver, Steam and Dry 


billed modestly at the world’: greatest appliane e 


ONE MILLION ‘Texas bucks” are displayed by John 
Kelly of Muskegon as Chet G. Menhuis of Muskegon 


Maytag looks on 


COLORADO SPRINGS dealers get together in a Chi 
cago hotel corridor during convention. At left is Bill 
Jourdan. With him is W. G. Gilmere 


CANADIAN VISITOR Herb Caplon provides interna 
tional flavor as he visits with NARDA chairman Mort 


Farr, of Upper Darby, Pa 
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FARBERWARE 
ELECTRIC FRY PAN 





*The secret’s in Farberware’s 
exclusive thermostat plug! No 
other electric skillet has it... 
no other electric skillet is so 
easy to use, so easy to clean 
as the new Farberware 
Electric Fry Pan! 10% 
and 12 inch Sizes. 






















EXCLUSIVE, 
: 2 NEVER-BEFORE 
| FEATURES! 


@ All stainless steel! 


@ Thick aluminum-clad 
bottom! 


@ Heats evenly, cooks faster! 
@ Washes easily and safely! 


NATIONALLY 
ADVERTISED! 


Your customers will be reading 
about the new Farberware Electric 
Fry Pan in large advertising space. 







but only the new FARBER. 
WARE ELECTRIC FRY 
PAN can be completely 
immersed in water, 


handle and all! 








Some electric skillets can 
be immersed this far... 


and some this far... 













Be first to feature it— ORDER NOW! 


S. W. FARBER, Inc., New York 54,N. Y. © Makers of stainless steel cookware with that wonderful aluminum-clad bottom! 
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Factory - to- you prices. Increased 
profit. More sales. Complete fac- 
tory service. Sales-helps, mats 
available. 
@ COMPLETE LINE OF MOD. 
~— ERN HIGH QUALITY WRINGER 
WASHERS — A MODEL FOR 
EVERY BUDGET — POPULAR 
PRICES 
@ TWO FULLY AUTOMATIC 
WASHERS WITH MATCHING 
DRYERS 








OO 


. at boporh | 
aoa 


CALL KELLOGG 60 


Hral\nirs 







WASHER COMPANY, KELLOGG, iOWA 
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AAT, ‘720-8 
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LEARN THE BUSINESS 


iw 


SALESMAN OF THE YEAR is Harry D. Strohman, second from left, Justice Bros 


Newport, Del. ‘‘Miss Delaware”’ 


at the NARDA Convention 


I'his is his check list for selling used 
merchandis« 

(1) Display used merchandise sepa 
rately from new, and use dim “night 
club” lighting 

(2) Don’t try to switch customers 
from used to new merchandise as a 
regular practice. Used market should 
not be a “come-on”’. 

(3) Cater to used buyer's vanity 
Like an automobile salesman, tell 
him how smart he is to let the orig 
inal owner take the heavy deprecia 
tion. 

(4) Give used buyers a strong guar 


antee and live up to it. 


When selling new merchandise to 
the replacement buyer, Johnston 
warned against giving appraisal until 
the customer has decided on what he’s 
going to buy. Then get full details on 
the appliance to be traded and write 
them down in front of the customer 

Set Price ‘lo Make Profit. Outgoing 
president, Harry B. Price, Jr 
Norfolk, Va., 


> Price’s, 
strongly urged dealers to 
refuse to handle merchandise on 
which there is no profit.” He told 
dealers they must set their own selling 
prices based on their profit margin: 

‘If you don’t like a distributor's 
products or his methods, don’t buy 
from him. It is your right to have 
the best possible, and the most profit 
ible, merchandise.’ 


Said Price, thi no field for the 


casual dealer—it’s for the career dealer 
Li prodded dealer to wus th 
l'rade-In Blue Books, NARDA’s a 


ounting system, attend the annual 
Institute for Management and _ at 
tend NARDA meetings 
tions 

Later, Pric successor, Don Gal 
bert, Gabbert’s, Minneapolis, told th 
group that employes in stores want 
to feel important” and that this feel 
ing should be catered to. The new 
NARDA president said that direction 
and guidance of employees in consid 
eration of what is important to them 
is highly important. Gabbert said that 
a survey among employees showed they 
want to be apprec iated more than any 
other one thing 


Up The River. 


ind conven 


It's time for the 


MARCH, 


ond “Miss Pennsylvania’’ 
appliance merchandising manager, Ladies 
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assist Georges J. Birgy, 


Home Journal, make the presentation 


major appliance triad—manufacturer, 
distributor and dealer—to start sell 
ing our industry up the river, not 
down,” declared General Electric's 
C. W. (Web) Theleen, manager, cus 
tomer relations. 

Theleen said dealers should stop 
apologizing for price and should con 
centrate on selling the real value story. 
He compared automobile selling with 
its base prices plus innumerable ex 
tras as an example of his point. There’s 
no quibbling or cringing by the auto 
dealer, he said. 

Five fundamentals were offered by 
Iheleen as essential to improved re 
tail business 

(1) Select a full line 

(2) Develop a store personality and 
code of ethics to gain consumer con 
fidence. 

(3) Accept new trends lik 
ins with an open mind. 

(4) Believe in the future of the in 
dustry. It’s just crossing the threshold 
of creative design 

(5) Tell the story of the 
to customers and make 
it 


built 


industry: 
them believe 


Utility Support. During this vear, 
six valuable aids are planned by th 
Edison Electric Institute for appliance 
dealers. J. R. (Bob) Waters, Monon 
gahela Power Cx tresses the impor 
tance of the EEI dealer coordinating 
committee of which he 
“The welfare of the 


is chairman 
dealer and th 


utility,” he Lid ire linked insep 
arably togethe: 
The six 


1) National Electric Weck—fea 
tures Edison’s birthday and importance 
ot satety 


2) Coordination program—for man 


ufacturers, distributors, dealers, utili 
tics and electric leaguc 
(3) “Operation Home Impro\ 


ment—56 the year to fix.” Year-long 
promotion to stimulate remodeling of 
kitchens and rewiring 

(4) National Radio-TV Week 

(5) Live Better Electrically pro 
gram—will fit any type of appliance 
promotion 

(6) Continued support of electrical 
living by consumer and trade press 
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Watch all eyes turn to your new + TOP-FLITE TUNING 


provides sharper, instant channel-to-channel 
tuning. Easier to reach! Top of the dial! 


* SET-AND-FORGET VOLUME 
lets viewers relax—holds volume constant for all 
channels with no retuning each time you turn on set! 


























































































































. ‘ 
The NEW Du Mont 
TRAINOR 
Diagonally-measured 
{ 21-inch picture. 
A brilliant new “Convertible” 
i ] by Du Mont—complete with 
a removable brass-tipped 
ws ™ matching legs! Mahogany or 
e limed oak grain finish, 
Sensational Values... 
Sensational Features... * PICTURE MAGNET CHASSIS 
with extra-capacity parts and circuits for 
Yours for Sensational Sales! best performance and longest life! 

: ; . ‘ me ; é ¢ FACTORY-BUILT QUALITY 
Complete with matching brass-tipped SDAP eindidliine cnitiiabion tom dos 
legs at no extra cost! They win sales! i, 1, i, full customer satiefaction| 

' . Fi \kIIPA S y Me 
fig 
| TON a 
1A ‘ 
or sell them with this optional or “step up” to an optional ’ ' “au ' 
Du Mont Table Base Du Mont Tandem Table! . ' 
The merchandising possibilities are terrific! 4 ' 





The NEW Du Mont 
TRAVIS 
Diagonally-measured 
21-inch picture. 

Another new Du Mont 
“Convertible”. Smart modern 
styling with extra matching 
legs. Mahogany or limed 

oak grain finish. 










To help you sell — 
Du Mont Telesets* are advertised regularly 
in @ The Saturday Evening Post ¢ New Yorker 
© Sunset ¢ Progressive Farmer © Holiday « 
Ebony © Sports Illustrated « 
National Geographic 








CALL YOUR DU MONT 
DISTRIBUTOR NOW! 


, aa 








*Trade Mark 
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They’re Coming to YOU For 


Cummins. 
2 BIG sonus suys 


YOUR CUSTOMERS SAVE $10 ON 


XAW. 




















You're IN the “Fix in ’56” 
profit picture for sure with 
Cummins 2great Bonus Buys. 





d Here are extra - spectacular 

an values in the finest home pow- 
SAW TABLE er tools —that will build your 
COMBINATION traffic and sales to a new high! 
Every family in your area will 

BOTH FOR join the 1956 nationwide home 


improvement 
campaign.Get’em _ gievto, 
comin’ to you for ae 
Cummins famous 
Power Tools. 



























Customers Get a $495 
oe SCREW DRIVER 
ATTACHMENT 


You Make Full Profit 
Great combination for 
Bigger Unit Sales, 


Turnover 
et + Expires June 30, 1956) 








Cummins 
BONUS BUY 
No. 













ith purchase of Cummins , 
Drill Kits 3051-S, 3052-5, 3062-5 


(Offer Expires April 30, 1956) 


You Get > rmi!- 
Special 
50/40 


Discount 
on the 


Driver 
seryed ight nk No cre anig 


vou cet FREE 


MERCHANDISING AIDS 


Your jobber will gladly supply 
you with Cummins counter dis- 
plays, newspaper mats, envel- 
ope stuffers, metal pegboard 
—— stand, banners, custom. 
er hand-outs — everything to 
help ou do a whale of a oailing 
job! They’re all yours FREE— 
with your order for Cummins 
Bonus Buys. Act now! You'll 
be glad you did. 


Powerful National 
Advertising Will Reach 


74,500,000 
PEOPLE! 


—including all 
the best prospects 
in your area 







POST 


Powerful advertising in 
leading magazines will 
pull more people into 
your store! Ads featuring 
these spectacular Cum. 
mins Bonus Buys, direct 
them right to you, the 
CUMMINS DEALER, as 
the place to buy them! 
It’s the biggest of all 
Cummins nation-wide 
promotions -to make 
more profits for you! 
Don’t let this opportuni- 
ty slip by — contact your 
Cummins jobber, or rush 
the coupon below. NOW! 


Cummins Portable Jools GV Ga 4elti 1¢), me eh a 


MADE BY John Oster Menvufacturing Co., Dept. EM2 
5055 N. Lydell Ave., Milwaukee 17, Wis. 


Please rush full details on the Cummins Bonus 
Buys Program. 











City Srete 





! ' 
| | 
| 
| | 
. | 
| 
= ad 


an ee em arsemmenan® 10064. 0.8. 6. cena en 


LEARN THE BUSINESS continued 


offering unlimited m« rchandising op 
portunities 

Small Dealer Financing. A study of 
140 dealers throughout the country, 
aid Emerson Morris, vice president, 
National Bank of Commerce, Chicago 
indicates that all and espe 
cially the small ones~should confer 
often and regularly with bankers 

Dealers, said Morris, must become 
well acquainted with all banking sen 
ices. Then they must select the 
ice that is best suited to their 
busines 

Other Highlights. Sale of a hi-fi set 
is only half the Dealer 
carry hi-fi records to operate 
torily. At the time 
should try to sell of records 
Some dealers find a time payment plan 
for phonographs and records works 
out well, said James M 
president RCA Victor 

I‘here’ll be a continued trend to a 
few big companies in the appliance, 
radio- T'V industry. Reasons: manufac 
turers must diversify to insure exist 
Huge capital is needed; labor 
have tripled but cost of goods 
has been held down because of eff 
cient production. Big plants can level 
out the peaks and valleys—provide 
teady employment. Full-line manu 
facturers can sell mixed carload ship 
ments, Distribution and advertising 


dealers 


sCTN 


own 


sale must 
satisfac 
set is sold, dealers 


i library 


Loney, vice 


cnce 


costs 


promotion costs can be spread over 


many products instead of a few. Man- 
ufacturers can spend more on research 
and get the cross benefits of diversif 
cation, said John D. Craig, vice presi 
dent, Westinghouse 

NARDA Management Institute ex 
tends roll this year to 100 from 50 


last vear. There will be four instead 
of two on the faculty. Some new sub 
jects will be introduced and _ the 


course will be designed to appeal to 
those who attended last year as well 
as those who did not, said Harrv Price, 
past president, NARDA. 

Champion salesman of the year in 
the Ladies’ Home Journal annual com 
petition was Harry D. Strohman, Jus 
tice Brothers, Newport, Del. Stroh 
man was presented with a silver plaque 
and a check of $500 by Georges 
Birgy, appliance merchandising man 
ager, Ladies’ Home Journal. 

Ihe new officers elected to NARDA 
were Don Gabbert, president; Tom 
Carmichael, Emerson Dole, The Ap 
pliance Center, Wichita, Joe Fleisch 
aker, Will Sales Appliance, Louisville, 
vice presidents. 

John K. Mooney, Broyles Electric 
Co., Marion, Indiana, was re-elected 
secretary; Victor P. Joerndt, Joerndt 
& Ventura, was re-elected treasurer of 
the organization 

I'wo new board members are George 
Johnston and Harold Witham, With 
im’s, Bakersfield, Cal 





ELECTRICAI 


IDEA FILE 


photogr iphs 


filter 


for another room in the house 





MERC 
ot 





CALL BACK FORMULA for air conditioners is easy with the aid of a free 


The filter itself is inexpensive, and use of it as a gift affords not 
only the opportunity to reestablish contact with past buyers of room coolers, 
but also helps to put them in the mood for purchase of an additional unit 


dealer 


HANDISING will pay $10.00 for accept 


ideas imilar to the one below 
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From the makers of famous 
Universal Gas Ranges... 


the first 
really new 


home heater 
in 20 years! 


So revolutionary it guarantees constant 
floor-to-ceiling comfort at all times .. . 
just like costly central heating! 


No more customer complaints about cold floors and burning 
hot ceilings. Never another nasty word about drafty-off- 
and-on heat blasts. The new Universal Constant Comfort 
Gas Heater brings the most modern central heating principle 
of constant heat circulation to “space heater’’ homes. Auto- 
matically maintains even temperatures throughout the rooms 
at all times. Yet it costs /ess than some ordinary ‘space 
heaters” and requires no extra installation. 











New sales appeal in every new feature! 


Never in home heating history has there been a heater with 
so many features customers have long hungered for. 
Fiberglas insulated cabinet, always cool and safe to 
touch, Beautiful new space-saving design. Complete 
air filter system—and many more that make the 
newest “space heater” you've seen old-fashioned, 


Rush the coupon for details today! 


National advertising is all set for the early Fall 
selling season. The replacement market alone 
will be tremendous plus fast-growing new de- 
mand for use in motels, house trailers, recreation 
rooms and hundreds of other locations. Youcan't 
afford to miss a moment of it. So act now, ra 


the new 


ad 









CONSTANT 
/ COMFORT 
| GAS HEATER 


for LP or city gas 









* iC 


r -—“—“me —<seen en eeanm ““eeee - “28 


Cribben & Sexton Co. 700 W. Sacramento Bivd., Chicago 17, i 


Gentlemen Please rush complete information eboul the 
special money saving advantages of placing my Universe! 
Constant Comfort Ges Heater order now 


your name 
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AND PERFUME AND YOU 


CRO QD 
ces TY SE Ts PRESENT 


The Sweetest-Smelling, Sweetest-Selling 
Premium Promotion a Dealer Ever Had 7 € 
CROCQD 


TERE PLOT IiNW 42 ACTS: 








| Act I: April 11th, 8:00 p.m., E.S.T. Act II: The next morning. 








= Arthur Godfrey charmingly Impatiently whisking husband and kids off to their 
invites his 11% million fe- daily labors, our heroine (your prospect) descends upon 
male listeners to accept a your store for her perfume. You have cleverly set the 
free gift of fabulous Sorti- stage for the occasion by bedecking your store with 
lege Perfume from you, their banners, signs and other such props. 


friendly CBS TV Dealer. A= 
















— 


PO ae eof) CB 
SS he 
Ff 
vy \e 
‘ 











veg 


Act III: Half an hour later. Act IV: Evening of the next day. 








You give her the promised Sortilege—but only AFTER ' x Scented with Sortilege 
| you have brilliantly demonstrated that your new 1956 ¥ and sold on CBS, she re- 
CBS TV Sets, with their 9 Most Wanted Advances, give _ turns with her husband 

her More of the Best than All the Rest. : n@ in tow. You write the 


happy ending on an or- > 
der blank. 


























to draw jie) and turn scents into dollars with 
prospects \“~/ this spectacular promotion for 


for this CBS TV SETS 


MADE BY A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM 
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, ‘ 
, ¢ 
SHOW PROVIDED OPPORTUNITY for field men to discuss industry problems with company executives. Here, in the Silex booth, district 
managers Norman Elrod (center) and William Massengale visit with president Stan Ford, left 
The Housewares Show 
Visitors to Navy Pier find relatively little in the way of new products but plenty in the 
way of comments on industry problems like lower prices and reduced margins 
" 
Breaking attendance records at trade price without disturbing distributor 
> « hows is getting to be a habit. Surely and retailer margins but most of th 


the 10,000 or so visitors at the Na reductions affected just about every 
tional Housewares Manufacturers As body's profit 





ociation and the Independent Exhib The natural and logical conclusion 
itors Shows in Chicago proved no to these moves was that considerabh 
exception, Both the Navy Pier and — increased retail volumes will be needed 
the Morrison Hotel were swarming to take up the slack. Some buyer 
with peopl from the first moment the thought this will mean fewer retail i 
doors opened outlets as the smaller operators curtail 
New products were few but thi or drop electric houseware iles 
didn't seem to dampen the interest Others thought the most drastic effect 
md enthusiasm of eager buyer bre would be shown in discount houses 
quent checks with manufacturers in ilready working on |e than average 
dicated they were, for the most part margin 
vell satished with the kind of trafhy Whiatever the final shape of things, 
that jammed the aisles, filled the buying was brisk and greater emphasis 
booth was attached to merchandising and 
The recent General Electric reduc promotional plans (A similar reaction 
tion of prices and trade discounts on was observed at the winter home fur 
most electric housewares (Electrical nishings markets in Januar his 
Merchandising, February, 1956) pre gave rise to the prediction that some 
A FEW ATTENTION-GETTING products were unveiled during show. Among cipitated a flood of imitators among dealers will intensify selling efforts 
them was Nu-Tone’s “in-built” mixer-blender-knife sharpener competitor Some reduced retail this year 


PICTURES ON PAGES 314, 315 
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HOUSEWARES SHOW Continued) 


— 
— 


alll 


3 
e..*”- 
z y 
HAPPY SMILES ore the order of the day as buyers and company executives look over the new ED SNYDER, left, Norfolk Distributors, Norfolk, Va., looks over specifica 
Cory room cooler ) left: Norman Schiegel, adverti ing manager, Cory; Arthur A. Ettkin tions of General Electric electronic clock with Dallas Edward G-E 
and irving A. Farbman, both |. Lehrhoff & C Newark, N. J and Harry Roehm, Cory New York 


ale manager 


BURIED in details are L. S. Robin. left. Camfield Manufacturing Co. and Gin LATEST in Toastmaster products is viewed by H. L Halbert, left, Dallas, Texas, and 
Martin, Southwest Distributors, Inc., Chicago S. B. Altman, center, Crowley Milner, Detroit. Toastmaster’s M. J. Ely presents the line 


a 
7 


* 





PROUDLY showing off the mew ice crusher is J. P.. Mcilhenny A PAIR of buyers stop off at the Landers, Frary & Clark space. From left, H. S. Perkins, sales manager 
right, president of Waring Products Corp. Inspecting are Carl A electric housewares division, L. F. & C.; W. C. Lorenz, Premium Corp. of America, Minneapolis, Minn 
Rubin, General Merchandising Co., Milwaukee and L. Siegel, of S. G. Fisher, vice president, general sales manager, L. F. & C.; A. C. Miller, Vandever Dept. Store 
Westinghouse Electric Supply Co., New York Tulsa, Oklahoma * 
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CHECKING over his display is Albert S. Bross, vice CHATTING with Mr. and Mrs. John B. Valentine, Valentine FANS at Arvin display catch the eye of Mr. and Mrs 
president and general sales manager, Vornado Hardware Co., Boulder, Col is Vic Gardner, left, of Sun John R. Carlson, right, Reinhard Bros., Minneapol 
A. Sutton C beam Corporation Minn. Explaining line is William F. Turner 


POINTING to Hamilton Beach's five year guarantee cer LOOKING over the Hoover Co. line is Lyle Walter of the IT’S NEW, says W. M. (Mike) Byrne, merchandis 
tificate is William Gassaway, sales promotion manager Emporium, St. Paul, left. Demonstrators are C. R. Mc ing manager, electric housewares, Westinghouse 
Interested visitor is Margaret Duffy who holds the porta Lean, center, manager special products division, and Jud Looking on are Mr. and Mrs. Ross McConnell, 

mi* James, both of Hoover Mc@onnell Appliance & TV, Seattle, Washington 


JOSEPH A. GATELY, of Dormeyer, second from right, is bracketed by Gray Sales Co., Springfield, SHOWING approval of the new Dominion frypan are Irving Brenner, left, 
Mass. From left to right ore Harley W. Gray, John E. Wykoff, Glenn C. Gray, Gately and Max Chanen, right, president of Chanen Auto Supply. Proud sales 
and M. W. Belka.” man is William Steinmetz of Dominion 
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HE CAN’T STAND PEOPLE 


TALKING ABOUT HIM! 

























[<4 . 
La I. 
my t 
; 4 ) ¢ ‘ 
Ye 5 ‘ . “4, ° -_ he 
That’s why Kennecott is spreading BUT STRAIGHT TALK can rout Skimpy Wiring! Pop 84 
the word to your customers Telling your customers about him is the first BS 
about SKIMPY WIRING! step in his elimination. That’s why Kennecott’s 
' adequate wiring advertising can be so helpful 
YOU ARE BEING HAUNTED by the electrical : 
Sel Jet to you! It’s an educational campaign that tells 
delinquent who lives in eight out of ten of your 
, ap e homeowners how to spot and how to get rid 
customers’ homes! He’s Skimpy Wiring, the an 
, of inadequate wiring. 
hidden pest who strangles the free flow of 
power needed by modern home appliances. As ADS LIKE THE ONE BELOW are running in the 
long as consumers remain ignorant about Saturday Evening Post and This Week maga- 
Skimpy Wiring, selling your air conditioners, zines. They're all yours! A national adequate 
dishwashers and the like is going to be slowed wiring Campaign you can,use as a local cam- 
down radically ! paign of your own! 
FREE! PROMOTIONAL MATERIAL! 
Tell your customers the vital story of adequate 
home wiring. Send today for poster-size blowups 
of Kennecott’s full-page Saturday Evening Post 
and This Week magazine ads for display in your 
« 


store. Get free sample copies of the educational 
booklet, “The ABC of Home Wiring.” Ask for list ® * 
of at-cost prices for large quantity orders of mate- 
rial available for your direct mail use. No cost or 
obligation! Just write on your letterhead to 
Kennecott Copper Corporation, Dept. M36, 161 
East 42nd Street, New York 17, N. Y. 





Fabricating Subsidiaries: CHASE BRASS & COPPER CO, « KENNECOTT WIRE & CABLE CO. 
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SKIMPY WIRING 
“Dead End” Kid of the 
Electrical Business! 
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CUT UPS: Youngstown Kitchens executive 


Mullins Mfg slice their 
to right are D. F 
manager M. I 


vice president of sales 


Corp. president 
Sembact 


Ondo, general sale 


ilver anni 
directory of marketing, J. W 


} manager, 





M. Heckathorn 
Left 


dealer sales 


stand by to help H 
versary cake in Chicago 
Purvi 
and C. D 


Heckathorn, Alderman 


Youngstown Reconsiders ... 


.. and decides that the “average” dealer 
doesn’t want to be a kitchen specialist; that’s why 
they suggest a “simple” approach to kitchen business 


Lhe iverage appliance dealer 
doesn't want to be a kitchen ypec ialist 

That 
Youngstown 
tically its 


the firm 


the conviction which has led 
Kitchens to alter dras 
ipproac h to dealer sales. At 
sal 


Chicago in mid-January J, W 


annual mecting im 
Purvis, 
iles manager of the dealer division 
onfessed that we “took our eyes off 
the ball” by urging too much special 
The 
terested in specializing in kitchen 
and Youngstown will make 
ible for such a dealer to sell 


kitchens without being a specialist 


ration iverage dealer isn't in 
ud Purvis 


it pos 


Some dealers are exceptions to this 
Purvis admitted. For those r 
tailers who do want to handle kitchens 
isa specialty item and who want to 
ct up ambitious kitchen planning and 
installation and layout departments, 
Youngstown will continue to offer all 

the help it has in the past.) 

Ihe ‘average’ dealer will now be 
urged to build his “kitchen” business 
iround cabinet sinks and standard size 

ibinets. The dealer should concen 

trate on straight-line kitchens (or at 
most try to turn comer). He 
hould undertake no structural altera 
tions and should also pass up work 
like re-lighting, laying new floors and 
re decorating 

What's behind this change of pol 
icy? Youngstown considered a num 
ber of factors, according to Purvis 
Among the most important was the 
conclusion that the dealer is afraid of 
the kitchen business on a full scale 
By confining his efforts to simple in 
stallations he is setting up a business 
which he will not be afraid to handle 
At the same time he will be, according 
to Purvis, selling kitchens and selling 
ipphiances : 

“A dealer who goes ‘all the way in 
the kitchen business and then runs 
into problems not only becomes dis 
couraged with the cabinet business 
He gives up on the whole kitchen 


rule 


one 
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busine I hat means he stops selling 
inks, dishwashers and dis 


Under our new approach all 


cabinet 
pos Ts 
of these 
ire to be treated as major appliances.” 
Purvis that to many 
women a new sink and accompanying 
“new kitchen” and that 
they are just as enthusiastic over such 
in installation as others might be 
over a custom-designed kitchen. He 
feels that many customers are discour 
when they look at elaborate 
model kitchens. ‘The customer may 
to such a kitchen but 
he'll say ‘now’ to a smaller one which 
afford.” 
there is historical 
Youngstown’s move. 
Originally, he says, the kitchen busi 
ness meant a new sink. Then it pro- 
gressed to ensemble selling of sink 
and cabinets. Finally it came to mean 
the all out effort by the specialist. 
While there’s place for the special 
ist, Purvis thinks the average dealer 
would just as soon stop with ensemble 
selling. That’s the approach Youngs- 
town will take in the coming year. 


products—including sinks 
contends 


cabinets are a 


iged 
1\ omeday’ 


he can obviously 
Purvis thinks 
precedent for 


Philco Covers ‘56 


Phileo Corp, will pick up the tab 
and TV of the 
1956 political conventions over the 
ABC network 

Philco will also sponsor the ABC 
coverage’ of the Presidential election 
November. Raymond B. 
vice president’of merchandis 
ing for Philco, said the coverage will 
cost more than $4,500,000. 

George said the promotion “will be 
a joint effort with Philco distributors 
and more than 25,000 Philco dealers 
across the nation.” He added that 
many dealers will hold “open houses” 
to give everyone an opportunity to see 
the conventions. 


for radio coverage 


returns im 
(,corge, 





Next Quarter: More Sales 


According to a survey by Dun & Bradstreet, 67 
percent of the nation’s business men expect sales 
increases; 50 percent anticipate more profits 


Sales and profits will increase next 
quarter, compared to the same period 
in 1955. ‘That is the expectation of a 
majority of the 
men, according to a 
& Bradstreet 

Mor 
creases than expect profit INCTeases, 
however. ‘The taken between 
January 3 and January 13, revealed 
that 67 percent look forward to higher 
while 50 percent expect corre 
ponding increases in their profits after 
taxes 


country’: 
Dun 


urv¢ by 


business men expect sales in 


survcy, 
sale 5 


The study included a random cross 
ection of 1,524 of the larger and 
medium-sized manufacturers, whol 

ilers, and retailers across the country 
In all cases, the comparison was be 
tween the second quarter of 1955 
and the second quarter of 1956. 

Manufacturers were more optimisti: 
than retailers, according to the survey. 
Sales increases are expected by 73 
percent of the manufacturers, whil 
65 percent of the wholesalers expect 
more sales and 58 percent of the r 
tailers hope for increases. Foreseeing 
no change in second quarter sales were 
23 percent of the manufacturers, 30 
percent of the wholesalers, and 33 
percent of the retailers. Declines wer 
expected by 4 percent of the manu 
facturers, 5 percent of the wholesalers, 
and 9 percent of the retailers. 

More Dollars. Higher dollar earn 
ings after taxes are anticipated by 58 
percent of the manufacturers, 45 pet 
cent of the wholesalers, and 
cent of the retailers. No change is 
expected by 37 percent of the manu 
facturers, 48 percent of the whole 
salers, and 53 percent of the retailers 
Lower earnings are forecast by 5 per 
cent of the manufacturers, 7 percent 
of the wholesalers, and 11] percent of 
the retailers. 

Prices will remain about the 


Plant Shifts Hands 


36 per 


Same 





WHIRLPOOL-SEEGER vice president John 
W. Kruger, right, receives the plant keys 
of the 972,000 foot Evansville, Ind. fac- 
tory which his company recently bought 
from International Harvester. Charles D. 
Harris, Harvester plant manager, turns 
over the keys. First production in the new 
plant will be horizontal and vertical freez- 
ers of the RCA Whirlpool line 
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business 


according to 55 percent of the manu 
facturers, 49 percent of the whol 

salers, and 60 percent of the retailers. 
Inventory levels will remain the sam 
for about 60 percent, while 31 p 
cent plan increases and only 9 percent 
anticipate declines 


New Plants Planned 


Amid reports of increased sale 
eral appliance firms also announced 
physical growth last month. 

Magnavox plans to build a new fa 
tory in Jefferson City, ‘Tenn., 
ing to president Frank Freimann. ‘Thi 
75,000-square-foot building will build 
cabinets for radio and ‘TV 
duced at the Greenville, Tenn. plant 
About 300 to 400 persons will be em 
ployed when the plant opens opera 
tion around June |. 

Conlon-Moore Corp. has sold it 
Cicero, Ill. plant to the Sunbeam 
Corp. The property includes a 100 
000-square-foot plant and almost five 
acres of land, according to Conlon 
Moore president Bernard J. Hank 

Sylvania Electric Products Inc. has 
imnounced plans for a new 78,000 
quare-foot warehouse and sales offic 
near San Francisco. Construction will 
be completed around September 1, 
iccording to Sylvania vice president 


iccord 


sets pro 


Curtis A. Haines. The new facilities 
will serve northern California and 
nearby western states 


The Peerless Electric Co. opened a 
new $350,000 fan and blower division 
plant recently as the first step in a 
half-million dollar expansion program. 
President Ralph Kroehle said the new 
plant increases the company’s manu- 
facturing space by 50 percent. 

Whitehall Kitchen Corp. has an- 
nounced plans for a 100,000-square 
foot plant to augment facilities at 
Hewlett, Long Island. The two-story 
plant will be completed in April, ac- 
cording to president J. Arthur Stein. 
The new factory will employ 150 men 
with an annual payroll of over $600,- 
000 

The Cory Corp. has acquired a new 
180,000-square-foot warehouse on Chi 
south President J 
W. Alsdorf said the company is spend 
ing over $100,000 in an improvement 
program for the new facility. 

General Electric is investing nearl 
$10 million in the expansion and r 
tooling of its De Kalb, Il. plant which 
makes fractional horsepower motors 
for appliances. Carl Moeller, general 
manager of the appliance motor de 
partment, predicted that annual sales 
of electric sink and home laundry ap- 
pliances will increase at least 35 per 
cent by 1960. 

The Huffman Mfg. Co. has com 
pleted its 100,000-square-foot plant in 
Celina, O. The plant is now operating 
at near capacity, according to presi- 


dent H. M. Huffman, Jr. 
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Admiral’s “Bright New Look”’ for ’56 is a dynamic new concept the line to sell every segment of your market ...to add new 
in product design, merchandising, promotion. It’s a full line sparkle to your profit statement. This year... shine with the 
operation ranging from competition-dazzling local promotion line that gives you more to sell. Investigate the profit potential 
specials to luxurious custom models with advanced features. It’s of an Admiral franchise right now! 


WRITE, WIRE, PHONE YOUR ADMIRAL DISTRIBUTOR 


* 
Admiral -2.2s the Bright New Look in Hroducts - Hromotions - Frofits / 
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WHEREVER you are WHATEVER you need 


QUESTIONS AND ANSWERS highlighted the showing of kitchens at the National 
Association of Home Builders in Chicago recently. In the Frigidaire booth, a 
representative answers questions for a quizzical visitor. 


Kitchens: In The Spotlight... 


COMPLETE 
STOCK 


maintained for 
your convenience 


in these cities: — BUILDER Charles W. Grugard, left, suburban Chicago operator, and his wife get 


4 4 é some pointers from James Williams, sales promotion manager, American Kitchens, 
ATLANTA about new built-in units for the kitchen 
BOSTON 


CHARLOTTE 
CHICAGO 
CINCINNATI 


caus : _.. At Home Builders Show 


DETROIT 
LOS ANGELES 
MINNEAPOLIS 
PHILADELPHIA 

ROCHESTER 
SAINT LOUIS 
SAN FRANCISCO 
SEATTLE 








CORNISH WIRE COMPANY, Inc. 


50 Church Stree New York 7, N. x 


Creators and Manufacturers of | 
. 
F TAKING NOTES, o builder, center, obviously plans to use the information he’s 
CORDS AND CORD SETS FOR HOME, FARM AND INDUSTRY getting from J. H. Engstrom, left, and R. B. Beale, of General Electric 
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W. W. Smith of Canton, Ohio 


“10% of my entire profit comes 
from the sales of REVCO freezers” 


W. W. Smith of W. W. Smith Appliances in Canton, 
Ohio, finds Revco’s service-free operation a saleseplus 
he can use effectively. In fact, because he has so little 
competition to Revco in the large chest sizes, he is 
conservatively predicting a 75% increase in sales. this 
year on Revco alone! “Close to 10% of my overall 
profit is coming from Revco sales,” says Mr. Smith, 


“and my customers are on farms and in large towns.” 


| dvco 


SPECIALISTS 





Revco Trend-Setting Products 


ELECTRICAL MERCHANDISING—MARCH, 


IN REFRIGERATION 





“WE HAVE SOLD 35 REVCO 
CHEST FREEZERS IN A MONTH 


. A A * y 





Eldon Tackman, L. B. Anderson, Rex Tollman 


“Our country families want large 
chest freezers” 


Ranch and homeowners in the territory served by G&B 
Furniture and Appliance, Inc., of Ontario, Oregon, want 
large chest freezers requiring little upkeep. “To fill 
these demands, we find that Revco large chests do the 
job best,” says Eldon Jackman, appliance manager of 
G&B Stores. No appliance we sell requires as little 
service aos does Revco, adds Rex Tollman, general 
manager. 


REVCO'S convincing demonstration — Jj. Harold 
Overmyer, Revco vice president in charge of soles, 
using the convincing Revco consumer demonstration 
proving (1) Revco faster freezing action; (2) Flavor- 
Saving food preservation; (3) Lower operating costs. 


1956 









Another Authenticated Case History of 
a Small Town Revco Dealer. This Story 
Comes from Midland, Michigan 


Better Living, Inc., in Midland, Michi- 
gan, is an aggressive, promotion-minded 
food plan operation. Both Ralph Morey 
and Arthur Albor believe that “‘every- 
one is a prospect for a large freezer when 
they buy from a frozen food supplier.” 
They have good reason to think so, as 
they have sold from 35 to 40 Revco 
chest freezers in a month. “We are sold 
on Revco quality,’’ they say,“and this 
quality pays off in sales.” 


REVCO chest freezers 


are selling fast... 
AND HERE’S WHY: 


Only Revco has a complete line of large chest 
freezers in different price ranges. 


Revco can prove the lowest cost per cubic foot. 


Revco can prove (with a startling consumer 
demonstration) the fastest freezing action in 
the industry. 


Only Revco has the advantages of an all- 
aluminum liner with aluminum tubing bonded 
to the liner. 


&— Gd rh = 


You are not really in the 
freezer business without 
the REVCO chest line 


oD Oe oe oe oe ee 
£M.36 


REVCO, INC. 
Deerfield, Michigan 


Please rush the full story on the Reveo large chest freezer 


program, Prove to me — without a doubt — thet Revco and 


only Revco has a freezer line | can't afford to be without. 
Name 
Firm name 
Address 


City eecccasece ee 
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KLIXON Protectors Provide 


Positive Burnout Protection 
Says Shop Foreman 


UTICA, N. Y.: Mather, Evans & Diehl Co., Inc., distributors of 
motors and other products and large motor rebuilders know the 
value of Klixon Protectors and how they prevent motor burnouts. 


Here's what Mr. Elbert Lawton, shop foreman, has to say: 


"We have found that Klixon Protectors combine compactness with 
operating efficiency. Besides being easy to handle and space saving, 


they provide positive burnout protection.”’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. Ir such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with KLIXON 


Automatic 
Reset 


LIxON 


Protectors. 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2503 FOREST STREET, ATTLEBORO, MASS. 
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Manufacturer Briefs 





¢ Westinghouse has announced that 
the ©. A. Sutton Corp. will make 
two low-priced air conditioners to sup 
plement Westinghouse production 
scheduled for the strike-bound East 
Springfield plant. H. F. Hildreth, 
manager of refrigeration specialties, 
said the 3 hp. and | hp. units are in 
iddition to the 3 hp. casement win- 
dow model and the 2 hp. room units 
now being produced for Westinghouse 
by Sutton 


¢Amana Refrigeration Inc. has of 
fered to repair and clean any of its 
products damaged in recent Western 
floods. George C. Foerstner, executive 
vice president, said the free offer in 
cludes dealer and distributor stocks as 
well as products owned by customers. 


¢Olympic Radio & Television 
Inc. has announced the purchase of 
all outstanding stock of David Bogen 
Co., Inc., producer of high fidelity 
equipment and _ related products. 
Olympic president Morris Sobin said 
the Bogen company, which earned 
$157,222 on $4,583,895 in sales last 
year, will be kept intact and the brand 
name and sales organization will be 
continued in its present form. 


* Whirlpool-Seeger Corp. has signed 
in agreement with the John Inglis Co. 
Ltd., Toronto, for the Canadian man 
ufacturer of home laundry appliances 
designed by Whirlpool-Seeger. The 
Inglis line is sold through ten dis- 
tributors and factory branches and by 
approximately 3,000 retailers, accord 
ing to Robert M. Mitchell, vice presi 
dent of Whirlpool-Seeger. 


A Milestone For Frigidaire 


¢Magnecord, Inc. has formed a 
Home Instrument Division to manu- 
facture a line of tape recorders for 
home use. President W. L. Dunn 
said models will be introduced at regu- 
lar intervals during 1956. The firm 
now makes a line of professional tape 
recorders 


New EM Editor 





WILLIAM N. TROY has joined the editor- 
ial staff of ELECTRICAL MERCHANDIS- 
ING as field editor for the Great Lakes 
area. He was formerly on McGraw-Hill’s 
Cleveland News Bureau. He has been in 
the trade publishing field since his grad- 
uation from Western Reserve University 
in Cleveland in 1950. As Great Lakes 
Editor, Troy's territory will include Ohio, 
Michigan, western Pennsylvania and New 
York, Kentucky and West Virginio. His 
headquarters will be in McGraw-Hill’s 
Cleveland office. He will be contacting 
dealers, distributors and utilities getting 
feature articles and news of interest to 
readers of ELECTRICAL MERCHANDIS- 
ING 








© 


Motors and head of Frigidaire, and W. L. McCarthy, works manager 





: -_—_— 
THE 20 MILLIONTH refrigerating unit rolls off thé production line in Dayton, 
Ohio, under the supervision of Mason M. Roberts, left, vice president of General 


The unit 


is a gold food freezer-refrigerator combination. Terming it a “‘production achieve 


ment unparalleled in the industry,” 


Mason Roberts also n 


ted that today’s unit 


costs only one-third as much per cubic foot compared to the refrigerator of 35 


years ago. 
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“Sales increased 75% thanks to 


ZOOM -A:TENNA 








7 














states dealer Milton Frielick, Royol Appliance City, Freeport, 
Long Island, N. Y. . . . co-owner of the largest retail display of ap- 
pliance merchandise on Long Island. 


Zoom-a-Tenna is big step-up factor — 
boosts profitable sales ! 


New Crosley Zoom-a-Tenna — the amazing device that eliminates 
outdoor antennas for millions of homes—is directly responsible for 
the sensational sales rise of 75°). ““Crosley,”’ reports Mr. Frielick, 
“is now among the four top brands in our store, due to picture 
quality, Zoom-a-Tenna, and styling.’’ With Zoom-a-Tenna it’s 
easy to step-up customers to higher priced Crosley sets! 


Virtually no Service Calls needed for Crosley TV 


“Service is almost non-existent on Crosley Custom V and Advance 
V lines,” Mr. Frielick reports. “‘Because Zoom-a-Tenna makes 
Crosley sets portable, we get no calls to move antenna lead-ins 
from room to room.”’ Yes, no service calls, plus no installation 
costs, plus high-volume sales can make Crosley your most profit- 
able line! 


Zoom-a-Tenna gives excellent reception 
even in suburban areas! 


Milton Frielick, in partnership with Vincent Alonzi, Royol Appli- “Even out as far as Freeport, Long Island, all Crosley Custom V 
ance City, predicts a $90,000 volume for the 1956 Crosley line! sets with Zoom-a-Tenna receive all 7 New York channels! These 
“There is 25°, more value in a Crosley set, making it easier to get sets receive T'V pictures comparable to other brands with outdoor 
a better mark up.” antennas,” says Milton Frielick. 





‘ Every Crosley Dealer will profit from 
Crosley’s huge 20-week power package ! 


Every Crosley prospect will know 
where to buy Crosley sets! 


NEW NBC-TV COMEDY HOUR, COVERING 33 MILLION HOMES, 
GIVES CROSLEY THE LARGEST COVERAGE OF ANY APPLIANCE 
MANUFACTURER! “MIDWESTERN HAYRIDE,” ANOTHER TOP-FLIGHT 
TV SHOW FOR CROSLEY! LIFE MAGAZINE — BIG FULL-COLOR PAGES! 


EVERY TV COMMERCIAL, EVERY MAGAZINE AD REFERS 
CUSTOMERS TO WESTERN UNION OPERATOR 25 -— WHO 
GIVES THEM THE NAME AND ADDRESS OF YOU, THEIR 
NEAREST CROSLEY DEALER. 


SEE YOUR CROSLEY DISTRIBUTOR FOR FULL DETAILS! 


CROSLEY). Be 


Crosley Radio and TV sets are sold and distributed in Canada by the Crosley Radio and TV Division of Moffats Lid., Toronto, Ontario 





KNOWN FOR THE NEWEST... 
RESPECTED FOR THE BEST! 
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Versatiles 
the buy word! 





electric 


Prepares dozens of popular dishes with extra goodness 


™ Versatility is the magic word that clinches appliance 
sales today, And for your customer who looks for 
uses in an appliance, what better “find” than 
a West Bend electric Bean Pot. Dealers coast to 
coast have found it a unique and popular traffic ap- 
pliance leader. Simmer-bakes beans to old-fashioned 
goodness, prepares soups and stews to perfection, to 
mention only a few of its wonders 


“extra” 





+ 
RETAIL *7% 


KEEPS “HOT DOSS” 
Piping HOT 


cooKs 
AND 
SERVES 
FAVORITE 
RECIPES 





DELICIdUs 


Sours ANDO STEWS 


MAKES AND SHAVES 
REAL CHILI 


STEWED PRUNES 
FOR BREAKFAST 


SSS eS ae eee antawr 


easy cooking...smart serving 


5ERV-/T 


Beautifully styled Electrix 









Serv-it 
lets homemaker oven-bake her 


favorite one-dish meal in the 


ceramic serving dish, place it on 
the chromed steel 95-watt heating 
unit, and food will stay hot through 
Electric base has 


out the meal 


other uses. Attractive stainless steel 


ae RETAIL *85°" 


KEPT HOT 


HOT 
from the oven at the table 


RO ANO EXCISE TAK 


WEST BEND ALUMINUM CO., Dept. 183, WEST BEND, WISCONSIN 
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PROSPECTS FOR the next 10 years get a going over by this panel of manufacturers 
and dealers at the recent Central Texas Electrical Appliance Dealers Conference in 


Austin. Left to right, 
Corporation; W. S. Mille 
Hotpoint; George Natsis, 
Vogel Furniture Company, Lockhart, 
Wright Appliances, 
Electric Company, Fredericksburg. 


seated, are Robert E. Pequinot, vice president of Electromode 
r, York Corporation; J. R. Cobb, Frigidaire; and Don Abel, 
Calcasieu Company, 
Texas 
Dublin and Stephenville, 


Austin; and O. W. Vogel, owner, 
Standing are G. E. Wright, owner, 
Texas; and Hugo Stehling, of Stehling 


Wiring Clouds the Picture 


Texas dealers attending a _ utility-sponsored 
conference are told that inadequate wiring imposes a 
ceiling on the business they can expect to do 


Unless homes are more adequately 
wired it will be difficult to take advan 
tage of products now on the market 
and those still to come. 

hat warning was sounded in 
Austin, ‘Texas, recently by speakers 
addressing an appliance dealers con 


ference sponsored by the Central 
Pexas Municipal Utilities Instityte 

J. R. Cobb, of the Frigidaire Divi 
ion of General Motors, asked the 


dealers, distributors and electric utility 
system managers what they are doing 
to prepare for the future load the 
new appliances will require 

Noting that th f appli 
inces for the home in general us¢ 
from 19 in 1930 to 47 in 
Cobb guessed that “we will 
have over 60 general uses for elec 
tricity in the home by 1965 

He observed that adequate 


number ¢ 


ha Porn 
1955. 


Wirlhg 


is the problem of all concerned im 
the appliance field. He pointed out 
that it is a bottleneck today and will 
be in the future He particularl 


pointed to the room air conditioner 
ituation wher 
30 Amp or 60 Amp wired homes that 
weed 100 Amp service 


Wiring Aids Sales 


need for more 


many re idence ; h Ve 


toda 
Also citing th 


idequate wiring, I. | 


Calvin, national utility representative 
for General Electric Company, told 
the meeting that “no combination of 


home electrical products can be any 
better than the wiring system which 
upplies them.” 

The utility and appliance dealer 
sclfish interest in seeing that 
true adequate installed in 
ill homes old ind new, 
without thes« 
iutomatic ceiling 


have d 
wiring is 
becaus¢ 
pipelines, there is an 


placed on sales for 
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both. Let’s sell it!—create this larger 
market for electric appliances and 
slam the door in the face of gas.” 

Calvin remarked: 

“Here's a case in point. Although 
12 million electric ranges are already 
in use, that figure represents only 27 
percent of our country’s homes; 32 
million can still be sold and wired. 
Only 16 percent of our homes now 
have cither an electric hot water 
heater or freezer. Less than 10 per 
cent are equipped with electric iron 
ers, clothes , dish washers, room 
iir conditioners or food waste dis 
posal units. Sales figures and growth 
curves for all of these appliances have 
steady. Yet, when 
considered in terms of the vast poten 
tial market, they indicate the futurc 
may well dwarf the present.” 

Ihe Dealers’ Stake The conferenc 
lso heard from Robert E. Pequinot, 
vice pK ident of Electromode Cor 
poration of Rochester, N. Y., who 
discussed the appliance dealer’s stake 
in clectric home heating. 

Pequinot stressed the fact that 
dealers can not only help their busi 


drvers 


been impressively 


nesses bv heater sales, but also aid 
utilitics to balance the load problem 
which develops from summer ail 


condationtng r WSC 


Ile urged dealers to know 


mor 
ibout the size and type of heater 
available 

“There is no mystery in the busi 
ness . . the local electric power 


company will gladly help you to learn 
more about them,” he said 

He suggested dealers (1) Sell them 
selves on the idea that they believe 
completely, thoroughly and enthusias 
tically in electric heating; (2) Train 
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Permaglas the glass-lined water heater hat Cait be copried- 


) celebrates a crowning achievement ami Th aime. 


3,000,000 


a apn. 
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; AO.Smith's 


3,000,000 


glass: -lined water heaters 


a Big National 
Contest to bring 
| you customers 


} i Contest being announced now in 














« national magazines to over 60 million 
\- readers. Everyone must come to your 
store to get entry blanks... see 
product on display... win trips to 


Europe, Hawaii, Bermuda. Call your 
Permaglas distributor for full 





Permaglas “formula”’ 
is the only glass proved 


details. You can't lose! 


e Fa “= 
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(| tough enough to use z° 
( ® Special new in a water heater 
\ selling aids This secret Permaglas formula—the result 
- \\. of 30 years of research—is the only glass 
- 6 ® National and coating yet developed that can resist 3 
oO 4 licit the corrosive effects of hot water for any 
J local publicity length of time. THIS HAS BEEN PROVED Q 
: BY OVER 3,000,000 FAMILIES! 
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Europes largest 
manufacturers of 


Radio and TV 


Combination Consoles 


are now extending their coverage to 
the US-markets. We're looking for 
alert, experienced radio and TV 
sales organizations who want to take 
advantage of this tremendous devel- 
opment... selling in America our 
companion line of highly styled ra- 
dio-phonograph and TV cabinets in 
traditional, contemporary and mod- 
The complete KUBA 
quality line will be nationally adver- 
tised. 


ern design. 


Qualified organizations are invited 
to give full details, state lines car- 
ried, and territory covered. 





TONMOEBEL und APPARATE-BAU 
15 LINDENERSTR. 


WOLFENBUETTEL, GERMANY 
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sales people and employes; (3) Culti- 
vate architects, builders and consult- 
ants. These are important buying 
influences; (4) Develop electric heat- 
ing specialists; (5) Advertise; and (6) 
Use direct mail to develop heater 
prospects. 

Don Abel, manager of special 
market sales for Hotpoint Company, 
discussed the manufacturer's relations 
with the dealer and distributor. He 
outlined how his firm helps develop 
sales programs and he urged a heavier 
emphasis on selling low saturation 
ippliances. Electric dryers were 
especially cited. 

Air Conditioning Discussed The 
room air conditioner business was 
analyzed for the conference by W. S. 
Miller, southwest district manager for 
the York Corporation, who pointed 
out that to sell a product, dealers 
must also sell a method of living. 

He urged dealers to own one or 
more room alt conditioners “so you 
can speak with authority and even 
take the prospect to your home to 
indicate how much confidence you 
have in this product.” 

G. E. Wright, owner of Wright 
Appliance Stores at Stephenville and 
Dublin, Texas, presented the dealer 
point of view. 

He cited figures from ELecrricar 
MERCHANDISING’s January issue that 
in the next 20 years, $24 billion will 
be spent by the farmer alone for 
electrical appliances and equipment. 

As a rural area dealer, he recognized 
that considerable business could come 
his way. But, he observed, “it’s going 
to the alert dealer who recognizes his 
market and does something about it.” 





Association Briefs 





eNARDA’s annual cost-of-doing 
business survey forms are now in th« 
hands of dealers. ‘This year, for the 
first time, anonymous participation is 
being encouraged. Dealers are urged 
to return the forms as soon as pos 
sible to Richard E. Snyder, 11 S. La 
Salle St., Chicago 3, Ill. 


¢The National Adequate Wiring 
Bureau has elected C. T. Bremicker, 
of the Northern States Power Co., 
Minneapolis, as new chairman of the 
executive committee. New members 
of the executive committee are J. 
Rushton, supervisor, Major Dealer Ac 
tivities, Frigidaire, and L. E. Barrett, 
president of the Barrett Electrical Sup 
ply Co., St. Louis. 


¢ The Electric Leagues of Cleveland 
and Western Pennsylvania have 
elected new officers. Cleveland’s new 
officials are John U. Walker, presi 
dent, R. J. Miller, vice president, Paul 
Sprout, second vice president, and 
Stanley Strunk, secretary-manager. 
The Western Pennsylvania league 
elected Robert G. Eckhardt as presi 
dent, R. G. Frame, vice president, 
R. W. Heller, secretary, and W. P. 
Shreve, treasurer. Harry H. Johns, 
Jr. is managing director. 





Brand Name Winners 


The 30 appliance store finalists have 
been picked in the 1955 Brand Name 
Retailer-of-the-Year competition. The 
grand winner will be selected in New 
York this month and will be an- 
nounced on Brand Names Day, 
April 18. 

Henry E. Abt, president of the 
Brand Names Foundation, said a 
record number of 570 finalists were 
selected from the thousands of retail- 
ers who entered the 1955 competition 
in the various classes. 

In the appliance field, 20 states 
were represented with North Caro- 
lina, Texas and Wisconsin tied for the 
greatest representation. 

Five of this year’s finalists were 
previous winners of runner-up Certifi- 
cates of Distinction. They are: Led- 
erer, Inc., Bridgeport, Conn.; Stucky 
Bros., Ft. Wayne, Ind.; Wilson’s, 
Gary, Ind.; Herhard’s, Inc., Glenside, 
Pa., and The Good Housekeeping 
Shop, Inc., Dallas, Texas. 

Three of this year’s finalists have 
been finalists before. They are: Lus- 
tig’s, Hayward, Calif., and Keil’s, Wil- 
mington, Del., and Vergal Bourland 
Home Appliances, Ft. Worth, Texas. 

Other finalists this year are: Aber’s, 
Boulder, Colo.; Gordon’s, Hartwell, 
Ga.; Polk Bros., Chicago, Ill.; Wabash 
TV Sales, Lawrenceville, Il].; O’Calla- 
ghan’s, Des Moines, Ia.; Central Sup- 
ply & Appliance, Virginia, Minn.; 
Stanton Maytag Co., Gothenberg, 
Nebr.; Alhart, Rochester, N. Y.; 
Owen’s TV, Fayetteville, N. C.; 
Brooks, Raleigh, N. C.; and Standard 
Electric, Rocky Mount, N. C. 

Kuhnhausen’s and_ Telectronics, 
both of Portland, Ore.; Wallace John- 
ston, Memphis, Tenn.; Bernie’s Oak 
Lawn Appliances, Dallas, Tex.; Sharp 
Electric, Salt Lake City, Utah; Me- 
chanical Engineering, Norfolk, Va.; 
Great Western and Northwestern Ra- 
dio & TV, both Spokane, Wash., Mu- 
sic Box Associates, Menasha, Wis.; 
American Appliance, Milwaukee, 
Wis.; and Wilson’s, Oshkosh, Wis. 

Chairman of the judging committee 
is H. B. Price, Jr., winner of last 
year’s top award in the appliance di- 
vision. 


People in the News 


¢ Victor Mauck, 82, has retired 
from the board of directors of the 
John Wood Co. after 65 years with 
the firm. He started with the company 
in 1891 as an office boy and nine 
years later, in 1900, he was elected 
chairman of the board. 

¢Ann Louis Olson has been ap- 
pointed director of home economics 
for Crosley and Bendix Appliances 
Divisions of Avco Mfg. Corp. Previ- 
ously, Miss Olson was with General 
Mills, Kelvinator and Lever Brothers. 

¢Edna Poyner has been appointed 
as a regional home economist with the 
Norge Division of Borg-Warner Corp. 
She will work with distributors in Cali- 
fornia, Arizona, Montana, Oregon, 
Idaho, and Washington. 

¢Frank H. Vogt, 55, Milwaukee 
appliance selesman, passed away re- 
cently. He was a sales representative 
for RCA products with the Taylor 
Electric Co., Milwaukee distributor. 
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CHECK LIST FOR SALES-CLINCHERS 






—AND ONLY FRIGIDAIRE’S GOT THEM 


DOUBLE-QUICK SPEED — 
BOILS WATER IN 80 SECONDS 


Women love the new Frigidaire 
Speed-Heat Unit. Brings all foods 
to cooking temperatures in almost 
nothing flat. Is perfect for those 
short-order cooking jobs that fill a 
housewife’s day. Just as much, they 
love the Heat-Minder Unit that 
won't let foods burn, ever; and the 
Miracle Filter that cuts off the 
smoke before it reaches the kitchen. 
And loads more special features! 


DAZZLING CLEAN CLOTHES— 
WITHOUT THE WEAR AND 
TEAR OF RUBBING 


Frigidaire’s unique Live-Wate: 
Washing Action is a sure-fire selling 
point with budget-conscious women. 
There’s no scraping and scrubbing 
the dirt off clothes, no friction, no 
thrashing back and forth. Hot lively 
suds do the whole washing job—so 
clothes last infinitely longer. 


It's way, way out front—this great new 1956 line of Frigidaire appliances. 
Women are proving it every day of the week by saying, “This one’s for 
me” in record-breaking numbers. Here are 4 of the special features they 
like so much. There are a dozen more, each one a dramatic highlight of 
this superb, new Lift to Living line by Frigidaire. 


do cmp 





THE BIGGER THE BETTER— 
OUT-SIZED CAPACITY IN 
THE FRIGIDAIRE DISHWASHER 


There's nothing else to compare! 
This wonderful new Frigidaire 
Dishwasher takes a big broiler pan 
plus grid; a bulky 14-inch griddle; 
5-quart saucepans; and turns them 
out sparkling clean. Holds 70 cups 
and saucers or dinner service for 8 
with room left over for pots and 
pans. It’s superbly flexible, too, and 
so easy to load. 


YOU'RE IN THE PINK WITH 
FRIGIDAIRE’S NEW LIFT 
TO LIVING APPLIANCES 


Color’s the big appeal this year, and 
Frigidaire has the colors women 
want — Mayfair Pink, Stratford 
Yellow, Sheffield Gray and Sherwood 
Green. Plus snap-on Decorator 
Panels in 7 style-right colors to fit 
into their present color schemes or 
spark new color effects. 


BE FIRST WITH FRIGIDAIRE 
1956 FRIGIDAIRE HOME APPLIANCES 
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Built and Backed 
by General Motors 





Refrigerators Electric Ranges 


< J \ | 
GENERAL 
MOTORS 


Automatic Washers and Electric Dryers 


Room and Central Air Conditioners 
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Food Freezers * Dishwashers 


Dehumidifiers 


Electric Water Heaters 
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HAUL /UR OMS! 


New Westinghouse COOLERET 


First low-priced... family-size... home water cooler! 


New Bottle-Model Cooleret New Pressure-Model Cooleret 


Requires no plumbing . . . no installation . . . Easily installed. Designed to connect into 
no special wiring. Just plugs into any standard present water system. Inexpensive to oper- 
115V AC outlet. May be used with 2, 3 or ate. Service-free operation . . . 5-year guar- 
5-gallon bottles . . . or water may be poured antee plan. Equipped with bubbler or glass 
into stainless steel cooling chamber. Attractive filler. Gleaming white cabinet. Suggested 
lid provided to cover chamber when bottle is retail—$179.95. 

yr not used. Gleaming white cabinet. Suggested 

ARE retail—$149.95. 





Newest Home-Market Money-Maker! 


Get set for a whole new profit opportunity—the home market for 

Westinghouse COOLERET., It’s the most exciting new appliance to come Big Business in Small Businesses! 
along in years—‘the first water cooler that's designed right and priced right for 
home use ! Takes only about one square foot of floor space . . . fits flush with 
standard counter height. Sells at retail for as much as $80 below conventional 
coolers, Here’s your chance to get in on the ground floor for fast-gaining 
extra profits with America’s new fast-growing appliance. See your distributor 
about Westinghouse COOLERET right now! 


Both models also available in Silver Grey. First Jow-priced, 
completely practical water cooler for small offices, 
stores, garages, filling stations, banks. It’s the hottest 
ready-made market you've ever had for any appliance! 


CASH-IN ON THIS COOLERET PROGRAM! you CAN BE SURE...IF ITS 


Newspaper advertising campaign wil! tel! millions of Westi nghouse 


homeowners all about Westinghouse Cooteret . . . help build sales for 
you, Plan your own local advertising and display tie-in now. Ask your 


distributor for details. Westinghouse Electric Corporation 
Electric Appliance Division 
Free cup dispenser and display .. . handout folders . . . floor Springfield 2, Massachusetts 


plan . . . price protection! All are yours for the asking—from your distributor. 
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LIVE BETTER. . . ELECTRICALLY: 


A Supercharged Kickoff 


In almost 80 cities, some 40,000 
business men gather to hear 
about a big new bold campaign to 
sell more electricity ... and more 


appliances 


REHEARSING the hour-lc ng show, TV star Giselle 


MacKenzie runs through one of the numerous produc 


t r number 


ELECTRICAL MERCHANDISING—MARCH, 


Ihe appliance industry is about to get a king- 
sized shot in the arm, 

Ihe shot was heard round the country last 
month via a closed-circuit telecast. In 77 cities, 
some 40,000 business men gathered to hear about 
the new industry promotion—the “Live Better .. . 
Electrically” campaign. 

Launching the drive in New York was ‘I'V 
personality John Daly and an impressive array of 
leaders from the electrical, financial, construction 
and related fields. 

Specifically, the new drive will try to increas« 
the consumers’ use of clectricity-from the pres 
ent 2500 kilowatt hours to 4500 kilowatt hours 
per family by 1960. Appliance dealers and dis 
tributors will be the first to reap the benefits 
of this load building campaign. 

Ihe program is now being announced to in 
dustry clements in a series of two-page spreads in 


CUES AND STAGING are given a final check by 
Giselle, Master of Ceremonies John Daly, and a floor 


director, at the end of rehearsal 


1956 


LIVE BETTER ELECTRICALLY is the 
theme of the new industry promotion 
which was launched last month via a star- 
spangled closed-circuit TV show to 77 


key citi 


approximately 20 business and trade publications. 
Che next step will be to carry the message to the 
consumer—in 10 top national magazines, with 
shows and exhibits, in television advertising (in 
cluding a Judy Garland spectacular in April), 
with two motion pictures, with special publica 
tions put out for the drive, and with a complete 
range of merchandising aids for the local dealer 
The local utility will direct the campaign in 
cach area Important support, of course, 15 ¢ oming 
from major manufacturers. While local utilities 
sponsored the local kick-off meetings, General 
Electric picked up the $250,000 tab for the actual 
lV production 
will join the drive 


Westinghouse, among other: 


Hailed as “the biggest national promotion ever 
undertaken by the electric industry,” the drive 
will undoubtedly stimulate appliance buying in 
the months, and years, ahead 


RELAXING just before air time, Giselle plays with a 
pet. In background is one of the displays which will 
be seen at shows and exhibitior around tine ¢ yntry 


PICTURES CONTINUED ON PAGE 330 
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BETTER .. . ELECTRICALLY continues) 


on 
ul 


LAST MINUTE conference finds G-E’s Bob Boian, right, huddled with ON THE AIR, John Daly starts the program with a roll call of the inter 


associate producer Sutton Roley, left, and Al Cantwell, the advertising connected cities. Map in background pinpoints the location of his 
agency representotive, a opening night’ tension mount 40,000-viewers across the country 


o 


\ 
\ « 
bl ‘ v 


An 
45 
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INDUSTRY LEADERS, like Fischer Black, editor and TYPICAL of the viewers are the Pacific Gas & Electric Co. men at the Mark Hopkins Hotel in San Francisco 
publisher of Electrical World, participate in the show The PG&E group, 350 strong, was one of the meetings that could answer back via a two-way sound hookup 
with brief comments on the campaign The 77-city closed-circuit to 40,000 was the biggest private industry telecast ever 


Re? 
pues ruie 


BD ac qen ts! ue 





—_ 


THE SHOW included oa skit which revealed how the various business elements CONCLUDING the show, the stars explain that the Live Better Electrically mes- 
appliance dealers, contractors, bonkers, builders—fit into the Live Better Elec sage will be carried to the nation with advertising—in trade magazines, con 
trically picture. Here, George Consumer talks with an electrical contractor sumer publications, television, newspapers, and movies 
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The ALEXANDRIA 
(Model 11T11-4) 


Low-cost for careful budgets but 
with Capehart quality all the 
way. Convenient top-front con- 
trols, 21-inch (diagonal measure. 
ment) aluminized picture tube, 
Classic styling in mahogany or 
bisque grain finish on hardboard 





wrought iron legs optional, 185,” 


‘ 244,” x 19%”, 


TERRIFIC! 


you must see these newest 


Mii 


instruments with the exclusive 


CAPEHART-POLAROID 


Picture Filter System 





Brilliant and clear, yet “easy-on-the-eyes.” That's the 


BIG DIFFERENCE in the Capehart Polaroid” Picture 











Filter System. It’s easy to demonstrate. Your customers see 
The ROANOKE Low-Boy (Model 11111-4) 
Compact! Speaker and controls “up front,” yet concealed by ex 


elusive accustical Door, 21-inch (diagonal measurement) alami 
nized picture tube. Handsome hardwood veneers in luxurious 


the BIG DIFFERENCE right away. 


mahogany or blonde finish, 3244” x 324%” x 21%”, 


TWO MORE CAPEHART BIG PROFIT MODELS picsitiiaitahte anitihteds wes taiind eenee 
THAT WILL MAKE THE BIG DIFFERENCE IN YOUR TV SALES! 


@ For full details about Capehart fran- SG, 
chise, see your Capehart distribu er 
tor or write Capehart- Farnsworth (MOLE 


Company, Fort Wayne 1, Indiana. 








® T TT CAPEHART-FARNSWORTH COMPANY, Fort Wayne 1, indiana 
é A DIVISION OF INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 
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WESTERN WINTER 


Bold Rush 
Into 1956 


Enthusiasm runs high in San Francisco as the Western Winter 






MARKET: 


Market ushers in a new year; color, built-ins and new products 


star in the February show 





COLOR was everywhere. Trend toward simplifying dealer's inventory was 
evident as above with Westinghouse district manager Vic Musy, right, 
showing simple ‘‘choose and change’ refrigerator system for John Gillivan, 
Breuner’s, Oakland 








BUILT-INS were biggest draw at Western Markets. Distributors’ 
salesmen like Bill Harvey, left, Graybar, San Francisco, were kept 
busy demonstrating to dealers like Mr. & Mrs. Chas. Cross, No 
Hollywood, who look over the new Hotpoints 





ee 


NEW FEATURES to help sel! standard appliances got dealer interest as they 
key future profits to ‘‘selling up’’ and “‘selling extras’ like the vertical 
broiler for Gibson ranges being shown by distributor John Lukanish to 
dealer George Klor, San Francisco 





NEW MODELS for step up selling were shown, as above with Ralph Larsen, 
sales monoger of distributor Frank Edwards, showing features of deluxe 
twin-oven built-in Thermador range to dealers §. Gavce and M. Kamson of 
Merced, Colif 
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FUTURE of refrigerators is in combinations, Market Week dinner speaker 
told Westerners, and distributor Tom Ryan left’ prepares for it briefing 
new sales manager Rolph Stodard on features of built-in and free standing 


Manitowoc giant. 
MORE MARKET PICTURES ON PAGE 334 
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was $]]95 
Manufacturer's 
Pole Trade price 
AUTOMATIC 
VISUALIZER IRON 
: By far the fastest-selling dry iron 
in the country. Get it now at a 
sensational special price. 
» < 


Completely automatic — Visualizer Fabric-dial ad- 
justs temperature for any fabric. Heats quickly. 


Indicator Light — Automatic signal light goes off when 


correct ironing heat has been reached. 





HURRY! 


Order your supply today. Only a limited 









quantity available. General Electric 
Company, Housewares and Radio Re- 
ceiver Division, Bridgeport 2, Conn. 
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SPECIAL LIMITED OFFER! 


Famous General Electric Visualizer lron 


1956 
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Model F33 


Light, light weight -No heavy lifting. Weighs omy 


2'% pounds. Makes ironing easy. 


Large ironing surface—Big 30 square-inch soleplate 
covers more area with fewer strokes. 


4 


Progress /s Our Most /mportant Product 


GENERAL @® ELECTRIC 
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COMFORT LINE’S NEW 


T-V TABLE WITH WHEELS 


make every set a portable! 





*% 3° E-Z roll, plastic casters 
w® 17%" to 32” expansion arms 


Ww Exciusive offset legs hold 
any set without wobble, sway 


® Lifetime black finish on 
heavy tubular steel, 
No chip or peel 


*% Also: Model 50, brass 
arms-——-$8.95; Model 56, 
all chrome-—$10.95; 
Mode! 57, all brass— $10.95 


MODEL NO. 5! 


“All Prices Slightly higher in Zone 2 


Model No. 33—All 
black, 7 in. ball 
bearing swivel, ex- 
pandable arms, 


plastic glides. $595 


write Dept. em.@ for details (Or, sample order shipped) 


1798 WEST DIVERSEY PARKWAY, CHICAGO 14, ILLINOIS 





1906-~—1956! COMFORT LINE’S SOTH ANNIVERSARY YEAR! 





Make friends with your customers 


reo_——_—————— "1 You sell the appliance on your show 


| Webb Manufacturing Co. | room floor, but when you deliver it, you 
| 218A N, 4th St., Phila, 33, Pa. | sell yourself. So if you want your cus 
| | tomers to remember you with pleasure, 
| Send price of Slingabout or Wrapabout for | do a professional job on every delivery 
Medel ¢ Stake Protect appliances such as ranges and 
| ra refrigerators with Webb Slingabouts.® 
| They guard the appliance against bumps 
| Cy Refrigerator () Freezer Dryer = | sand scratches, spare customers’ paint and 
J CO Range Washer (specify) | woodwork Webbing handholds help men 
| | maneuver appliances smoothly into 
| nes | place. For further information about 
i — | Slingabouts (water - repellent canvas 
| j jackets lined with soft flannel), fill in 
| AooRess___. i the coupon opposite. 
jem | SLINGABOUTS 
| TONE... STATE | For Radio, TV, Air Conditioners, 
L J ask about Wrapabouts® 
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WESTERN WINTER MARKET 














(continued) 
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HOTTEST display, playing to big crowds at all hours, was live demonstration of 
Tappan electronic range. Ralph Sheetz, No. Calif. manager, Tappan, right, kept 
busy cooking and serving, with help of Tony Lascalla, San Francisco manager 
’ 
' . ! ® 
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: 
‘ 
/ 
_* 
— 
i 
| : 
: 
- 
: 
~~ 
KITCHEN DEALERS were more in evidence than years before prevalence of s 
many built-ins. Salesman Howard Kirby, right, from appliance-kitchen dealership 
Gray Minor, Oakland, asks specs on Sub-Zero from Ken Curtis and Dave Green 
of distributor Gregnall 
) 
4s < 


— 


NEW IDEAS by mony monufacturers gave dealer food for selling. Bud Schuster, 
left, sales manager of distributor Dollman Co., San Francisco, operates the Philco 
“elevator oven” for dealer W. H. Bishop of Delta, Utah, and Dallman salesman 
Pressnall 
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36 SERVEL 


| OULCOOL I 
OTHER TOP 
BRANDS 


-yet use less current! 


*# tests prove Servel’s all new Hi-POWER air 
conditioners give 10.5% more cooling power 
than the average of I! top competitive makes! 











Now, Servel brings you an air conditioner proved so advanced 
you can sell it against any other—regardless of price! 





More power, greater cooling surface, stepped-up airflow 


U make possible the first true Wall-to-Wall Cooling! No more 
“cold-up-close, warm-at-a-distance” cooling! Yet, with it all, 
this amazing Servel saves on electric bills! 

s « Look at all its other new features, too! Push-Button Weather! 


Extra-high dehumidifying! Flush-to-drapes construction! Fur- 
niture styling! Servel Sealed power unit—not an “orphan” make! 

The '55 Servel was a sell-out sensation—and the '56 is even 
hotter! Don’t wait! Read the facts, then call your Servel 
Distributor! 





READ THE FACTS—PROVED BY ACTUAL TEST! 


as 
a 
cooume | comme = —_ 











of refrigeration 




















. - “WALL-TO-WALL COOL- PUSH-BUTTON WEATHER! SUPER-QUIETI Unit “floats” 
% hp l hp 1% hp ING!” Servel's greater No extra controls to fiddle in insulated cabinet on rub- 
SERVEL power, more cooling sur- with. One push of « single ber cushioning, epring 
i ak a i ee = face, increased sir-flow end button gives you the mounting. Fan is quiet cen- 
“hot spots,” cool whole weather you wish! trifugal blower. 
8,500 11,500 16,050 1.62 room! 
AVERAGE 
of 11 other 8,200 10,400 14,600 1.80 to 1.96 
brands 
ROOM AIR CONDITIONERS - Evansville 20, indiana 
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COMBINING, wa nem 


SALES-EXCITING APPLIANCE IN YEARS! 







ow 





w. Deluxe 

Mp, EGG SERVICE SET 

' ¢ You ''l eftracdt every choooer's 
' ; 7 eye with this array of emart 


ly styled, appealing merchon 
dise. Complete sat inciudes 
; Ne. 300 auvtemeati« ege cook 
er described above, chrome 
serving tray ond 4 beovtifully 
decaoaied china egg cups ~— 
& an evivtanding gift item 


' Model 301 $1895 


Ask your jobber about this 
exciting new epplience of write us 


Here's an appliance that’s new and different — an automatic egg 
cooker that oviclasses all others in design, performance, and extra utility 
features. it boils, poaches, or scrambles egas to the peck of perfection 
aviomotically! includes boiling tray, scrambling pon, poaching tray, and 
72” cord, Your customers will want this latest cooking sensation 


the new 


Automatic it 


EGG COOKER 


Remember — the new automotic way to 
cook eggs is catching on fast, ORDER NOW! 





HANKSCRAFT COMPANY - . Geediinen, Wisconsin 





The PROMOTION 
that MOVES 
the GOODS 


MOVED CARLOADS OF 
MERCHANDISE FOR 


Whirlpool 





Want the facts on a fabulous success 
story? Want to know how DINNERWARE 
by STETSON is moving “big-ticket” mer 
chandise at the dealer, distributor and 
manufacturers levels for Whirlpool? 


You'll be amazed! And you can put the 
facts to work for youl 
GET THE FACTS TODAY--ABOUT THE 
MOST SUCCESSFUL TIE-IN [pomerren 
EVER USED BY WHIRLPOOL! 
WRITE DIRECT ¥O—-Soorge Seibert, 
Sales Pr ti g 





teison China Co., wcou, u. | 


Amer lar ged 0d hhmat Modern Diamar © ae Wand on ha or 
TEI BT 
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SOUTH BEND 21, 


easy way 
to make pipe connections 


FOR LAUNDRIES, DRIERS 
REFRIGERATORS, 
AND OTHERS 






Model CT—with flared joint 
for copper tubing 


Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE—for mak- 
ing pipe connections. No pipe cutting or 
threading. Quick. Easy. Cuts costs. For 
gas refrigerators, home laundries, heat- 


ers, etc, Write for circular. 


Approved by Underwriters’ Laboratories, inc. “ 


M. B. SKINNER CO. 












INDIANA 





A DELIGHTFUL DECADE ahead for profit minded dealers, says EE! director Edwin 
Vennard to 498 dealers, distributors and industry members at Western Appliance- 
TV dinner, and his stories delight chairman Rod Doerr, left, PG&E, and panic 


< 


AGA managing director C. S. Stackpole, 


other featured speaker 


Next Decade: 40 Percent Up 


That's the appliance-TV forecast for dealers and dis- 
tributors in the Far West; average home electric power 
consumption to rise 250 percent 


Dealers and distributors who wer 
negotiating appliance-I'V business at 
a rate 30 percent above the 1955 level 
during Western Market Week settled 
back at the T'V and appliance trad 
dinner on February 8 to hear that this 
year’s pace is a slow walk compared to 
the business they can expect during 
the next ten years in California and 
the Far West. At least a 40 percent 
increase by 1965 was forecast by din 
ner speaker Edwin Vennard, incom 
ing vice president and managing di- 
rector of the Edison Electric Institute, 
as he presented a detailed forecast for 
the electrical industry to 498 dealers, 
distributors and utility personnel. 
That such business would have to be 
“sold” was indicated in the theme of 
the co-speaker, C. S. Stackpole, man 
aging director of the American Gas 
Association, who stated that extra ef 
fort by the industry could double sales 
of gas appliances during 1956. 

By 1965, said Vennard, dealers in 
California alone should be selling re 
frigerators at the rate of 350,000 a year, 
with national sales reaching 5.9 mil 
lion a year. He pointed out that by 
1965 every refrigerator in use today 
will need replacement, As this hap 
pens, the trend will be more and more 
toward units with a freezer in the bot 
tom—and by 1965 three-fifths of all 
units sold will be that style 

Seventy-five percent of the washer 
and dryer sales by 1965 will be in 
combination units, said Mr. Vennard 
as he foresaw sales of laundry equip- 
ment reaching 2.5 million units a year 
by that time. California dealers will 
be selling 165,000 laundry units a 
year a decade from now, he predicted, 
and he saw for them yearly sales of 
electric ranges at the rate of 152,000 
as national ‘sales go to 3.1 million. 

To the many utility people present, 
Mr. Vennard pointed out that a com- 


MARCH, 


plete change in the daytime load is 
coming as the industry in California 
increases sales of room air conditidners 
to a one-million-units-a-year rate by 
1965. He predicted that during this 
period the industry would be selling 
the many other uses of room coolers 
to develop volume in the areas of the 
Pacific Coast where excessive heat is 
uncommon. 

In predicting an increase of 250 
percent in the amount of electric 
power being used in the average home 
by 1965, Mr. Vennard pointed to the 
part that would be played by 13 
“phantom appliances’—the 1.3 new 
electric appliances being introduced 
each year. They will be accounting 
for 2,000,000 unit sales a year for de: i 
ers in 1965, he said. 

To take advantage of the opportun- 
ities offered by the expected growth in 
the use of clectricity in the home, 
Vennard suggested that dealers “ 
tie in with national promotions at the 
local level . . .”, and that they have 
special periods for promotions of spe- 
cihe items, 


EWRT Meets In Chi 


The sixth annual Work Shop ses- 
sions of the Chicago chapter of the 
Electrical Womens Round Table, 
March 16 and 17, at the Illinois In- 
stitute of Technology will highlight 
“Electrical Living in the Atomic 
Age.” Prominent in the program of 
the two-day mecting will be a panel 
on “What Will Tomorrow’s Kitchen 
Be Like,” moderated by Bermice 
Strawn, Womans Home Companion, 
with panel Members, Dave Chapman, 
Dave Chapman Industrial Design, 
E. J. Riley of General Electric Co., 
and Sue Egan, St. Charles Manufac- 
turing Co. 
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Are you 


happy 


only 
half 


the time? 


This isn’t any boast that we can keep you happy all the 
time. But we’ll wager that we can come closer to it than 
anybody else. Because with Bendix* TV, you keep your 
independence. You get profits—plenty of them. But no 
pressure! You get a selective dealership that puts a stop 
to “‘across-the-street’”’ and ‘“‘down-the-block”’ price-cut- 
ting competition. You get a line that’s short, but one 
that covers 95% of your sales. You get a line that’s 
designed to keep customers coming in, priced to step 
them up... with “room’”’ enough for generous trade-in 
offers. You get a line that’s backed by one of the biggest 
names in the electronics industry—Bendix Aviation 


Corporation. 


But again, we'd like to repeat, you keep your inde- 
pendence. You get freedom from pressure. So, if you feel 
that this business is getting you down... that you 
aren’t your own boss after all, it’s time we got together. 
A call from you will do the trick! Contact your local 
Bendix TV distributor or write us direct. Bendix 


Television, Baltimore 4, Maryland. *Reg. U.S. Pat. Off 


“Gendt” Jelevision 


PRODUCT OF BENDIX AVIATION CORPORATION 
BALTIMORE 4, MARYLAND 
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LAUND-R-VENT 


sm ») weg FB 





increase 
Profits 
This 
Simple 
Way! 


You can always sell a LAUND-R-VENT when you 
sell a dryer because LAUND-2-VENT completes 
the installation; avtomaticolly carries lint and 





moisture to the outside, helps keep laundry room 
dry and clean, One minute's sales talk, a hand 





some extra profit it's as simple as that! 


Complete Kits Ready to Install 


The all-aluminum LAUND-R- VENT is weather-proof, 
rust-proof, freeze-proof, Automatic damper pre- 
vents down draft. individually packed, or com- 
plete kits in 3” and 4” diameters which include 
one LAUND-R-VENT, piping, filtings and instal 
lation instructions, Choice of flexible ducting or 
Snap Lock aluminum pipe and ells 


ASK YOUR JOBBER: Most jobbers carry LAUND- 
R-VENT kits. 1f your jobber can't supply you, write 
giving his name, We'll send you prices and literature 
at once. 





Snap Lock aluminum pipe requires 
no riveting or clinching. Snap it to 
together, it locks itself and is ready 
for work 





Attractive, silver finish Fiberglas 
flexible ducting is fire- proof, vermin 
proof, washable, durable. Won't 
rust or crrode, Bends to |" radius 














2266 UNIVERSITY VENUE 
ST. PAUL 14, MINNESOTA 


A few territories are still open 


to kitchen dealers who can 





qualify, or to established deal- 


ers interested in getting into 


NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


the profitable kitchen business, 
for the valuable Kitchen Maid 


franchise 
ANNOUNCING our new low prices on 
FLEXO-SPACE Self-Service Islands. Here 
8 your opportunity to follow the trend of 
thousands of aggressive merchants and mod 
ernize your store with FLEXO-SPACE at 
a savings of 50% over competitive Islands 
PLEXO-SPACE gives you Self-Service 
Mass Display and 300% more Selling 
Space than one flat-type counter, Yes, in 
only 12$ Sq. Ft. of floor area you get 50 
Sq. Ft. of selling space. Raise or lower 
the shelves every 2” within 15 adjustments 
FLEXO-SPACE is a complete Island! Your 
customers shop on 4 sides from 5 large 
Self-Service shelves, FPLEXO-SPACE has 
been “Tested and Proved” by thousands of 
retail merchants. New amazingly low prices 
on FLEXO-SPACE at almost 50% less than 
you expect to pay. Write for FREE cat 
alog on FLEXO-SPACE and other Self- 
Service fixtures, Do it now-—-Today! 


... including these sales advantages ! 


@A high-quality line 
of wood kitchens in 


advertising and ac 
tive promotion 
natural wood, several 


e@ Cabinets to accom 
colors or white 


modate all popular 
eNew Shadow-Line makes of built-in ap 
styling that's way 
ahead of the field 
and making many 
new friends daily 


pllances 


@A complete training 
program for you and 
your salesmen 

@ Kitchen Meld is the @ Promotional help on 
best known name in the local level 
wood kitchens built 
and sustained by eFfriendly factory co 
national magazine operation 


Your Territory May Be Open 
Write on your letterhead for facts! 


Migs. Write for special extra low prices 


ADD SALES CO. 


802 York &. 


KITC HEN MAID 


KITCHENS 





KITCHEN MAID CORPORATION 


Manitowoc, Wis, 763 Snowden $t., Andrews, Indiana 
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NEW POSITIONS 








WILLIAM H. KELLEY 


Allen B. Du Mont Labs, Inc.—Wil 
liam H. Kelley has been elected a 
director of the company. Kelley has 
ilso been named vice president and 
rencral manage ot the consumecti 
Allen B. Du Mont, 
Jr., has been named assistant to the 
manager of the ‘T'V receiver division 
Regional appointees include John J 
McGrath as New England district 
manager for the ‘I'V receiver division, 
and A. A. Layton as northeastern re 
gional manager 


products division 





JOHN M. FOXX 


Quicfrez, Inc.—John M. Foxx has 
been elected president, general man 
ager and a director of Quicfrez. Foxx 
was formerly president and general 
manager of the Selvex Corporation 
manufacturers of refrigerated beverage 
vendors, and is a former vice presi 
dent of both Conlon-Moore and the 
American Gas Machine Co. 





R. G. FREDERICKSON 


Manitowoc Equipment Works — Ray- 
mond G,. Frederickson has been ap 
pointed national field sales manager. 
Prior to joining Manitowoc, Frederick- 
son was manager of contract sales for 
Deepfreeze. 


Webster-Chicago Corp.—W. S. Hart- 
ford has been appointed southeast rep- 
resentative for the corporation. 


Eureka-Williams Corp. James R. 


Dawson has been named manager of 
the new St. Louis regional sales area. 
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JOHN E. KELLY ? rd 


Phileo Corp.—John E. Kelly has been 

ippointed advertising manager of the 

I'V-radio division of Philco. Prior to i : 
his new appointment Kelly was adver- 
tising manager for Philco Distributors, 
Inc., of Los Angeles, Cal. 





ROWE GREENWAY 


McGraw Electric Co.—Rowe Green- 
way has been named products sales 
manager for the company’s Lonergan 
Manufacturing division. Greenway 
was formerly with the air condition- 
ing division of RCA. 





GEORGE B. ROTH 


Rival Mfg. Co.—George B. Roth has 
been named sales promotion manager 
for the company. Roth had previously 
served as advertising manager, and 
will continue to supervise all adver- 
tising activities. 





J. J. SPELMAN 


Fasco Industries, Inc.—J. J. Spelman 
has been named merchandise man- 
ager of the consumer goods division. 
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Toastmaster maintains 
full profit margins 






















( 
oo * | Py 
aa 6 & 
\ \ 
FORMERLY *23°° 
Oo NM L y 1 4 Fair Trade Price 
B-14 AUTOMATIC 
Ts MEET a competitive situation, we have reduced We have decided to maintain the regular Toast- we have marketed our products at prices that have 
j the price of the famous B14 Toastmaster Toaster to master line as the /u/l-profit line because we recog- been attractive to the consumer while affording a 
$17.95. As you know, this toaster has been an ex- nize that your operating costs today make it more legitimate profit to those who sold them, 
ceptional seller at $23 and, more recently, a sensa- necessary than ever that you average out with a As we think the announcement made here indi- 
tional mover at $19.95. satisfactory profit. cates, we recognize the interests and problems of 
. ? We feel so strongly that you will enjoy tremendous Then, too, with Toastmaster* you are not tied our dealers and distributors. We will continue to 
volume on the B14 Toastmaster Toaster at this new to a single toaster at one price with a narrow conduct our business with fairness and honesty, in 
low price, that we are absorbing a proportionately margin. The B14 Toastmaster Toaster now gives order that you, our partners in our success, may 
larger share of the price reduction than our dis- you a real Opportunity to attract customers with always share in its rewards, 


tributors and dealers. And we have Fair Traded this a promotional model whose name has no equal in 


promotional model to protect retailers’ and dis- consumer demand. And then to trade them up to 

tributors’ profits. any one of three other toasters for a higher unit of 
BUT, MIND YOU, THERE IS NO CHANGE sale—and at full profit! 

IN PRICES OR PROFIT MARGINS ON ANY This profit opportunity, unmatched in the auto- 


OTHER PRODUCT IN THE ENTIRE TOAST- matic toaster field, is part of Toastmaster’s 30th 


MASTER LINE! anniversary program. And in all the past 29 years hulemulie, Appliances 


* ToasTMaeTen” is a registered trademark of 
Metitaw Blectric Co,, Wigin, I. © 1956 
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AG AUTOMATIC is ideal BIS AUTOMATIC is Amer- BIG POWERMATIC fea C4 POWERMATIC toasts 2D2 AUTOMATIC WAF. 4A2 AUTOMATIC IRON 










for the “live-alone” or for use ica's most compact two-slice tures unique Power-Action that up to three slices at once. Meets FLE BAKER has exclusive in has supersensitive thermostat 
when traveling. So—get your toaster—but full-size in per- lowers bread automatically, the needsof the’ king-size” family Mant-acting thermostatic control only '4" above ironing surface ; 
slice of the big, untapped one- formance. Just right for space toasts it, and serves it up—all —and there are more such fami- —maintains even heat for per- responds instantly-—no “heat- 
slice market! Retail, $17.50 saving living. Retail, $22.50 by itself Retail, $27.50 lies than ever! Retail, $39.50 fect waffles Retail, $21.05 lag,” ever Retail, $12.05 
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Here's how to end 
special size AIR FILTER problems/ 





r W. B. GASSAWAY WILLIAM G. YOUNG 
* NOW! 


Optional Odor Removal Hamilton Beach Co.—William B. Gas- Capehart-Farnsworth Corp. — William 5 { 
way, former field sales manager in G. Young, general sales manager, has 
the Memphis-New Orleans area, has been named a vice president of Cape- 
been named sales promotion manager. _ hart-Farnsworth. 







For filter sales or filter service, E Z Kleen aluminum washable 
air filters for air conditioners fit your profit picture perfectly. They 
permit a reduced inventory.,..result in fewer call-backs...require 
less storage space. With home service by customers, you profit 
from sale of R P Handi-Koter adhesive or R P Super Handi-Koter‘’ 
fast selling, replacement items, Or...you can establish a profitable 
service business. Whatever your type operation, E Z Kleens are 
the answer! In '4", 1", or 2” thicknesses. 





: 


2 


JOHN M. MORTON 





J. G. UNVERZAGT 


Viking Air Products—Jolin M. Morton Johnston Lawn Mower Corp. 
. « « PRODUCTS OF RESEARCH has been named advertising manager. G. Unverzagt has been appointed sales 


x a Morton had formerly held the post of manager of the corporation, a subsidi- 


3 Ee ae assistant advertising manager, and suc- ary of the Jacobsen Manufacturing 
RESEARCH PRODUCTS CORP. 


ceeds (¢ corge QO, Gould. Company. 
DEPT. 22, MADISON 10, WISCONSIN 


John 





[NEW, STYLIZED INTERCOM SYSTEMS 


Ld fi... fe | OPEN NEW SALES OPPORTUNITIES. 
GOW Of . +» for home, office and industry 


MECHANICAL PERFECTION 








by FANON 


A completely new concept of inter- 
com systems designed for home, of- 
fice and industry offers dealers new 
Opportunities for additional volume, 








ae 








quick profits. New styling — never JACK S. PETTERSOiM GREGORY ROSE . . 
before seen in intercoms — makes 
selling easier; opens new markets. Norge Div., Borg-Warner Corp.—Jack Roto Broil Corp. of America—Gregory 
S. Petterson has been appointed di- Rose has been named advertising and ’ . 
rector of merchandising, a new posi- sales promotion manager. 


tion. In his new post Petterson will Westinghouse Electric Corp.—Gil- 
be in charge of Norge home appliance bert C. Larson has been appointed 
advertising, sales promotion, and all assistant general manager of thie tele- 
other merchandising functions vision-radio division. 





For private or non-private (baby sitter) op- 
eration — unusual sensitivity — 3-tube hi- 
gain amplification—pilot light, and many 
other quality feotures. 








FX-12: Twelve station combination master: 
For master to remote or all master system, 
by flick of a switch; $29.95 list. 








See your Fanon distributor—or write today 
for new catalog of FANFARE Intercoms, 
portoble phonographs and hi-fi equipment, 
and the distributor neorest you. 





LOCKLEY MACHINE COMPANY 
WASTEMASTER DIVISION 
NEW CASTLE, PA. 


Please send literature on the 





CHARLES A. LIVESEY 














JOHN W. HOLZMAN 
eesy-to-sell Wastemaster. ELECTRIC COMPANY, Inc. 
Name......... mire, of DANPARE Sound Squipment Jacobsen Mfg. Co.—Charles A. Livesey Magic Chef, Inc.—John W. Holzman 
150-09 South Read, Jamaica 33, HN. Y. . ; 
Address........... seston . AXtel 7-7700 has been appointed vice president in has been appointed vice president in 
City Stete EXPORT DEPT.: Tolesce, 270 Pork Ave. W.Y.C.17 | | chiarge of sales. charge of sales 
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FOUND THE ANSWER TO COLOR... 
REPUBLIC STEEL KITCHENS 
IN HARMONY HUES! 


Your exciting display in subtle tones of Prelude Pink, Tempo 
Turquoise, and Largo Yellow sold her! Any color she chose would live 
happily with modern decorating materials through the years 

;..or blend with the appliance color she had in mind, And at no 
extra cost—that cinched it, even before you had finished 
demonstrating the dozens of wonderful features a Republic 

Steel Kitchen can provide, So you helped plan her 

kitchen, complete with built-ins, a worksaving sink center, 
special-purpose cabinets—a truly custom kitchen from 


stock units, all readily available from your distributor, | 


THIS PROFITABLE OPPORTUNITY IS YOURS 
WITH REPUBLIC STEEL KITCHENS! 


Get the straightforward story on what's happening from 
now on in the kitchen business. Find out how Republic 
Steel, with “mine to market” facilities, can offer you more, 


This free booklet tells the basic story. Send for it now! 


REPUBLIC STEEL 


Ritthend 


IN CLASSIC WHITE « LARGO YELLOW 
TEMPO TURQUOISE # PRELUDE PINK 
” 


REPUBLIC STEEL KITCHENS a 
1038 Belden Avenue ' 
Canton 5, Ohio hd 


(] Send my free copy of “Why Get in hen, 
the Steel Kitchens Business?” 


{[}] Have my Republic Steel Kitchens 
distributor call on me, ~~ 


Dealership 
Individual 
Address 


City State 
EM-365 


SS ae ee 
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Deliverves are SO EASY 


with ox < 









up stoirs, 

downstairs, 

whens A in and 
Swine , out of trucks 





%« 
forward to . 
load... backward 
to balance the load 





THE LOAD 


SLIDES 





One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 


CSCO MODEL 


A lightweight appli- 
ance truck with ratchet 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. 
Handles 600 Ibs. Low 


$39.50 


priced at 


4 




















LASLOA 


JUST 





INSTALLATION 
IN AND TALK 


covered Easload frame; it is strapped 
in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires. Toe plate has two small 
rubber wheels. Frame is all welded steel. 
Handles 800 Ibs. with ease. 
Order yours today on a money-back 
guarantee of satisfaction $53.50 
F.0.8. Los Angeles 
COLSON rauipment & supriy co. 
1317 Willow Streot, Los Angeles 13, California 


APPLIANCE TRUCKS 


Wireless 
INTERCOM 


Plus Selective 
Paging with Reply 


Y a 
: yaw 
\- 










Featuring TALK-A-PHONE'S exclusive “SONIC- 
GATE” circuit, which effectively suppresses line noises 
and hum while system is in actual operation, as well as 
when in Stand-By position. 

This new versatile Wireless Intercom System will provide depend 
able, trouble-free intercommunication for ofhc« 
home or anywhere 4 separate 2-way 
conversations can be held simultaneously. Any Master Station can 
page as many as ten wireless staff Stations simultaneously, in addi- 
tion to all regular intercommunication features 


factory, institution, 
Using six master stations 


For assured Customer Satisfaction—Greater Sales and Greater 
Profits for Jobber and Dealer — it's TALK-A-PHONE, the 
intercom that has consistently produced a higher dollar volume 
with the least selling effort. 


From 2 to 100 Stations—it's TALK-A-PHONE... 








For complete literature .. . write to 
TALK-A-PHONE CO. 
Dept. EM-3 1512 S. Pulaski Road, Chicago 23, Illinois 
342 


Happiest Dealer 





SMILES WERE the order of the day os Ralph Weber (center), of Weber Brothers, 
Teutopolis, lil., was notified that he was a winner in Saint Louis distributor, 


Artophone Corporation’s recent Philco promotion 


Congratulating Weber, winner 


of a round the world trip, are Herbert Schiele, president of Artophone Corporation, 
left), and Kenneth A. Cooper, vice president and sales manager of Philco. 


Distributor News 


F. C. HAYER CO. 
The I’. C, Hayer Company of Min- 


neapolis, Minn., have announced their 
purchase of the three story Ford 
building located in Fargo, North Da 
kota he 
with the company’s announced long 
range expansion program, and will 
ifford the company over 65,000 square 
feet of floor space in the new build 
ing which was formerly used by the 
‘ord Motor Company as a parts de 


move was made in linc 


pot Ihe new location will serve a 
four state area including all of North 
Dakota northwestern Minnesota, 
northern South Dakota, and north 
eastern Montana. Operations in the 
new building are expected to begin 
by June Ist 


RADIO DISTRIBUTING CO. 


lhe company, with main offices lo- 
cated in Detroit, Michigan, has an 
nounced the acquisition of new branch 
office facilities in Saginaw, Michigan. 
Che branch supplements the main of 
fice and an office in Grand Rapids, 
and will be under the supervision of 
Oscar Baxter, branch manager, and 
Francis Braun, operations manager. 


TRAV-LER RADIO CORP. 


(he corporation has purchased the 
Florence Distributing Company of 
Florence, Oregon, and will shortly ap 
point a new regional distributor im 
Portland to be known as Trav-ler 
Northwest Sales Company. Henry J. 
Abrams will be general manager of 
the new distributorship. 


PERSONNEL APPOINTMENTS 


Appollo Distributing Co., Newark, 
N. J.—Sid Gutman (advertising man- 
ager) 


MARCH, 


Artophone Corp., St. Louis, Mo. — 
Kenneth A. Cooper (vice president). 
Emerson Radio of Pa., Harrisburg, Pa. 
Chuck Berger (sales manager). 
Frankelite Co., Cleveland, Ohio — 
Leonard Gold, advertising manager). 
Commercial Electric Co., Toledo, 
Ohio—Sam Stoller (administrative di- 
rector); Doris Conn (director of sales 
development); Charles Gelsleichter 
(sales promotion manager); Charles R. 
Carothers (manager-housewares). 
Graybar Electric Co., Wilmington, 
Del.—J. C. Sherwin (appliance sales 
manager ). 
Krich-New Jersey, Inc., Newark, N. J. 
Fred M. Comins (executive vice 
president). 
Stuart F. Louchein Co., Philadelphia, 
Pa.—Samuel Alper (vice president); 
Kenneth Stewart (vice president — 
audio-TV & air conditioning); Miles 
Warren (asst.-vice president — white 
goods); Herb Lieberman (asst. vice 
president-advertising). 
Marshall-Wells Co., Duluth, Minn. 
Arthur C. Nodine (vice president- 
general merchandise manager); Her- 
bert J. Richards (manager—major ap- 
pliance division). 
Lappin Electric Co., Milwaukee, Wis. 
Kenneth W. Butela (sales manager— 
appliance div.). 
Norge-Chicago Corp., Chicago, Ill.— 
Charles Hakimian (president); Joseph 
Risner (kitchen appliance sales man- 
ager). 
Ohio Appliances, Inc., Cincinnati, 
Ohio—Earle F. Bracken (manager). 
Peaslee-Gaulbert Corp., Louisville, Ky. 
R. H. Means (manager~TV & ra- 
dio); W. D. Edens (sales manager). 
J. A. Walsh & Co., Houston, Tex.— 
Dan Salisbury (advertising manager). 
Washington Wholesalers, Washing- 
ton, D. C.—John O. Painter (general 
sales manager — Norge-Sylvania divi- 
sions); Sol Resnick (field sales man- 
ager—Norge). 
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you'll sell ’em! 
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FOR THE BUSINESS YOU WANT, PROMOTE THE BRANDS THEY WANT 
















Gambling? — not us. We know the facts. 
Surveys show that products with familiar brand 
names are preferred eight times out of nine. So 
just make sure which brands your customers 
want, and stock them. Makes sense, doesn’t it? 

Products with trusted brand names bring you 
many benefits: lower sales costs because they 
are so thoroughly pre-sold through their makers’ 
powerful advertising and promotional material; 
fewer markdowns because of fast turnover; 
fewer adjustments because responsible manu- 
facturers back up their products; best of all, 
lasting good will. 

Yes, odds are 8 to 1 in your favor . . . and lots 
more’s in your favor besides, when you stock 
the brands that sell the most. 

+“ ke & 
How do you push the brands that boost your business? Your 


method could win you national attention and local prestige in the 
Brand Name Retailer-of-the- Year competition. Write for details, 


BRAND NAMES FOUNDATION 
INCORPORATED 
A Non-Profit Educational Foundation 
437 Fifth Avenue, New York 16, N. Y. 





Eureka Aims For The Top 


With new management, new engineering, a new 
cleaner but some old marketing strategy, this 40-year- 
old company expects to regain its position as leader 


When appliance dealer receive 
shipm nts of the new Fureka vacuum 
cleaners some time this month, they'll 
be getting the first new machine put 
out by the company im four year 
And when thes begin to feel the ef 
fects of a new, high powered advertis 


ing and merchandising program, the 
goal of this pioneer appliance maker 
will be abundantly clear 

On the leader in vacuum cleaner 
sale 10-year-old Kureka fell into a 
decline because of lack of product de 
velopment and a confused manag 
ment situation that arose when the 
company merged with the William 
Oil-O-Matic furnace and oil burner 
compan Chis, briefly, is what hap 
pened 

Eureka and Williams merged in 


1945 when it appe ived that the dive 
sification obtainable by the combined 
Perhaps it 
was, but the resulting chaos of tangled 
wort of an all 
deal the 
deeper and deeper into a 


COTM pal was a wise move 


management team 


chiefs-and-no-Indian got 


compal 


morass of inefficiency and bad plan 
ning 

Ihe situation became critical when, 
in the spring of 1954, the Feldman 
interests bought out the whole caboo 
dle, C. Russell Feldman became presi 
dent and board chairman. He knew 
nothing about the vacuum cleaner 


business but he knew good corporate 
management 

Feldman’s first move was to clean 
house at the operating and executive 
level. Since he correctly judged that 
the “hatchet man” would end up the 
most unpopular man in Bloomington, 
he retained a management consultant 
8 an impartial reorganizer. In 60 
days there were vacant offices all the 
way up and down the floor 


Mr. Hotpoint, USA___ 





CONGRATULATIONS ore 


extended by 


John F. McDaniel, left, general manager 
ronge department, Hotpoint Co., to 34 
year-old distributor salesman C. M. Hod 
son of Buffalo, N. Y. A Cadillac, a vaca 
tion to Jamaica, and the title of “Mr 
Hotpoint of America’ goes to Hodson for 


reaching 504 
quota in the company’s third annual sales 
contest 


percent of his assigned 
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However, 
cither 


Keldman wasn't sleeping 
He quickly brought Herbert J 
Allemang in as vice presi 
dent and operating head of the com 


exccutive 


pany Allemang came from Philco 
where he had been for many years 
He brought with him Charles B 


Smithson, a Philco engincer who be 
ime chief engineer of Eureka. 

\. L. McCarthy, sales vice 
dent, worked for Kureka for many 
cal tarting in 1916 and eventually 
directing iles be fore he took da hiatus 
vith Bendix in Chicago. He returned 
to the company in 1948 but it wasn’t 
that he 
foolproof” mat 


pre 5] 


until Feldman cleaned house 
vas able to put his 
keting plan to work 

Under the Allemang-McCarthy lead- 
ership, Eureka came back 
1955 with sales up some 31 percent 
1954. Now, with an all-new 
product, the distributor and dealer pat 
tern strengthened, and McCarthy's 
old—but he says effective—marketing 
trategy firmly entrenched, the 
out to wrest lead rship away 


strong in 


over 


com 
pany 1s 


from competitors once again. Here's 
how they plan to do it 
The Product. Model #805 has 


been the only Eureka canister cleaner 
offered by the company, 1952 
Although it received first place rating 
by Consumer's Research last year, Al 
lemang and McCarthy realized that 
im entirely new product was needed if 
they were to regain the 
of the market, 

Accordingly, planning for the new 
model~#910—started in December, 
1954, and the target date for market 
ing the product was set for January, 
1956. Eureka almost kept to this tight 
schedule and by January of this year, 
it had hand-made models to 
round. Late last month, production 
models came off the lines and are now 
filling distribution pipelines 

The newly engineered cleaner had 
to fill certain specifications laid down 
by Allemang and McCarthy: 


simce 


lion’s share 


show 


greater cleaning ability—the new 
model gives 15 percent more suction 
than the old 

hold more dust—new dust bag is 


107 percent larger in cubic capacity 
ind is four times as large in area, Con 
sequently, air flows more freely. 
lighter weight—new product is two 
pounds lighter and much lower center 
of gravity. Wheels are attached to 
unit so there’s less chance of tipping 
ind one less piece to be bothered with 
Allemang says he’s already working 
igns for a new model which may 
not be 1957. “It 


depends on how well this one gocs”, 


On at 


or ma\ released in 


he says, “what our competition does 
ind a number of other factors. Point 
is, that if we find we need a new 


ready mn 

This year, Eureka expects to pro 
duce about 290,000 of the new model 
#910 and about 50,000 of other mod 
els—canister and upright—less private 
label merchandise 


model, we'll have one 


To insure smooth 


ind unbroken production, Allemang 
set up an additional line in the factory 
to crank out the #910 at a rate of 
1,500 per day. ‘The original line, 
which assembles all other products has 
a rate of about 500 per day. 

If this production schedule is kept, 
it will give Eureka about 10 percent 
to 12 percent more production which 
Allemang thinks is adequate for this 
year. He emphasizes that the increase 
will represent a greater share of the 
existing market, not an expanded to 
tal market 

Ihe projected increase, says All 
mang, will give Eureka about 10 per 
cent of the total market. If this is so, 
industry sales next year will increase 
only about four percent instead of the 
estimated 10 percent to 20 percent 
forecast by some in the industry. 

Marketing A New-comer. McCar 
thy says model #805 is a price leader 
at $49.95, no Fair Trade. “It works 
this way”, he says. “When Eureka 
brought out the #805 in 1952 at 
$69.95, no one had a low priced can 
ister. We were way below the market 
price and had the first dollies to roll 
it around. It wasn’t long before we 
established that price in the minds 
of the consumers and we pushed up 
to about 10 percent of the total mar 
ket. Since then, almost all prices have 
come down to that level or lower 
We'll market the new job at $69.95 
and, for those who want it, we've got 
the #805 for twenty bucks less.” 


This is contrary to the general in 
dustry practice of discontinuing an 
old model as soon as a new one i 


produced, but McCarthy feels there is 
a demand for the lower priced cleaner 
plus the advantage to the dealer of 
trading up to the new on 

Further, the roto-dolly, a separate 
part of the #805, is sold by the dealer 
at the advertised price of $10, or may 
be given free when an old cleaner is 
traded-in or sold for $5, as the dealer 
prefers 

McCarthy's marketing plan is sim 
ple and based completely on popula 
tion statistics and local newspaper ad 
vertising “My goal’, he savs, “is to 


They Dish Up Dish 





= 


al 
areas 


washer Plans 
a Be: 


“~—™ * 
7. 





produce two sales for every 1,000 popu- 
lation in each city of less than 100,- 
000. The larger cities are different be- 
cause there are multiple trading areas 
and lots more dealers. The way to do 
this is by newspaper advertising”. 

Ads, he says, are cooped and feature 
the Model #910 with a small box 
offering the low cost Model #805 
The combination storage chest-hassock 
is given free with the new machine 
when there’s a trade-in. All ads offer 
a 10-day free trial for either machine 
and the big point, says McCarthy, is 
that the phone number must be 
shown. 

“It’s that phone number that gets 
the business’, McCarthy declares. 
My experience proves that about 90 
percent of phone calls result in sales 
If they'll run the ads the way I tell 
‘em, they'll get the calls.” 

Constant repetition throughout the 
vear is McCarthy's next point. He 
says the phone calls from one ad come 
in mostly during the week after the 
id has run; some will still trickle in 
the second week. “Then rest for a 
week or two and run another ad. It'll 
produce two sales per thousand every 
time”. 

McCarthy savs he learned this tech 
nique in 1916 from Harry Brown who 
later became merchandising manager 
of Philco. “It worked then and Brown 
proved it to me and it works now just 
as well.” 

More as a prestige builder than any 
thing else, McCarthy schedules about 
$500,000 worth of national advertis 
ing to run in Life, Good Housekeep- 
ing, Saturday Evening Post and Mac 
Lean’s (Canada). “Of course we mer- 
chandise the hell out of the ads.” 

Radio and television advertising are 
failures in selling vacuum cleaners as 
far as McCarthy knows. “I saw one 
manufacturer try television and then 
drop it”. 

To prove his own theory, McCarthy 
tried a saturation spot campaign in 
Chicago and Los Angeles—result, one 
phone call. He tried Pittsburgh and it 
only worked for one store in the city 
it a cost of $16 per cleaner. 
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DISCUSSING plans for the 1956 program to promote the sale of electric dish- 


washers are, left to right, R. E 
and Leo K. Fox, rec 


aire rding 


will be used this year to promote the pr: 
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Karcher of General Electric 
secretary of the 
f NEMA, They examine an eight-page dishwasher newspaper 


duct 
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BRE eon, 
Now — You can offer Sylvania TV customers 


their choice of these Exciting Gifts ! 


barbecue 
golf cart 
/ 
. Now, with Sylvania TV, you can offer a choice of 
watches, tools, sporting goods, gifts for home or some- 


OP CES ene thing special for the kids. Gifts that appeal to everyone 


and a real incentive to buy Sylvania TV! 


Get ready to cash in on this big Sylvania ‘‘Carnival of 
Gifts.’’ Sylvania has produced a handsome, low-cost 
booklet that you can mail to your customers showing all 
these big premiums. A complete “‘instore’’ display pack- 
age is ready for you as well. Be the first to offer the 
‘‘Carnival of Gifts’? in your area. Call your Sylvania 

A Distributor for complete details today. 


* 


» 





Style-leaders of the industry, these big, new “expanded 
HaloLight®” models sell on sight. When demonstrated 
HaloLight surround light will attract your customers 
immediately. All Sylvania “Cabinet of Light” models 
offer the high-powered “Custom 33” chassis and are The PALMER 
available in console or table model styling with choice Model 21T301 
of finishes. “Cabinet of Light” 


See them along with the complete Sylvania TV line + d ball . 
at your Distributors today! 





Keep your eye on 


w 
SYLVANIA ELECTRIC PRODUCTS INC. 
Radio & Television Division, 
Buffale 7, N. Y. 


. ++ fastest growing name in sight 
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DISTRIBUTORS WANTED 


Woante 


WATER FILTER 





[7 SIMPLE, FAST 


Ordinary tap weter, run inte 
/ the collector af a slightly over- 


flowing rete, is metered 


| ' through the ionXchange resin 
a a controlled rate. The jer 
; fills with purified water When 
' the resin cartridge is exhaust 
' 


od, it is replaced by @ refill 


ILLINOIS WATER 
TREATMENT CO. 


840 Cedar $t 
Rockford, Illinois 





cw YEATS Shorty 


NE STATION WAGON 
& PANEL PICK-UP 
appliance 

dolly 


















Only 47” tall, this new 
Yeats dolly is designed | 
for TV and appliance 
men who make deliver 
les by station wagon or 
panel delivery. No need 
to detach applicnce for 
loading . the YEATS 
"Bhorty” will slide into 
your vehicle with ease. 
Has same aluminum al 
loy frame, 30 second 
strap ratchet and cater. 
pillar step glide as the 
standard size YEATS 
doliy! See your 
dealer today! 


veats "Suerlasl” covers & pans 


Washer Cover 





Purniture Pad 





SEND postcard for full information 
on ovr complete line TODAY! 


dolly sales co. 


Milwavkee 5, Wis. 
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READY MARKET WITH 
STEAM IRON USERS 


The Wantz Water Filter produces puari- 
fied water that is the equal of distilled 





water. It is better than soft water because 
the hardness has been completely removed, 
not just converted, There is nothing in 
Wantz water that can form lime, or a 
deposit of any kind, in a steam iron, 
Operation is on the ultra-modern mixed- 
hed ionXchange principle. Wantz Water 
Filters have been selling steadily and 
successfully in a few selected market 
areas for over five years. Now we are seek- 
ing additional distributors to broaden 
the sales of this proved item. Write today 


for particulars. 





DEALERS: Profit With 





America’s Favorite Electric 
me Water 
Heater 





A Heater You Can Trust! 


HOT WATER FAST! 


Simply plug into any light or wall 
socket and put the heater into any con 
tainer, up to wash tub full. That's all! 
Over 1 million in use. Weighs 1 Ib., 
2 oz. (110 volt AC or DC). 7-foot, 
heavy-duty, rubberized cord. Bright 
nickel chrome finish. Attractively pack- 
aged in cardboard box. Colored label 
shows heater and list price to assist 
dealer sales. il-year guarantee against 
defective workmanship or material 
Has many wees Laundry, bath, shaving, 
warming baby's milk, sterilizing bottles, 
heating canned foods, etc 

ideal for homes and farms not 

heving any other good way te 

heat water fest and conveniently 


ony $5-95 usr 


DISTRIBUTED THROUGH JOBBERS ONLY 


Write for Literature, 
Naming Your Jobber 


G [ ELECTRIC CO. 
20725 Harper 
. ° Detroit 36, Mich. 














Promotion Briefs 





* Sylvania has launched a “promo- 
tion-a-month” advertising program to 
boost its radios, TV and phonographs. 
C. R. Lunney, advertising and promo 
tion manager, said a separate cam 
paign, with its own budget, will b« 
released in April to coincide with the 
introduction of the new color set 
The company is also running a sales 
contest for dealers and distributors. 
Winners will get a week’s vacation in 
Nassau in May. 


¢ Amana has an advertising budget 
for its air conditioner line which is 
six times greater than 1955’s expendi 
ture. The five-point merchandising 
plan was announced at the company’ 
recent four-day meeting in Miami 
Beach by general sales manager J. A 
Rishel, Jr., E. W. Lyons, director of 
air conditioner sales, and Joseph R 
Guertin, dealer development manage 


* Youngstown Kitchens and ‘Tap 
pan Stove Co. are sponsoring a joint 
promotion of built-in cooking equip 
ment this spring. Range tops and 
ovens merchandised under the plan 
will bear the brand name, Young: 
town-Tappan, according to C. D 
Alderman, Youngstown vice president 
in charge of sales, and W. R. Tappan 
vice president and general manager of 


Tappan 


*Look Magazine will repeat its 
Mother’s Day appliance promotion 
this year. Kits containing 53 pieces of 
window and in-store display materials 
are available from Look for $1 each 
The magazine is also offering repro 
ductions of four art works at $6 pe: 
hundred prints. The kits may be ob 
tained until March 10 from Look, 488 
Madison Ave., New York 22, N. ¥ 





gton 


Ohi Is Born In Washin 
pe > ¥ 
























nina j 
A TWO-CARAT DIAMOND ring was pre- 
sented to L. C. Truesdell, vice president 
and director of sales for Zenith, by 76 
independent distributors at the company’s 
recent Miami Beach convention. Actress 
Gloria DeHaven admires the ‘‘symbol of 
appreciation and esteem’ which was 
given in a surprise presentation 





i 


¢ Webcor has doubled its consumer 
advertising budget for 1956, according 
to H. R. Letzter, vice president in 
charge of sales for Webster-Chicago 
Corp. He predicted the $2,000,000 
idvertising budget will help Webcor 
to a 22 percent sales increase during 
the coming year. 


¢ The Regina Corp. has announced 
the “biggest, broadest and most in- 
tensified” advertising campaign in its 
64-year history. President Lannon F 
Mead said the campaign will be car 
ried in 15 national magazines plus 
local exposure in newspaper 


¢ Emerson Electric Co. is complet 
ing a 57-city tour with its travelling 
display room—a 24-foot aluminum 
trailer. The two-month tour visited 
eight southern state 








OPERATION HOME IMPROVEMENT was officially launched recently with a 


Federal proclamation in Washington, 


D. C. At the meeting was Postmaster 


General Arthur J. Summerfield, left, who shows the Ohi advertising and display 
kit to Robert B. Gerholz, past president of the National Association of Home 


Builders 


Summerfield was one of several cabinet members, congressmen and 


White House representatives at the kick-off 
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Whos handling 
public relations for you 


behind the Iron Curtain? 


—- - + Mp tl — —_. 





It’s not an easy assignment—or the kind you'll find many 
people volunteering for. 


But there is an important “public relations” job to be done 
behind the Iron Curtain—for you . . . for America . . . for the 
whole concept of freedom, free enterprise and individual 
rights. This job is an opportunity and a challenge as well as 
a serious responsibility for American business. Fortunately, 
with your help, there is an agency that can do the job— 
Crusade for Freedom, which supports Radio Free Europe 
and Free Europe Press. 


Both these powerful, privately operated organizations 
continually challenge the barrage of Communist misstate- 





ments and false truths. Using saturation radio broadcasts 
and mass newspaper drops from message balloons, Radio 
Free Europe and Free Europe Press are constantly on 
the offensive against the Red campaign to annihilate 
right, reason and national pride. 





Continued and heated Communist protests testify to 
the tremendous effectiveness of Radio Free Europe 











and Free Europe Press. Support freely given by free 
American business and private citizens will increase 
this effectiveness and the scope of their operations. 
A contribution now is perhaps the best investment 
you can make towards a peaceful, prosperous world, 


Give generously. It’s your future! 





Check list for business executives 
in the Crusade for Freedom 


() Order display material for your company bulletin board. 


(} Plan a paycheck stuffer to fully acquaint your employees 
with the importance of the Crusade for Freedom, 


[J Plan to conduct an in-company solicitation. 


|} Match employee funds with your Truth Dollars. 


and information write CRUSADE FOR FREEDOM, 


For campaign material 


East 46th St., N. Y. C. 17. 
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Gibson Refrigerator Co. 


Outstanding Distributor 





AWARD of a plaque naming the company’s 
sales manager of C. M. McClung Co., 


to Marvin May (right), 


John W. Shirley, president of the Shirley Corporation 


Distributors Appointed 


Admiral Corp.—Cerullo Electric Sup- 
ply Co., Inc., Hazleton, Pa. 


Apex Electrical Mfg. Co. — Safford 
Distributing Co., Darien, Conn. 
Chambers Ranges, Inc. Accurate 
Home Supply Inc., Durable Goods 
Co., Inc., and Randy and Associates, 
In ill of Chicago, Ill; Kitchen 
Mart, Elgin, Ill.; and Randley Electric 
Co., Evanston, IIl.; Covey, Inc., New 
Orleans, La 

Du Mont Labs, Inc., Allen B.—Du 
Mont National Distributors, Inc., 
Dayton, Ohio; Chapman and Wil 
helm Co., Charlotte, N. C. 
Fedders-Quigan Corp.—L. H. Appli- 


Wholesalers, Pittsburgh, Pa. 
Beetem and 
Brody, Inc., Philadelphia, Pa.; Larson 
Co., Fargo, N. D 

Hamilton Mfg. Co.—T'ryman Distribu 
tors, Inc., Milwaukee, Wis. 
Motorola, Inc.—C & FE. Distributors, 
Inc., Birmingham, Ala.; Siebert and 


ance 


Willis, Inc., Wichita, Kans 

Nesco Frankelite Co., Cleveland, 
Ohio 

Republic Steel Kitchens—Thompson 


& Holmes, Ltd., San Francisco, Cal.; 


Inland Distributing Co., Kansas City, 
Mo 

Sentinel—N-F. Distributors, Philadel- 
phia, Pa 


The Loudspeaker 





lo Mr. Mort Farr: 

Congratulations on your many ef 
forts to raise the standards of our 
business I find your articles very 
interesting 

I am _ particularly interested in 
NARDA Is membership open to 


me? Can I learn a little more about 
their methods and aims? 

Since I do not have an address for 
NARDA, would you kindly refer me 
to the right man. 

By the way, last month’s story about 
Ward Davison in Washington rang 
the bell here. We have adopted his 


ELECTRICAL 
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is made 


“Outstanding Distributor’’ 
Knoxville, Tenn., by 
The award was made as a 
result of the McClung company’s position as largest volume distributor of Shirley 
Kitchens for the year 1955 


Servel 
Island City, 
Sonora Radio & ‘T'V Corp. 
Distributing Co., Pensacola, Fla.; 
Pittsburgh Auto Equipment Co., 
Pittsburgh, Pa.; Triangle Electric Sup- 
ply, Inc., Bowling Green, Ky.; Sid 
Young Distributing Co., Jackson, 
Mich.; B & D Wholesale Distribu 
tors, Erie, Pa.; Brendle Cash Whaole- 
saling, Elkin, N. C.; Vaio Distributing 
Co,, Albuquerque, N. M.; Leonard 
Wholesale Distributors, Lansing, 
Mich.; Auerbach Distributing Co., 
Chicago, Ill. 

Tappan Range Co.—Harvey 
Co., Cincinnati, Ohio. 
Welbilt Corp.—Joseph B. Smith Co., 


John W. 


Sevbold 


Toledo, Ohio. 

Youngstown Kitchens—A, ‘Tl’, Distrib- 
uting Corp., Newark, N. J. 
Whirlpool-Seeger Corp. Midland 


Specialty Co., FE] Paso, Tex.; Klaus 
Radio & Electric Co., Peoria, Ill 
York Corp.— Adams Distributors of 


Rhode Island, Inc., Providence, R. L.; 
Barre ‘I'V Supply Co., Wilkes-Barre, 
Pa. 

Kelvinator Div., American Motors 
Cop. McCleery-Carpenter Electric 
Co., Inc., Columbus, Ohio.; Paul 
Davis Co., Oklahoma City, Okla 
proposal sheets, internal labor forms 


ind his FBI file. And, with your per 
we will steal your service fol 
low-up cards in Mart. They look like 
an excellent idea, 

We have some ideas for manage 
ment controls that we have used suc 
cessfully. I will gather them together 
ind explain—they might help someone 
else 


mission, 


K. J. Rodrigue, President 
Rodrigue’s Radio & TV, Inc. 
759 Boston Post Road 
Milford, 


Connecticut 


1956 


’. Walter, Inc., Long 1% / 
NM. %. ‘ ‘ 
908 W. Lycoming * Phila. 40, Pa, 


Hundley | 














MERCHANDISING 
SUPPLEMENT 


Products, Services —For More Sales, For More Profits 

















SELF-LIFTING PIANO TRUCK CO. 





“ONE MAN delivers 
A 350 Lb. Appliance 
Without a Helper! 













WALKS 
UPSTAIRS— 
You Don't Drag It! 





New Advertisements 


received by March 9th will appear in April 
issue, subject to space limitations. 
Address copy to the 
Classified Advertising Division 
Electrical Merchan: ising 
330 West 42nd St., New York 36, N. Y 














SEARCHLIGHT SECTION 


TH Roto:s o:Sh 


TURNTA ied 


The action display way 
to boost your sales! 


$995 


Medel 6M-10, ROTO-SHO IR. Costs only toe a 
day to run! Revolves 3 times a minute. Holds 
build-up display fixture permitting full use of dis 
play space. Carries 10 Ibs. A.C. only 

Delivery out of stock in 24 hours! 





Get FREE illustrated literature showing , 
build-up fixtures, prices. Write today! 





KASSON DIE & MOTOR CORP. 
Formerty General Die & Stamping Co 
32-14 Nerthern Bivd., Leng Island City |, N.Y. 
Integrity Since 1919 
Makers of fractional homepower motors 
skeleton and ceiling turntables for display saduetry use 
Quantity discounts available 








Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


The sale, easy and 
quick way to han- 
rs) ——, dle appliances. 

—i——i Patented Step-On 
eo Lit — Retractable 
wheels. Cap. 1,000 


Ibs. Ship. wi. 45 lbs. 
MODEL equipped with fixed 


wheels 
DE LUXE MODEL with swivel wheels at one 
end, Write Dept. 8 


ROLL-OR-KARI CO. 














REGULAR 

















WANTED 


By well established, medium size, ind 


NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 





BO-5580 


Has national distribution through ery Eee slectrical distributors, department 
stores, mall order houses. Interested in new product to make and market 
Basis outright sale or royalty 


ELECTRICAL MERCHANDISING 


{ electro mechanical devices 


330 W. 42 St., New York 346, N. Y 








FREEZER SALESMEN 


WANTED NOW! 
SUB-ZERO FREEZER Co., Inc. 


Madison Wisconsin 


Needs regional salesmen for large 
productive territories in Mid-West 


SALARY PLUS COMMISSION, CAR 
FURNISHED. ALL EXPENSES PAID 


Experience preferred but not necessary. 


Sub-Zero has shown tremendous growth 
in the refrigeration industry. 


Join now with a Company thet has 
MORE MODELS MORE FEATURES 


SOUND ORGANIZATION. COMPETI- 
TIVE PRICES 


Write L. C, Bakke. 


We have 27 years of successful 
experience, selling to chains, job 


bers and department stores 


WE HAVE OPENINGS NOW 
FOR 2 ADDITIONAL LINES. 
CHECK OUR REPUTATION 
WITHIN THE INDUSTRY, 


Sam Weisman Sales Organization 
200 Fifth Avenue New York City 











144 RAZORS $400 


72 Women “Hairemover” and 72 Men T 
lor Made A.C. Dry Electric Razor. Pos 
“National Directory of 2500 Discount Dealers’ 
66 pages free with purchase 
MAX SALTZMAN 
Dept. EMM 7636 Hinds Ave., 
orth Hollywood, i" 








DISTRIBUTORS OF 
VACUUM CLEANER 
REPAIR PARTS 
FOR ALL MAKES 
Write for Free Catalogue 

Parts - Suppiies - 
Rebristiing - Armature nding 
M nase d corm COMPANY 











76-18 Jamaica A Weedhaves 21, 4. ¥ 





DIME METERS 53¢ each 


Automatic Register Device 


Closes on first dime—open automatic. 
ally at $5, Suctions on to washing ma- 
chines, TV or reirig. in one second 

has no affect on operation of appll- 
ance, Customer puts dimes in each 
day making her monthly payment 
easier, making more sales for you. 
Sent postpaid. Sold in cartons of 144 


only. 
A. Axelrod 

446 Atlantic Ave. Brooklyn 17, N.Y. 
UL ster 8-1855 
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EDITORIAL 





Let's Get Into Kitchen Business 


N an editorial a year ago, I suggested to dealers 
I tas unless they revised their thinking and 

began to make concrete plans to participate 
in kitchen business, it would go by default to 
builders, plumbers, a new group of kitchen spe 
ialists, or some yet unknown type of contractor 
with the imagination, facilities and resources to 
do the job. I pointed out that it was a business 
free from vicious price competition, trade-in head 
aches, or over-franchising on brands. A business 
which meant multiple sales, rather than individual 
ones; a business made to order for financing; a 
business that embraced the whole gamut of 
appliances he was at present selling, as well as 
new ones, such as built-ins and stack-ons which 
he was not. I said that an industry never stands 
still; it is always changing and that unless they 
were flexible enough to change with it, they 
would be left far behind competitively. In short 
that kitchen business was a business that would 
put the dealer back in his rightful place as a home 
equipment specialist, rather than a peddler. 

What I said then is, if anything, even more 
true as each succeeding day passes and more and 
more dealers, | am happy to report, are beginning 
to see the light. I talked with many of them 
at the recent NARDA convention in Chicago 
and many of them told me they were thinking of 
setting up kitchen departments 

One dealer on the program, George Pazik of 
Milwaukee, specifically exhorted his fellow deal 
ers to get into kitchen business. ‘The position of 
the small dealer today, he said, is not unlike 
that of the small grocer in the big city. Both 
must get big, or specialize, or get out. “Start 
thinking in terms of complete kitchens, now!”, 
he said. “Look over your operation—your space 

your people—your brands. Dream a little of 
how they can work into your coming entrance 
into the kitchen business. Realize that this is 
a major business, worthy of your best talents, 
of additional space, and definitely should be 
treated as a separate department of your business. 
Ihe kitchen business is.some thing you “stack 
on” your present volume enabling you to 
give your distributor and manufacturer more 
volume—the only language they know and un 


derstand 


CTUALLY, there should be nothing mystc 

rious to the average dealer about selling com 
plete kitchens. ‘The whole problem seems to have 
revolved around planning and installing. But 
these things represent only an extension of some 
of the planning and installing he has been re 
quired to do even in the sale of individual appli 
ances. All the appliances he has sold have not 
been simple plug-in devices such as the vacuum 
cleaner, the wringer washer, the refrigerator o1 
the T'V set. Every time he sold an clectric range 
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or water heater or clothes dryer, he had to pro- 
vide for 220-volt wiring, either through his own 
installation crew, or on a sub-contract basis from 
a wiring contractor. Every automatic washing 
machine, or water heater, or dishwasher, or 
garbage disposal unit, required not only electrical 
connection, but plumbing connection as well. 
Even room air conditioners require some expert- 
ness at installation; so does fluorescent lighting. 
Whiat’s more, he has had to maintain an efficient, 
well-staffed service department and an inventory 
of parts to back up his sales operation. Selling 
complete kitchens, therefore, should only repre- 
sent an extension of.some of his experience in 
installing many standard appliances. ‘The more, 
therefore, manufacturers can minimize, or sim- 
plify, the designing and structural changes re- 
quired in selling complete kitchens, the more 
the dealer will feel adequately competent to en- 
gage in the business. A case in point is the 
stack-on unit as opposed to the completely built- 
in. The former has a degree of flexibility that 
appeals to the dealer. 


J OW, obviously a dealer who has made up 
his mind to get into the complete kitchen 
business is going to want the answers to a lot of 
questions—and they won’t be only the expected 
ones about inventory, financing, estimating and 
the problems of sub-contracting installation work. 
He will want to know something about the market 
potential for kitchen business in his territory; 
he will want to know the extent of the competi- 
tion, especially the possibility of competition in 
the brand he is expecting to handle. Exclusive 
deals will appeal to him, because he has had a 
bellyfull of competition on brands of standard 
appliances he has been handling. He will want 
to know if he has any hopes of selling the small 
contract builder, or whether his market will 
be confined to remodeling. He will want to 
know whether there are advantages in carrying 
a nationally-advertised, branded line. He will want 
to know how much price influences the business 
and how to avoid getting into the same price rut 
he has experienced in other lines. He will want 
to know how much cooperation he can expect 
from his distributor—in carrying inventory, in 
helping him line up installation help, in training 
both himself and his men, in financing his sales, 
in planning and estimating and in helping him 
close his first sales. Manufacturers should be pre- 
pared, either directly or through distributors, to 
give him the answers to these questions. I don’t 
mean to suggest that the average dealer has to 
have his hand held. But give him a good start 
ind you will find that before long he will be 
carrying the ball on his own. 
Count such dealers in the thousands and watch 
kitchen business grow. 
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Mr. Yetsko says,“ As far as I’m concerned, 
there are two important reasons why 
wringer washer sales are good now, and 
should continue to be good, First of all, 
many apartments, and new smaller 
homes don’t have the necessary plumb- 
ing for automatics and, too, the lower 
price of wringer washers will always 


appeal to a large share of the market. 


“Consistent promotion, attractive pre- 


miums, and easy terms are the keys to of 


GETTING THE PROSPECT INTO THE STORE is the big 


step. Window displays stop people on the street and back 


“DEMONSTRATION IS MOST IMPORTANT’, 


Mr. Yetsko points out. "“We show how Lovell 
wringers squeeze out the dirt that normally remains 
in the clothes. This really impresses women who 
have hard-to-clean clothes, like overalls. We also 
show how a slight push on the release bar quickly 
releases roll pressure on standard Lovell wringers 
And how a light pull on the clothes releases roll 
pressure instantly on Lovell’s new “62” Instinctive 
—stops the rolls on Lovell’s “77” Instinctive. 
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“We sell five 
wringer washers for 
every automatic” 


Says William L. Yetsko, Manager 


of Wolf Furniture Co., Williamsport, Pa. 


our successful sales,”” Mr. Yetsko goes on 
to say. "A weekly ad devoted to wringer 
washers, radio spots, and plenty of 
window displays help us reach our pros- 
pects. And, one dollar down, $25 for 
your old machine, a free turkey, a years’ 
supply of soap—all these offers bring 


customers into the store. 


“We know it pays off. We sold 150 
wringer washers in the first 11 months 


up the consistent newspaper and radio campaign. Display 
cards emphasize low down payments, trade-ins and premiums. 
Once we get the prospect in the store we find that demonstra- 
tions of Lovell wringers often close the sale. 


“WE DEVOTE AN ENTIRE SECTION of our 


showroom to wringer washers. An entensive dis- 
play lets customers pick and choose, holds their 
interest. Some of the specific points we make is 
that with a wringer washer, she will cut down on 
her water bill, get cleaner clothes, have fewer 
breakdowns. We also feature Lovell’s automatic 
indexing, show our customers how a quick push 
or pull automatically swings the Lovell wringer 


to the next position.” 


“ALWAYS TRY TO SELL YOUR CUSTOMERS 




































an automatic dryer, too”, says Mr. Yetsko. "A 
wringer washer and an automatic dryer are a 
pertect sales combination. Remind your customers 
they can get their work done quickest with a 
Lovell equipped wringer and a dryer with a Lovell 
drying system.” Lovell Manufacturing Company, 
Erie, Pennsylvania, 





iJ PRESSURE CLEANSING WRINGER 


Also makers of gas and electric drying systems 


Lovell Manufacturing Co., Erie, Pa. 
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| Here i is just one of the ue sensational new 
_ special Kelvinator values to be featured in the A 
| | hottest spring promotion ever! 
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{ HUGE 
FRESH FOOD 
STORAGE 


PRICED | : cE =F eR AUTOMATIC 
TO LET YOU mee | DEFROSTING! 
LEAD THE . 2 < . 




















~~ 60-POUND 
DELUXE . : 
Sr ATIIRES | (FROZEN FOOD 


THROUGHOUT! CAPACITY 


it’s a Promotion that means more business and more dollars for Kelvinator Dealers. 


Kkechunator 


KELVINATOR—THE MOST VALUABLE FRANCHISE IN THE INDUSTRY TODAY 


